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4) they have achieved a consecutive 23 years of successful presence in each
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to maintain their popularity and high status, on the European festival map, as
well as to raise their host cities’ cultural and tourism standards, despite the
serious economic cutback they have both faced. Due to limited available funds,
the festivals lack marketing resources and specifically data collection on visitor
motivation, a gap which this study aims to remedy.
Primary data were collected with the aid of online structured questionnaires,
distributed and collected during autumn 2016. 130 questionnaires were
answered by visitors of the Drama International Short Film Festival and 186
questionnaires were answered by visitors of the Kalamata International Dance
Festival. Even though both festivals share similar characteristics regarding
their organization and their aims, our analysis emphasized the heterogeneity of
the motives of attendance in connection with the visitors’ profile
characteristics, for each event. While some similarities were found, especially
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between demographic sample characteristics and visitors’ profiles, the general
picture to emerge from the findings indicates significant differences between
the two cases. Arts festivals-goers do not appear to constitute a single
homogeneous market; rather, each event appears to attract different audiences
for different reasons. The implications of these findings, deriving from
statistical analysis, are discussed and suggestions for further research are
outlined.
This research aims to contribute to knowledge concerning the marketing
strategies of International Arts Festivals in medium-sized cities, useful for
research and academic purposes, as well as to local and national authorities
and other agencies and bodies, responsible for urban tourism and cultural
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The editorial consists of eight (8) papers on various aspects of tourism. In the
first paper Vasiliki Georgoula examines the motivating factors and the
individual characteristics of the international art festival visitors. The paper
uses the cases of the Kalamata International Dance Festival and the Drama
International Short Film Festival in order to detect the reasons behind
visitors’ choice. Then Dimitris Kourkouridis, Vicky Dalkrani, Kyriakos
Pozrikidis and Ioannis Frangopoulos analyze the significant contribution of
the trade fairs to the tourism development of their host cities. In particular the
paper examines the concept of the ‘Honoured Country” and it attempts to
reveal its impact in the tourism development of Thessaloniki.
In the third paper, Stella Kostopoulou, Eleni Gaki, Evangelia Parisi and
Dimitris Lagos support that tourist satisfaction influences potential visitors’
choice about the tourism destination and their intention to repeat their visit.
The research results reveal the factors that affect tourist satisfaction, as well
as the relationship between tourists’ satisfaction and their intention to revisit
the destination. In the fourth paper, Iva Bulatovic, brings light to the
residents’ attitudes towards tourism development and its impacts (economic,
socio-cultural and environmental) in the case of Montenegro. Then, Maria
Manola & Aristeidis Papagrigoriou present the concept of empathry and
investigate the value of empathy in the Tourism Industry. In the sixth paper,
Oyebisi Bakare, claims that tourism motivation factors contributed to
livelihood strategies of the host people was Osun State.
Subsequently, Dimitrios Lagos, Maria Mavri, Paris Tsartas, Andreas
Papatheodorou, Maria Doumi and Anna Kyriakaki highlight the importance
of transportation infrastructure in tourism sector growth and discuss issues
related to rail transport, cruise and yachting sectors. The paper also elaborates
on policy implications in order to suggest a roadmap for those working in the
area. In the last paper Panagiotis Lachlali, Despina Sdrali, Roido Mitoula and
Constantinos Apostolopoulos investigate the profile and the motivation of
502 Greek tourists who visited the religious sites of West Thessaly, Greece.
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This paper presents an analysis of two renowned international arts festivals
visitors’ motives and profile characteristics, in two medium sized Greek
cities: the Kalamata International Dance Festival and the Drama
International Short Film Festival. The purpose of the study was to determine
the reasons visitors attend these festivals, necessary for building more
concise marketing strategies and, therefore, more successful and sustainable
events, with long-term benefits, ranging from the local to the national levels.
The research addresses international arts festivals that share four main
characteristics: a) they host international professional artists, 2) they feature
explicitly-stated artistic visions and objectives, 3) they are publicly funded,
and 4) they have achieved a consecutive 23 years of successful presence in
each city. These two case studies represent two cultural events which have
managed to maintain their popularity and high status, on the European
festival map, as well as to raise their host cities’ cultural and tourism
standards, despite the serious economic cutback they have both faced. Due
to limited available funds, the festivals lack marketing resources and
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specifically data collection on visitor motivation, a gap which this study aims
to remedy.
Primary data were collected with the aid of online structured questionnaires,
distributed and collected during autumn 2016. 130 questionnaires were
answered by visitors of the Drama International Short Film Festival and 186
questionnaires were answered by visitors of the Kalamata International
Dance Festival. Even though both festivals share similar characteristics
regarding their organization and their aims, our analysis emphasized the
heterogeneity of the motives of attendance in connection with the visitors’
profile characteristics, for each event. While some similarities were found,
especially between demographic sample characteristics and visitors’
profiles, the general picture to emerge from the findings indicates significant
differences between the two cases. Arts festivals-goers do not appear to
constitute a single homogeneous market; rather, each event appears to
attract different audiences for different reasons. The implications of these
findings, deriving from statistical analysis, are discussed and suggestions for
further research are outlined.
This research aims to contribute to knowledge concerning the marketing
strategies of International Arts Festivals in medium-sized cities, useful for
research and academic purposes, as well as to local and national authorities
and other agencies and bodies, responsible for urban tourism and cultural
city/town planning and management.
Keywords: International arts festivals, cultural tourism, medium sized cities,
Kalamata, Drama, Greece.

INTRODUCTION
Arts festivals are proliferating worldwide and have become a
growing and vibrant sector of the tourism industry eliciting
significant economic and socio-cultural impacts on the destination
area and on host groups. These festivals’ growing visibility and
cultural prominence are increasingly leading national governments
and local authorities to employ cultural festivals and special events as
key elements within regional development strategies, since they
provide opportunities for tourism promotion, increased revenues and
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investment in host regions (Getz 2007; Van de Wagen 2005). These
events help recreate the image of a place and contribute to the
extension of the tourism season (Huang et al. 2010; Boo and Busser
2006; Kotler et al. 1993; Mehmetoglu and Ellingsen 2005).
While an extensive literature on the various social, cultural and
economic elements of festivals does now exist (Getz 2008; Waitt
2008), festival research has mainly focused upon mega-events and
other hallmark events, leaving regional and smaller-scale cultural
events rather underexplored (Bres and Davis 2001). However,
regional support for the operation of festivals and unique events is
thought to make an important difference in peripheral regions and
small communities. Festivals and special events are being encouraged
by public sector bodies, as a positive form of local development, and,
thus, the need for a deeper understanding of the contribution of events
to regional development, place marketing and place-identity has
consequently emerged (O’Sullivan et al. 2009).
Over the last two decades, festivals and cultural events have
substantially increased in number, size and frequency of staging, in
both rural and urban areas (Park, Reisinger & Kang, 2008). Festival
organizers are likely to contend that their primary goal is to provide
high quality, satisfying experiences that increase the probability
visitors will return or that they will recommend the festival to others
(Lee et al, 2007). Therefore, since competition among festivals and
destinations is increasing, the need for more in-depth knowledge on
festivals and specifically the analysis of motivations for attending
festivals and events has become imperative.
Accordingly, the first objective of the study was to analyze
international arts festivals visitors’ profiles and explore the main
underlying reasons visitors attend these events. The second objective
is to examine the nature of the relationships that may exist between
visitor motivations for attending the festival and their sociodemographic characteristics.
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The study focuses on the cases of two medium sized Greek cities
which have been holding yearly, for the last 23 years, two successful
International Festivals. The city of Kalamata, in southern
Peloponnese, holds the Kalamata International Dance Festival and the
city of Drama, in the northern region of Makedonia, holds the
International Short Film Festival. The incentive to conduct research
on the reasons why visitors attend festivals originated in the course of
the main researcher’s personal festival participation and observation,
over a course of years. As most international cultural events take
place in the two largest cities of Greece, Athens and Thessaloniki, it
was important to address the motives that the Kalamata International
Dance Festival (KIDF) and the Drama International Short Film
Festival (DIFF) attract regular and loyal visitors.
More specifically, the research addresses international arts
festivals that share four main characteristics: a) they host international
professional artists, 2) they feature explicitly-stated artistic visions
and objectives, 3) they are publicly funded, and 4) they have achieved
a consecutive long-term (more than two decades’ long) presence, in a
medium-sized Greek city. In times of serious national economic
cutbacks, our two case studies represent two publicly funded events
which have managed to maintain their popularity and high status, on
the European festival map, as well as to raise their host cities’ cultural
and tourism standards. Due to limited available funds, these events
lack resources and are unable to engage in the collection of data on
visitor motivation, a gap which this study aims to remedy, thus adding
to the appropriate knowledge, necessary for festivals organizers,
decisions makers and local authorities, as well as cultural and tourism
stakeholders. Pertinent survey results and conclusions are important
in building more concise marketing strategies and, therefore, more
successful and sustainable events with long-term benefits, ranging
from the local to the national levels.
The paper firstly provides an overview of the relevant
background literature on cultural festivals and their visitors’ profile
characteristics and motivations. Next, the case studies of the
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Kalamata and Drama International Festivals are presented.
Thereafter, this article focuses on the research design and
methodology, followed by a presentation, analysis and discussion of
the research results. Finally, the paper closes with concluding
remarks, along with identification of areas for future research.
Festival Motivation
Travelling to attend festivals and cultural events has been gaining
popularity in the last two decades, prompting researchers to examine
further this form of tourism. Additionally, understanding the
motivation factors that lead to visitors’ decisions to attend a festival
is necessary, in order to build an effective marketing strategy.
According to Middleton (1994), motivation refers to the internal,
psychological influences affecting individuals’ choices and it is
composed of psychological/biological needs. A motive is an internal
factor that arouses, directs and integrates a person’s behaviour (IsoAhola, 1980). A motive is also often the main indicator of the action
to be taken in order to satisfy a need (Kreitner, 1989).
There are three well-known theories of tourism motivation
aiming to explain tourist behavior. These are Maslow’s needs
hierarchy (1981), Dann and Crompton’s (1979) pull and push factors
and Iso-Ahola’s (1982) escape-seeking dichotomy. Pull factors are
external forces that are aroused by the product or destination and
induce people to visit a destination, stay in a hotel, or attend an event;
push factors are internal forces that are psychological in nature and
create the desire to travel (Scott, 1996). According to the Iso-Ahola
model (1982), the two major motivation forces proposed as
influencing tourist behaviour are escapism (from the daily routine)
and novelty seeking (desire to obtain psychological rewards, via
experiencing new commodities, places, tastes, etc.).
The realisation of a need that has to be satisfied can be seen as
the action that motivates visitors to attend a festival (Saayman, 2011).
However, travel motives differ from festival to festival (Kruger,
2009). Visitors’ motives for visiting a festival are the starting point
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that triggers the decision-making process and, thereby, highlights the
importance of determining motives (Crompton and McKay, 1997), as
festivals and special events vary in terms of place, objectives,
program contents and purposes.
According to Sayman’s extensive theoretical research on travel
motives (2011), it is widely accepted that more in-depth knowledge
in this field may aid event managers in responding to the following:
changing needs and trends in the festival market (Ferrell et al., 2002);
more effective planning and promotion of festivals (Kim et al., 2002;
Kruger et al., 2010); the identification of different markets (Kruger,
2009); the prediction of visitor travel patterns (Cha et al., 1995);
positioning the festival (Scott, 1996); the design of better products
and services (Crompton & McKay, 1997); ways to increase visitor
satisfaction and build loyalty (Dewar et al., 2001); the adaptation of
festival programs based on specific needs (Marais, 2010); and the
achievement of clarity and greater insight into visitors’ decisionmaking processes (Crompton & McKay, 1997).
Once local and tourism authorities gain more insight into what
motivates visitors to select a particular festival and a destination, they
may implement more successful strategies towards influencing
visitors’ decision-making process, resulting in the attraction of more
visitors, longer visitor stays and/or increased enjoyment of the event.
Therefore, understanding consumers’ motives is a key prerequisite to
designing and tailoring such offerings to markets.
CASE STUDIES
Kalamata International Dance Festival (KIDF)

The Kalamata International Dance Festival is held in Kalamata, an
important southern Peloponnesian seaside city of about 70,000
inhabitants. Kalamata is renowned for its beaches and mountainous
landscapes, its fertile land and local agricultural products.
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The festival is one of the most important Greek cultural events, both
at the local and at the national levels. The Festival was founded in
1995 and is publicly funded by the Ministry of Culture and the
Municipality of Kalamata. Its main objective is to support and
promote the art of contemporary dance and to increase audience
dance awareness through research, education, and numerous artistic
activities. After 23 consecutive years of dynamic presence in the
contemporary Greek dance scene and, thanks to the support of the
local and national authorities, the Kalamata Festival has earned itself
a special place on the festival map of the Mediterranean South and
built significant artistic bridges to the international dance community.
Several influential international figures, whose work has shaped the
history of contemporary dance, have made their first Greek
appearance at Kalamata. The Festival has also focused on promoting
and supporting creativity at the national level, by commissioning
works from talented Greek choreographers and supporting new
companies in their experimental explorations. In recent years, the
artistic activities of the festival take place yearly in mid-July and last
about 8-10 days, due to the current grave socio-economic situation of
the country, as opposed to previous years, when they used to last
approximately 12–15 days. Τhe program also includes dance
workshops, seminars, lectures, screenings and exhibitions. Many free
public events are held in open central spaces, creating a festive
atmosphere throughout the city and bringing contemporary dance
closer to the residents and visitors. The festival takes place in 7
different theaters and other venues around the city and in its recentlybuilt dance hall ‘Megaron Chorou’ (2012), a unique construction,
dedicated mainly to the art of Dance.
Drama International Short Film Festival (DISFF)
The International Short Film Festival of Drama takes place in the
northeastern city of Drama, on the Greek mainland. The picturesque
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city has about 60,000 inhabitants and it is famous for its springs,
forests, vineyards and mountain landscapes.
The festival was first held in 1978, at the initiative of the Drama
Film Club. From the very beginning, the response of filmmakers and
of the public was enthusiastic. A few years later, the Festival was
adopted by the Municipality of Drama; later, in 1995, the
International Festival was added to the National Festival. Since then,
the festival has been funded by both the Municipality of Drama and
the Greek Ministry of Culture. The main objective of the Festival is
to promote and disseminate the art of cinema and to develop
cooperation with filmmakers from all over the world.
Over 2,000 films are submitted each year, from which the
curatorial group selects around 50-60 to screen, for entrance in the
competition that is now part of the festival. The final selection is
approved by the Festival Direction. Short film juries of international
film and media professionals select the award-winning films, which
are subsequently screened and awarded, during the closing Awards
Ceremony. The festival runs on a six-day schedule, in midSeptember,
and
its
main
venues
are the
Municipal
Conservatory and the Olympia Cinema, in the city of Drama. The
festival holds an annual International Competition showing the best
new short films from around the world, as well as parallel events,
including interviews, book presentations, panel discussions and
networking platforms for filmmakers and professionals. The Drama
Festival is the leading Greek and South-Eastern European gateway to
the world’s most prestigious short film awards, as nominated
filmmakers may accordingly qualify for the European Film Awards.
METHODOLOGY
For the purposes of this research, primary part data were
collected, with the aid of a questionnaire, during September 2016, for
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the Kalamata Festival, and during October 2016 for the Drama
Festival. This questionnaire survey took place within the context of a
much larger study, mainly focusing on the cultural and tourism
impacts of the two festivals. For the purpose of this paper, one
principal question was addressed, regarding visitors’ motives,
responses to which were subsequently statistically correlated with
personal and demographic interviewee data, including festival
visitation frequencies.

•
•

The questionnaire was designed based on the bibliographical
review of theoretical and empirical research findings regarding
festivals’ profile characteristic and motives around Europe and
beyond and in-depth open-ended interviews with three artistic
directors of the two festivals. In combination with the literature
review, the latter interviews indicated that there are several different
visitation motives related to these two international festivals.
Additionally, our two working hypotheses emerged from this process,
as follows:
visitors attend international art festivals more than the residents had
been formulated.
visitors and residents had different motives for attending the festival
The subsequent data collection method selected for this study
consisted of a simple self-administered online questionnaire. Two
different online questionnaires were distributed in each city, but both
included the same case-adapted questions. The survey was built using
a web-based survey application on Google Forms. Primarily, the
questionnaires were addressed to residents and visitors of each city
and their greater metropolitan areas and were sent to the relevant
population samples, via e-mail. Their e-mail addresses were acquired
through the festival’s mailing lists, as well as the municipalities’
mailing lists. Dance professionals were reached through the posting
of the questionnaire on online dance websites, such as dancetheater.gr
and dancepress.gr. Film professionals were reached by such posting
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on online film websites, such as cinema.gr and film clubs websites.
Tourism professional (hotel and restaurant owners) were reached by
e-mail, acquired through the National Telephone Directory.
Additionally, the questionnaires were published on Kalamata and
Drama resident groups’ social media and online local newspapers.
The questionnaire postings are estimated to have been viewed by
hundreds of people. 186 persons answered the Kalamata
questionnaire and 130 persons answered the Drama questionnaire.
The survey participants first read a short introductory text,
presenting the research objectives and were informed that they would
need only about 3 minutes to complete the survey. For the needs of
this study, the focus was placed on the respondents’ motives and
profile characteristics. In order to facilitate the expression of
respondents’ opinions, the possible answers were structured in
multiple choice responses and demographic questions.
SURVEY FINDINGS
Demographic profile
The majority of the sample of both cities consisted of people aged
24-40 years (58.9% for KIDF and 53.1% for DISFF), followed by the
category of the 41-60 age groups (24.3% KIDF & 37.7% DISFF). The
KIDF sample consisted of 23.8% male and 76.2% female
respondents, whereas the DISFF consisted 56.9% male and 43.1%
female respondents. Nearly half of the respondents for both cities had
a high educational profile, holding an undergraduate degree (KIDF
40% and DISFF 47.7%), followed by those with a post- graduate
degree (KIDF 29.7% and DISFF 32.3%). Additionally, most of the
respondents were self-employed (KIDF 35.7% and DISFF 43.1%),
followed by the category of private-sector employees (KIDF 34.1%
and DISFF 22.3%). The most cited employment sectors were arts and
culture (KIDF 36% and DISFF 47.2%) followed by education (KIDF
19.4% and DISFF 15%). Approximately 15 % worked for the tourism
industry. Nearly half (48.6%) of the KIDF respondents lived in
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Athens, while 35.1% lived in Kalamata. Concerning the DISFF
respondents, 42.3% also came from Athens, 37.7% came from
Drama, and 12.3% came from Thessaloniki. Most of the respondents
for both cities had visited the festival 1-4 times (KIDF 48% and
DISFF 47.3%), during the 22 years of the festival’s operation.
Table 1. Demographic profile of the respondents
Kalamata KIDF 2016
Drama DISFF 2016
Age
59% 24-40 age group
53% 24-40 age group
24.3% 41-60 age group
37.7% 41-60 age group
10.3% 18-25 age group
5.4% 18-25 age group
Sex
Education

76 % female & 24%male
40% Undergraduate degrees
29.7% Postgraduate degree

Occupation

36% Self employed
34.1 % Private Sector

43% female, 57% male
48% Undergraduate
degree
32.3%
Postgraduate
degree
43% self employed
22.3% Private sector

36% Arts & culture
22% Education
5.5% Tourism Industry

47% Arts & culture
15% Education
5% Tourism Industry

Sector
employment
Residence

of

49%
Athens
Kalamata
8.6% Abroad

&

35%

42% Athens & 38%
Drama
12.3% Thessaloniki

Visitors’ Profile
Kalamata
The majority of Kalamata visitors stayed in Kalamata for 1-3
nights (33.6%), followed by the category of those visitors staying for
3-7 nights (20.9%). Most of them stayed with friends and family
(34.8%) or at their own summer houses (25.9%), while only 22.3%
chose a hotel. A significant majority (78.2%) went sightseeing around
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the greater area of Messenia. 90% of them spent around 100€ per day.
38.5% replied that their main motive for visiting the city was that they
have friends and relatives there, whereas 35.7% replied that their
main motive was to visit the festival, on the basis of its program and
showcasing of famous dance companies.
Drama
The majority of Drama visitors (63.3%) stayed in the city of
Drama for 3-7 days, followed by those (26.6%) who stayed there for
only 1-3 days. 74.7% of the total number of visitors stayed in a hotel,
while only 21.5% stayed with friends and family. 55.7% did not do
any sightseeing in the surrounding metropolitan area. 55.1% spent
less than 50€ per day, followed by those (30.4%) who spent less than
100€, during their visit. 48% responded that attending the festival was
their main reason for visiting Drama, while 30.8% responded that
they visited the festival because they participated in it, in their
capacity as artists.
Table 2. Visitors’ profile

Overnight stays
Type
accommodation

of

Sightseeing in
greater area
Expenditure

the

Times visited
festival

the
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Kalamata
KIDF
2016
21% 3-7 nights
34% 1-3 nights
35% stayed with
friends & family
26% own summer
house
78% Yes

Drama DISFF
2016
63% 3-7 nights
27% 1-3 nights
75% in hotels
22% with friends
and family

90% spent 100 €
approx.
46% 1-5 times
20% every year

55% spent 50€
approx.
47% 1-5 times
25% every year

56% No
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Main motives of respondents for visiting the festival
As regards this question, the respondents had the
opportunity to select more than one answer; thus, in most cases,
multiple motives emerge. The majority (56.3% of KIDF
respondents), responded that the selection of performances was their
most important visitation motive, followed by 30.4% being motivated
by the presence there of friends or family, while 27.8% stated that the
reputation of the festival was also an important motive for this visit.
Furthermore, 27.1% of the respondents replied that their main motive
was to participate in the festival as artists, while 7.6% stated that they
intended to participate in the festival’s parallel events. Regarding
DISFF, 35% of the respondents replied their main visitation motive
was to participate in the festival as invited artists, followed by 30%
of the sample who cited the reputation of the festival and 22.5% who
cited its selection of performances. 10.8% of respondents responded
that they were motived by the presence there of friends or relatives. It
is important to note that, in both cases, the promotion of the festival
did not emerge as an important motive to visit Kalamata or Drama,
possibly indicating a lack of marketing and promotion strategies,
from the side of the festival organization authorities.
Table 3. Main motives for visiting the festival
Kalamata KIDF 2016
(159 respondents)

Drama
DISFF
2016
(120
respondents)

The festival’s reputation

27.8% (44 answers)

30% (36 answers)

The festival’s selection of
performances
Motivation by the presence
of a friend or relative in the
destination

56.3% (89 answers)

22.5% (27 answers)

30.4% (48 answers)

10.8% (13 answers)
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Participation in the festival
organization or as an artist
(by invitation)
Participation in workshops
and/ or seminars
The festival’s promotion

17.1% (27 answers)

35% (42 answers)

7.6% (6 answers)

7.5% (3 answers)

3.8% (13 answers)

2.5% (3 answers)

Chance factors

7.0% (11 answers)

5% ( 6 answers)

Other

(0.6%) (5 answers)

10,4% (13 answers)

Number of times respondents have visited each festival
Equally important was to measure how many times the
respondents had visited the festivals, during the 23 years of their
operation, necessary to provide outcomes concerning audience
development, repeat visits to the destination and loyalty to festival
participation. For both festivals, most of the respondents answered
that they had visited the festival 1-5 times. In the case of Drama, a
very high percentage (24.8%) stated that they visit the festival every
year. 15.3% answered that they had visited the KIDF 6-10 times,
while 12.4% visited the DISFF 6-10 times.
Table 4. Number of visits to the festivals
KIDF respondents (187)
1-5 times
6-10 times
11-17 times
Every year
Never
Total

48%
15.3%
11.3%
10.2%
15.2%
100%

DISFF
(130)
47%
12.4%
4.7%
24.8%
11.1%
100%

respondents%

Festival attendance frequencies by residents and visitors
In the course of the main researcher’s attendance of the
festivals and discussion with the stakeholders on the implications of
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the ways the festivals were organized and carried out, at the initial
stage of this research, it was observed that, even though visitors were
quite keen and passionate about the festivals, residents were
sometimes not as enthusiastic about them, but remained rather neutral
concerning festival attendance. Many of the residents were concerned
about the genre of the performances, declaring that it was difficult for
them to relate to such ‘high art’ events
In order to establish the veracity of this hypothesis, statistical
crosstabulations were used to investigate the interrelation between
this variable and the type of respondents (residents versus visitors of
each city). The total number of festival visits by residents and visitors
in each city are shown on table 4, whereas the outcomes of the
crosstabulation between festival visits and types of respondents is
shown on Tables 5 and 6, for Kalamata and Drama, respectively.
These tables show that both festivals have gradually
managed to attract a high number of residents. The KIDF regularly
attracts a very high percentage of residents visiting every year, while
a great proportion of them responded that they had already visited the
festival up to 10 times, since its establishment. According to our
initial information from festival stakeholders, during the first years of
the festival’s operation, residents were reluctant to appreciate the
performances, even though peripheral Greek cities lack similar
international cultural events. However, the quality and reputation of
the festival’s program, has gradually managed to build a loyal local
audience, in Kalamata. Our DISFF survey findings indicated a high
percentage of residents visiting the festival yearly, while a sizeable
number of them responded that they had visited the festival up to 10
times, during its 23 years of operation. The city of Drama also lacks
all year-round international cultural events, so its residents seem to
find the festival to be a great entertainment opportunity.
Table 5. Frequency of residents and visitors attending the KIDF
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80%
70%
60%
50%
40%
30%
20%
10%
0%
1-5 times

6-10 times

Kalamata residents - KIDF 2016

11-17 times

Every year

Kalamata visitors -KIDF 2016

The KIDF appears to have a high number of loyal visitors
who stated that they had visited it up to 17 times, while there also
seemed to be a considerable number of first-time visitors that tend to
become repeat visitors. It should be noted that Kalamata is a popular
tourist resort and, as the festival takes place in July, most of its visitors
combine attending the festival with holidays. On the other hand, the
majority of DISFF visitors said that they had attended the festival up
to 5 times, followed by those who said that they had attended it up to
17 times. Due to the nature of the DISSF, a substantial number of
attendants tend to be invited artists, so every year there appear to be
many first-time visitors. Nevertheless, the high score of every-year
visitors indicates that there is a significant recent trend of audience
development, creating repeat visits.
Table 6. Frequency of residents and visitors attending the DISFF
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80%
70%
60%
50%
40%
30%

20%
10%
0%
1-5 times

6-10 times

Drama residents-DISFF 2016

11-17 times

Every year

Drama visitors-DISFF 2016

The relationship between motivations for attending the festival and
profile characteristics
The first part of our crosstabulation findings indicates
similarities between the two festivals’ demographics characteristics
and visitors’ profiles. However, further statistical analysis was used
to examine whether arts festivals-goers constitute a single
homogeneous market, or whether each event appears to attract
different audiences for distinct reasons.
The implications of these latter findings, derived from chisquare tests used for identifying if the motives of the respondents
differed according to their demographic characteristics. Chi-square
was the appropriate statistical test, since the variables of the
questionnaire were categorical (Malhottra and Bricks, 2003; 2006).
Therefore, for each of the two festivals, visitors’ motives were
correlated with gender, age, educational background, occupation and
permanent residence. Significant statistical differences were observed
only in three cases; a) visitors’ motives and residence for the KIDF,
b) visitors’ motives and residence for the DISFF and c) visitors’
motives and age for the DISFF.
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Firstly, in the case of the KIDF (see Table 7), visitors’
motives differed, according to their place of residence, showing
33,876 (21) =0,037<0, 05. Visitors from Athens, the rest of Greece
and abroad seemed to be mainly motivated by the selection of the
performances, whereas residents of Kalamata were mostly motivated
by the reputation of the festival, as well as by the presence there of
friends and/ or relatives. In this case, Cramer’s V was 0,268,
indicating a weaker association, as compared to the following cases.
Table 7: Motives and residence of respondents, KIDF 2016
Athens

Rest of
Greece

Abroad

Kalamata

The festival’s
reputation

16,2%

25,9%

8,3%

38,5%

The festival’s
selection of
performances
Motivation by
the presence of
a friend or
relative in the
destination

39,2%

36,2%

33,3%

15,4%

5,4%

15,5%

16,7%

38,5%

Participation
in the festival
organization or
as an artist (by
invitation)

5,4%

12,1%

,0%

0%

Participation
in workshops
and/ or
seminars

14,9%

3,4%

25,0%

7,7%
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The festival’s
promotion

4,1%

1,7%

8,3%

0%

Chance factors

10,8%

3,4%

8,3%

0%

The festival’s
reputation

4,1%

1,7%

,0%

0%

Total

100,0%

100,0%

100,0%

100,0%

Furthermore, the visitors’ motives (see table 8) differed
according to age, only in the case of the DISFF, by 36,834 (21) =0,
13<0, 05. More specifically, the main motive for visiting the festival
for people who were 18-25 years old was reportedly being urged to
do so by friends and/or relatives. In contrast, our interviewee stratum
of 26-40 years old professed that they attended the festival mainly
because they participated in workshops and seminars. Finally,
interviewees 41-60 years old stated that they were motivated mainly
by the reputation of the festival. Cramer’s V here was 0,324,
signifying a moderate but positive correlation between age and
motivation (Malhotra and Bricks, 2006).
Table 8: Motives and age of respondents, 2016
18-25
26-40
41-60
More
than 61
The festival’s
reputation
The festival’s
selection
of
performances
Motivation by
the presence
of a friend or

16,7%

16,4%

31,3%

20,0%

16,7%

13,1%

18,8%

20,0%

33,3%

13,1%

6,3%

20,0%

ChiSquare
37,834

Sig.
,013
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relative in the
destination
Participation
in the festival
organization
or as an artist
(by
invitation)
Participation
in workshops
and/
or
seminars
The festival’s
promotion
Chance
factors
The festival’s
reputation
Totals

16,7%

4,9%

10,4%

0%

0%

47,5%

16,7%

0%

0%

1,6%

2,1%

0%

16,7%

1,6%

4,2%

0%

0%

1,6%

10,4%

40,0%

100,0%

100,0%

100,0%

100,0%

In addition, statistical differences were also detected in the
case of the DISFF, in the correlation between visitation motive and
place of residence, with a value of 55,082 (21) =0,000<0,05. More
specifically, festival visitors from Athens and abroad responded that
they attended the festival mainly because they participated in
workshops and seminars, whereas residents of Drama responded that
they attended the festival mainly due to its reputation (see table 5).
Cramer’s V here was 0,391, signifying a moderate but positive
correlation between age and visitation motivation (Malhotra and
Bricks, 2006).
Table 5: Motivation and residence of respondents, Drama 2016
Athens Rest of Outside
Drama ChiSig.
Greece Greece
Square
55,082
,000
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The festival’s
reputation
The festival’s
selection
of
performances
Motivation by
the presence
of a friend or
relative in the
destination
Participation
in the festival
organization
or as an artist
(by
invitation)
Participation
in workshops
and/
or
seminars
The festival’s
promotion
Chance
factors
The festival’s
reputation
Totals

11,8%

28,6%

,0%

37,0%

7,8%

14,3%

11,1%

26,1%

11,8%

7,1%

11,1%

13,0%

5,9%

7,1%

22,2%

6,5%

54,9%

28,6%

55,6%

0%

0%

0%

0%

4,3%

0%

0%

0%

8,7%

7,8%

14,3%

0%

4,3%

100,0%

100,0%

100,0%

100,0%

No significant statistical differences were observed
crosstabulations conducted for the other demographic variables.

in

DISCUSSION
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The findings of this study aim to contribute to research
concerning festival attendees’ visitation motives, relating to their
profile characteristics. The preceding overview of our results shows
that, even though festivals attendees share similar profile
characteristics, they are drawn to the festivals on the basis of multiple
and variable motivations.
As far as both festivals are concerned, during the 23 years of their
operation, they have managed to gain recognition, attract thousands
of visitors and promote the image of their cities in Greece and abroad.
Regarding visitors’ profile characteristics, both festivals tend to
appeal to high-profile attendees, relatively young and highly
educated. Most of them are self-employed in the sectors of arts,
education and culture. However, mainly due to the type of art they
represent, the KIDF attracts more women than men, while the DISFF
attracts more men than women. Attendees of the festivals tend to be
either residents or visitors of the city, but nearly half of them seem to
be visitors coming mainly from Athens.
The majority of the KIDF visitors state that they stay in the city
for max 3 nights and they stay with friends and/ or family, while the
DISFF visitors respond that they tend to stay there max 7 nights and
most of them choose a hotel. Festival visitors are interested in local
culture, history and sightseeing, and reportedly combine the festival
visit with holidays or with a weekend break. With regard to the KIDF,
the vast majority of its visitors go sightseeing around the greater area
of Kalamata; thus, the festival potentially benefits businesses in the
greater Prefecture of Messenia. Kalamata visitors seem to spend an
average of 100€ per day, comparatively more than those in the case
of the Drama Festival, possibly because Kalamata offers more tourist
services and higher standards of tourism infrastructure. However, due
to the artistic genre of the Drama festival and the fact that the film
screenings there take place all day long, fewer visitors report that they
spend time sightseeing in the greater area.
Our findings also show that the festivals constitute a very
important motive for first-time visitors to these destinations, but, most
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importantly, they seem to represent a meaningful experience to a
substantial number of the attendees, leading them to become part of
regular and loyal festival audiences. A considerable number of them
also tend to revisit the festivals every year, even though their
visitation motives may vary between the two cases.
Moreover, the majority of the KIDF respondents indicated that
the selection of performances was their most important motive for
visiting Kalamata, followed by those motivated by the presence of
friends or family in the area and then those who stated that the
reputation of the festival was also an important motive for this visit.
In the case of the DISFF, most of the respondents replied that their
main visit motive was to participate in the festival as invited artists,
followed by those who cited the reputation of the festival and then
those reportedly motivated by its selection of performances. The
results of the Drama case additionally reveal respondents’ overall
recognition and appreciation of the festival’s role in upgrading the
city’s image and enhancing its reputation. It is important to note that,
in both cases, the promotion or advertising of the festival seemed to
play a very small part in such motives (approx. 3%), possibly
indicating a paucity or inadequacy in these festival marketing and
promotion strategies.
CONCLUSIONS
In this paper, we sought to explore the main underlying reasons
visitors attend international arts festivals and to analyze their profile
characteristics, in two medium-sized Greek cities. Additionally, we
explored the nature of the relationships that may exist between
motivations for attending the festivals and the socio-demographic
composition of their attendees. These publicly-funded events rely
mostly on the support of local and national authorities; they do not
operate based on profits, therefore they lack in market research and
promotion. What emerges as a most remarkable finding, in both
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cases, is that these two festivals have managed to attract thousands of
visitors and to create loyal audiences with multiple positive tourism
and cultural impacts in both cities with minimal funds and resources
for advertising and more general promotion.
The success stories of the KIDF and DISFF rely on their artistic
visions and aims to promote successfully the art they represent, by
creating well-known, solidly-established and highly-attractive
international profiles, claiming a prominent place at least on the
European festival map. Their long-term, consistent and loyal-to-theirart character has established them both as significant international
festivals, attracting regular visitors, improving their host cities’
cultural profiles, thus leading them to achieving yearly public
funding, despite the country’s dire circumstances of ongoing financial
recession. In both cases, it is widely recognized that the festivals have
a lot of further untapped potential.
Finally, our study results highlight the importance of evaluating
festival attendants’ profile characteristic and motives, as a basis for
more concerted and comprehensive marketing strategies, both at the
national and an international level. Such findings may play a
significant role in influencing relevant authorities’ decision-making,
in developing successful strategic tourism planning and policy, while
enabling festival organizers to assess audience needs and improve the
future organization and promotion of such events, towards a wider
audience reach. This study may be considered as a first step towards
understanding such audience characteristics and could also be
undertaken at a larger scale, with the inclusion of a wider variety of
socio-demographic groups, at both ends of the supply and demand
spectrum.
At times when art and cultural events become major victims of
economic recession and face harsh state funding cutbacks, our
conclusions may aid in providing tourism and culture organizers and
policy-makers with a sounder basis for future planning,
programming, and promotion of international arts festivals.
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Trade Fairs, throughout their long history, have always interacted with their host
cities on multiple levels. The significant contribution of trade fairs to the tourism
development of their host cities was and still remains undisputed. The city of
Thessaloniki has recorded a long and remarkable historical tradition in the

©

University of the Aegean. Print ISSN: 1790-8418, Online ISSN: 1792-6521

30

Dimitris Kourkouridis, Vicky Dalkrani, Kyriakos Pozrikidis & Ioannis Frangopoulos

organisation of trade fairs. This paper attempts to examine the concept of the
‘Honoured Country’ within the framework of the International Fair of Thessaloniki,
historically, and to explore its multifaceted role. The central hypothesis of this
paper concerns the exploration of the multi-aspect role of the ‘Honoured Country’
concept during TIF and the highlighting of its impact on the city’s tourism
development. This exploration will take place both over time – through the study of
the historical archives of TIF-HELEXPO – as well as through the case study of the
82nd TIF, during which China was be the ‘Honoured Country’.
Keywords: Trade Fairs, Tourism, City, Thessaloniki International Fair,
‘Honoured Country’, China.

INTRODUCTION-METHODOLOGY
Throughout their long history Trade Fairs have always interacted
with their host cities on many levels. The significant contribution of
trade fairs to the tourism development of their host cities was – and
still remains – undisputed. Furthermore, this contribution is so
important that it has become one of the strongest motives for local
authorities, leading them to adopt the strategy of organising trade fairs
in the direction of tourism development.
The city of Thessaloniki with Thessaloniki International Fair
(TIF) has a long and remarkable historical tradition in organising
trade fairs. From 1926, when the first TIF was organised in
Thessaloniki, to this day, the Exhibition and the City have been on
parallel courses, capturing the particularities and historical events of
each period. The international character of trade fair activity in
Thessaloniki, that of TIF in particular, has always been significant.
The international character of exhibitions in Thessaloniki was
expressed in the 50s, 60s and 70s, with the national participation of
high profile and financially powerful countries at special national
pavilions, like, for example, the American Pavilion or the USSR
pavilion, etc. After a period of decline in national participations and
the emergence of trade exhibitions, national trends and developments
in trade fairs imposed the need for a new strategy at TIF; thus the
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concept of the ‘Honoured Country’ is into practice. So, on many
occasions an ‘Honoured Country’ that presented its important
achievements, (economic, cultural, etc.) as well as its most important
businesses, was the focal point of Thessaloniki International Fair.
This concept had started to fade in recent decades, while over the last
few years an attempt has been made towards its revival, with the
selection of three geopolitically powerful countries – and potentially
important economic partners for Greece – as honoured countries;
namely Russia in 2016, China in 2017, and the USA in 2018.
This paper attempts to examine the concept of the ‘Honoured
Country’ within the framework of Thessaloniki International Fair
historically and to explore its multifaceted role – especially in tourism
sector. The central hypothesis of this paper concerns the exploration
of the multi-aspect role of the concept of the ‘Honoured Country’
during TIF, and the highlighting of its impact on the city’s tourism
development. The exploration will take place both over time –
through the study of the historical archives of TIF-HELEXPO – as
well as through the case study of the 82nd TIF, where China was the
‘Honoured Country’.
Methodologically, in this paper we are moving on two axes: first
of all, we will study the archives of TIF-HELEXPO, examining the
multifaceted role of TIF from its institution to this day, while we will
then study the strategy of the ‘Honoured Country’ concept at TIF and
its role in each historical period. Secondly, our investigation will
focus on the case study of the 82nd TIF and China’s participation in it.
During the 82nd TIF, a primary quantitative survey will be carried out
with the use of a questionnaire, while a qualitative survey will follow,
including semi-directed exploratory interviews with representatives
of the Chinese businesses and organisations participating in the 82nd
TIF. Finally, as a result from this analysis, we arrived at some
conclusions related to the Central Research Hypothesis. The
methodology followed in the present paper is schematically presented
below (Figure 1).
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Figure 1. Methodology of the research

LITERATURE REVIEW: TRADE FAIR, CITY AND TOURISM
DEVELOPMENT
Trade fairs have a long history that started in antiquity in the form
of bazaars. In the late 18th century and early 19th century, exhibitions
took on a more developed incarnation, with the appearance of World
Fairs, which were presented mainly in France and England, and later
in Germany and other countries. Since then, fairs have had a constant
presence through history. This presence has grown alongside the
development and progress of our societies. During this long history
trade fairs have interacted with their host cities significantly and on
many levels.
At present trade fairs hold a powerful position as a product on the
global tourism market (Kokkosis et al., 2011), while the MICE
(Meetings, Incentives, Conventions, and Exhibitions) sector in
general is one of the most rapidly growing sectors of the tourism
industry at the global level (Campiranon & Arcodia, 2007). More
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specifically, the exhibition sector has been found to make exceptional
contributions and offer tremendous prospects to tourism destinations
(Wu & Zhang, 2013). The contribution of exhibitions and other
related professional events to tourism has attracted particular interest
both from researchers and tourism policy-makers at the global level
(Lee et al., 2008).
In fact, the competition that has developed in exhibition
organising at present has forced trade fair organisers to broaden their
field of activity beyond the borders of the area in which the
exhibitions are being held. Thus, exhibition organisers do not simply
limit themselves to regulating organisational matters; they offer
additional services to exhibitors. One of the main responsibilities
undertaken is to attract specialised visitors with whom the exhibitors
wish to come into contact. Thus, organising meetings between
exhibitors and visitors hosted by the organisers through the Hosted
Buyers’ Programme has now become an important responsibility of
the organisers (Han & Verma, 2014). In fact, opportunities for
networking and interaction are often referenced as the most
significant benefits for participants in trade fairs (Hultsman, 2001).
Therefore, networking opportunities greatly motivate participation in
trade fairs, a fact that is one of the main reasons behind the increase
of such programmes (Han & Verma, 2014), specifically in Europe.
Respectively, Cecil and Sperstad (2015) mention the increase in
exhibitor participation and the lowering of participation cost for
buyers as the main reasons for the increase in the number of Hosted
Buyers’ Programmes.
Although hosted buyers are mainly interested in the content of
the exhibition and the quality and quantity of the exhibits displayed,
they are also interested in the place where the exhibition is being held
as a tourism destination with socio-cultural importance and appeal, as
this affects their overall experience (Lee & Lee, 2014). Visitor
satisfaction with their overall exhibition participation experience is of
paramount importance for the success of an exhibition destination, as
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this determines their intention to re-visit the destination. Moreover,
satisfied visitors can disseminate their positive impressions (word of
mouth) to potential tourists, thus contributing towards improving the
perception of the place where the exhibition was held as a tourism
destination (Zhang et al., 2010). Consequently, exhibitions may
encourage visitors to re-visit the destination, as a successful
exhibition results in visitor satisfaction and creates the basis for repeat
visits (City of Edmonton, 2010; Swarbrooke & Horner, 2001). By
hosting such events, cities can be promoted in a number of different
potential tourist markets (Richards & Wilson, 2004).
It should be taken into account, however, that trade fair visitors
mostly consist of demanding and experienced consumers of
exhibition tourism (Seebaluck et al. 2015). For this reason,
exhibitions must be innovative in order to offer participants better
services, provide them with the information necessary for their work
(contacts, meetings, information, etc.) and facilitate their access to the
tourism resources of the destination (Rubalcaba-Bermejo &
Cuadrado-Roura, 1995).
Jin et al. (2013) explore the characteristics that make exhibition
destinations attractive to exhibitors in particular. Among them is the
general atmosphere of the destination, regarding the options for
entertainment and activities during the available free time. This
characteristic includes a tourism aspect, seeing as exhibition
participants can evaluate a destination through their participation in
recreational and down-time activities. Nonetheless, this aspect has not
been explored herein.
Hankinson (2005) studied brand images of destinations from the
perspective of tourists visiting a destination for business meetings,
incentive events, conferences and exhibitions, and examined their
relationship with perceived quality and commercial criteria for
selection a business destinations. The analysis carried out resulted in
three key factors that play a crucial role for the brand image of a
destination: the overall attractiveness of the destination, the
functionality (more facilities, professional tourism infrastructure,
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accessibility, etc.), and the ambience (events beyond the reason for
the visit, variety of activities, tourism areas, destination identity, etc.).
While all three factors were correlated with perceived quality, the
commercial criteria for the selection of a business destination were
found to be dominated by a destination's functional – rather than its
ambience-related – attributes.
Similarly, Jin et al. (2010) studied the factors that influence and
motivate exhibitors and visitors to participate in trade fairs, which
included certain important factors related to tourism. According to the
results, visitors and exhibitors have similar views concerning most of
the factors that may influence their decision to participate in a trade
fair. Professionalism, services and the organiser’s reputation were the
top three criteria that both groups considered to be of paramount
importance. As regards the destination's factors in particular, safety
and a positive image of the city were considered particularly
important factors for the visitors’ decision to participate in an
exhibition. Additionally, both groups report factors relating to the
entertainment capabilities of the destination (climate, high-quality
accommodation, sights, tours and entertainment/night-life), as well as
cost. The importance of a destination in the decision of visitors to
participate in a trade fair is also stressed in the study by
Rittichainuwat and Mair (2012). More specifically, the researchers
found that the host destination of an exhibition is the second most
important factor - following the factor of special offers - influencing
the decision of visitors to participate in an exhibition. Consequently,
visitors attach great importance to the destination where the
exhibition is being held.
Moreover, although the approach by Boo et al. (2008) focuses on
the case of convention tourism, it is still of particular interest, as it
confirms the hypothesis that the attractiveness of a destination is
linked to the behaviour of visitors during their stay. The research
results showed that different groups of people with diverse
behaviours during their visit, evaluate cities hosting convention
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tourism in a different manner. Therefore, according to Boo et al.
(2008), visitor behaviour is an important factor determining the
appeal of a destination.
Through this brief review of the bibliography, the important role
that trade fairs can play – as regards tourism for host cities – becomes
apparent. Naturally, this is the reason that this subject has attracted
the interest of the research community.
In the case of Thessaloniki, TIF-HELEXPO seems to have
adopted a combined strategy that involves the internationalisation of
its exhibition activities and the attraction of foreign visitors to the city.
On the one hand it adopts the strategy of attracting and hosting foreign
buyers to trade fairs through its hosted buyers’ programme. At the
same time, the organization of fam trips is internationally applied for
the promotion of tourist destinations and, in the case of the exhibition
industry, expresses the postmodern model. In the Greek case, we
spoke of a hybrid model that combines postmodern with modern
elements but also with practices of attracting and displaying tourist
sites of Greece. Thus, the international social capital of the exhibition
is strengthened through the cultural capital of local tourist
attractiveness (Kourkouridis et al., 2017a; Kourkouridis et al.,
2017b). On the other hand, TIF-HELEXPO devised the institution of
the ‘Honoured Country’ at Thessaloniki International Fair as a further
tool to supply prestige to its exhibition activity. This institution
originates from a previous modernist period of International – Global
Exhibitions, adapted to present standards.
Consequently, the strategy mentioned above, combines the
cultural aspects of development and the notions of the “social
capital”, “trust” and “reciprocity” between entrepreneurs, employees
and local institutions. TIF-HELEXPO's strategy seems to attribute,
following the track of cultural turn, pursuing economic development
through local cultural strategies such as those achieved in Silicon
Valley, California and elsewhere in the world (Papadimitriou and
Frangopoulos, 2018).
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THESSALONIKI INTERNATIONAL FAIR
CONCEPT OF THE ‘HONOURED COUNTRY’

AND

THE

The city of Thessaloniki, as mentioned in the introduction, has a
long exhibition tradition. Thus, the historical development of the city
has progressed alongside the development of exhibition activity.
The first references to the early form of exhibition activity
(bazaars) come from the Byzantine Era, specifically the 11 th century
AD, with the bazaars that were held every October in the framework
of the celebrations for the city’s patron saint, Saint Demetrius
(Hekimoglou, 2005).
During the times of the Ottoman Empire this event continued.
The continuation of this institution is also related to the significant
commercial role played by Thessaloniki at the time, seeing as an
important portion of goods in the Balkan region were transported
through a network of local bazaars, the most important of these being
the event in Thessaloniki.
The exhibition history of Thessaloniki, in the modern form of
trade fairs that we are familiar with, started in 1925. Nikolaos
Germanos and a group of entrepreneurs and journalists of
Thessaloniki were inspired to create and materialise the idea of
organising the first Thessaloniki International Fair (TIF) in 1925. The
first ever TIF was held in October 1926 in the Field of Mars area –
near the present grounds – where it remained until 1940 (Hekimoglou
& Roupa, 2000).
During its first period of events, 1926-1939, TIF played two
roles: On the one hand it had an economic character that was
expressed through the need for an increase in commercial transactions
in the Balkan region and Eastern Europe, and on the other it had a
political character, expressed through official state participations that
presented their progress and new products (Kourkouridis et al., 2016).
The next TIF was held eleven years after the 1939 event due to
World War II and the destruction of the facilities brought about by
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the war. The first post-war TIF was organised in 1951 at new facilities
located where Thessaloniki’s present exhibition centre is (Pozrikidis,
2014). This event – and all those that followed until 1970 – was
carried out in the broader framework of the era for the economic –
production regeneration of Greece, as well as the Cold War transition
period, during which exhibition activities were characterised by
national participation of countries with great prestige and financial
power, such as the USA and the USSR.
From 1970 onwards exhibition activity gradually took on a new
form, through which trade fairs took to the fore. These trade fairs
concerned one specific sector and concentrated entrepreneurial
interest in that sector. Thus, the importance of the general fair’s role
gradually faded and that of trade fairs specialising in specific sectors
was strengthened (Pozrikidis, 2013).
That specific exhibition form continued until recently (2010),
however, in the framework of the financial crisis and the
intensification of the need for extroversion in the Greek economy, an
effort was made to strengthen the international character of the
exhibitions held in Thessaloniki. Thus, a more organised and
systematic effort was made to attract foreign commercial visitors
(Kourkouridis et al., 2016).
During the 00s, in an effort to stimulate TIF’s international role,
a new strategy was adopted, which was expressed through the concept
of the ‘Honoured Country’. Specifically, the institution began in
1998, as an evolution of official state participations, and it has been
repeated nine times so far (Table 1.).
Table 1. The concept of the ‘Honoured Country’ at TIF
‘Honoured
Year

Trade Fair

Date
Country’
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63rd TIF
1998

5 – 14
September

China

1998
65th TIF
2000

2 – 11
September

USA

2000
67th TIF
2002

7 – 15
September

France

2002
73rd TIF
2008

6 – 14
September

Italy

2008
74th TIF
2009

5 – 13
September

India

2009
75th TIF
2010

11 – 19
September
2010
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10 – 18

76th TIF
2011

September

Serbia

2011
10 – 18

81st TIF
2016

September

Russia

2016
9 – 17

82nd TIF
2017

September

China

2017
8 – 16

83rd TIF
2018

September

USA

2018
Source: HELEXPO www.helexpo.gr
In recent years the institution has been strengthened and at the
last three events the honoured countries at TIF have been the three
most important geopolitical powers of the planet and potentially
significant economic partners of Greece, namely Russia in 2016,
China in 2017 and the USA in 2018. This is indicative of the
importance and attention paid to the specific institution.
At this point it is worth noting the reference made to the 83rd TIF
– at which the USA will be the ‘Honoured Country’ – made by US
President Donald Trump during his joint press conference with Greek
Prime Minister Alexis Tsipras, immediately following their meeting
at the White House on 17 October 2017: “I am particularly happy
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that the US will be the ‘Honoured Country’ at the Thessaloniki
International Fair next year. It is a great opportunity for US
enterprises to show their capabilities”.

THE CASE STUDY OF CHINA AS ‘HONOURED COUNTRY’
AT THE 82nd THESSALONIKI INTERNATIONAL FAIR
China had a meaningful presence at the 82nd TIF, hosted at the
largest pavilion in the exhibition centre (pavilion 13). The Chinese
participation consisted of 167 exclusively Chinese enterprises and
organisations represented by 400 individuals, and it covered an area
of 6000 square metres (Figure 2). The Chinese exhibition mission
represented the most important sectors of the Chinese economy,
which attracted the interest of Greek companies, as well as the
broader public (HELEXPO: www.helexpo.gr).
Among the 167 Chinese companies and organisations
participating in the 82nd TIF were 7 with global activity: China Cosco
Shipping Corporation, China Development Bank, Shehua Group
Corporation Limited, Huawei Technologies Co. Ltd, Zhongxing
Telecommunication Equipment Corporation, State Grid Corporation
of China, and Air China.
Figure 2. Design Plan, Pavilion 13: Chinese Participation.
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Source: HELEXPO www.helexpo.gr
Furthermore, from the technology sector, apart from the ZTE
Company, which is an international power in the telecommunications
sector, participants included twenty three smaller high-tech
companies from Shanghai. Lastly, as mentioned previously, the
Chinese participation included China Development Bank – CDB, one
of the largest development finance institutions in the world.
At the same time, in the framework of China being the
‘Honoured Country’ at the 82nd TIF, important one-day meetings
were organised aiming towards promoting the prospect of business
cooperation between Greece and China. These one-day meetings
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provided Greek and Chinese companies with the opportunity to
exchange views and to develop a discussion on investment
opportunities offered by Greece in the sectors of energy,
telecommunications, transports and new technologies in general.
Lastly, it should be mentioned that during the 82nd TIF a series
of cultural events were held, such as the Art Troupe of Beijing Sport
University (BSU) events, as well as the ‘China at the NTNG’
exhibition organised by the National Theatre of Northern Greece
(HELEXPO: www.helexpo.gr).
Therefore, all of the above indicates that the Chinese
participation as ‘Honoured Country’ at the 82nd TIF, had geopolitical
and cultural dimensions, apart from the obvious financial dimensions.
RESEARCH METHODOLOGY
Framework – Research Identity
The aim of our research, as mentioned above, was to explore the
tourism dimension of the ‘Honoured Country’ institution at TIF. This
research included two parts, quantitative research on the one hand and
qualitative research on the other. The survey sample for both parts of
the research included representatives of the 167 Chinese companies
participating in the 82nd TIF in the framework of the ‘Honoured
Country’ concept, who were approximately 400 in number.
For the needs of the quantitative research a questionnaire was
developed with 20 closed questions divided into 4 units, while for the
needs of the qualitative research an interview guide was developed
with ten open ended questions divided into three units. Our research
was carried out from 7 to 17 September 2017. In total 116
questionnaires (response rate ≈30%) and 20 interviews were
collected.
Sample Description
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A description of our sample is provided in the first part of our
quantitative research. As far as the gender of our sample is concerned,
it is split between male (56.9%) and female (43.1%). Most of the
respondents are younger people. More specifically, 49,1% of the
respondents are between 25 and 35 years of age, 34,5% are 36 to 50
years old, 8,6% are under the age of 25 and, lastly, 7,8% of our
respondents are older than 50 years of age.
Furthermore, the biggest percentage of our sample are lowmedium staff (60,4%), while 24.3% are directors / managers and
15,3% are top executives.
Finally, it should be mentioned that the business sectors
represented by our sample vary greatly, covering a huge range of
activities. More specifically, 34.6% of our respondents work in
commerce, 18.8% come from the actual production sector, another
18.8% work in the science and technology sector, 14.3% work in the
services industry, and, lastly, 13.5% come from various other
business sectors.
It is thus made clear that our sample is indeed representative, as
it clearly depicts the features of our research population.
RESEARCH FINDINGS
Participation In The 82nd Tif
In the second part of our research an effort is made to examine
the opinions and perspectives of the participants in the 82nd
Thessaloniki International Fair. Our respondents evaluated the 82nd
TIF very positively. More specifically, about sixty two percent (62%)
of our respondents were very positive (Figure 3). Our respondents
gave almost the same positive reply when asked about the
effectiveness of their participation in the 82nd TIF, with 62% positive
reactions (Figure 4).
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Figure
4.
Evaluation
of
the
effectiveness of the participation in the
82nd T.I.F.

Figure 3. Evaluation of the 82nd TIF

Evaluation of the effectiveness of the
participation in the 82nd T.I.F.

Evaluation of the 82nd T.I.F.
5,2%

0,9%

8,7%

30,4%
32,2%

31,3%

28,7%

31,3%

Excellent

Good

Average

Not very satisfactory

31,3%

Poor

Excellent

Good

Average

Not very satisfactory

As a result of the qualitative research, our respondents pointed
out that, “(TIF is) very diversified and a very good platform to
communicate with many people”. Most of the respondents
appreciated the fact that there were many visitors at the fair, but they
did not like that they were not professionals.
Visit To Thessaloniki
In the third part of our research, the participants are asked to
express their opinion about the city of Thessaloniki, from a visitor’s
point of view. It is interesting to see that a high percentage of our
respondents said that they visited either touristic archaeological sites
(33%) or restaurants and bars of Thessaloniki and the broader region
(24%) during their stay in Thessaloniki. A high percentage, coming
to twenty percent (20%), replied that they did some shopping in the
area. It should also be noted that many people decided to visit
entertainment venues, such as clubs, etc. (10%) (Figure 5).
When we asked these people to rate Thessaloniki as a tourist
destination, their replies were very positive, as more than eighty one
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percent (81%) rated Thessaloniki as a very good or good tourist
destination. On the contrary, only 3.8% of respondents made a
negative evaluation of the city of Thessaloniki (Figure 6).
Figure 5. Which of the following did you
visit/do during your stay in Thessaloniki
Which of the following did you visit/do
during your stay in Thessaloniki?
7,0%

Figure 6. Evaluation of Thessaloniki as
a tourist destination
Evaluation of Thessaloniki as a tourist
destination

6,3%
33,2%

10,2%

23,8%

Toustic-Archaeological Resources
Restaurants-Bars
Entertainment (eg. clubs etc.)

3,8%

15,4%

30,8%

19,5%
Shopping
Cultural Activities (eg. concert, etc.)
Other

50,0%

Excellent

Good

Average

Not very satisfactory

The qualitative research showed that almost all of the
interviewees appreciated the beautiful scenery and the proximity of
the city to the seafront: “I like the scenery, the seafront and the clean
air”. What’s more, local food, vivid nightlife and archaeological sites
are indisputably attractive aspects of the city for Chinese tourists. As
one of our respondents pointed out, “the nightlife is so cool and the
food is amazing”.
We also asked questions with regards to the infrastructure of
Thessaloniki and the replies we got were mostly positive. More
specifically, all questions on sub-categories in the infrastructure
section (Transportation, Accommodation, Entertainment, Tourism
Infrastructure, Bars-Restaurants, Shopping, Other Services), acquired
positive reactions (good or very good) (Figure 7). The same positive
image was given by our respondents with regards to the combination
of prices and quality of the products and services in Thessaloniki,
which were mostly rated as high or very high and in some cases
average (Figure 8).
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Figure 7. Evaluation of the level of the
following infrastructure/services

Figure 8. Evaluation of the characteristics of
the local residents in Thessaloniki
Evaluation of the combination of price and quality of the
products and services in Thessaloniki

Evaluation of the level of the following infrastructure/services of
Thessaloniki:
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Our respondents evaluated the accessibility to Thessaloniki from
their country as normal with 79% (Figure 9). The conclusion we came
to after examining the replies to this particular question was that
accessibility for a traveller visiting Greece from such a distant
country, i.e. China, is considered normal, regardless of whether they
arrive in Greece via some European capital or be it the European
capital itself that is being visited. This is usually the case for trips as
long as that from China to Europe.
Figure 9. Evaluation of accessibility to
Thessaloniki from your country
Evaluation of the accessibility to
Thessaloniki from your country
5,6%

15,9%

78,5%

Very easy

48

Normal

Difficult

Dimitris Kourkouridis, Vicky Dalkrani, Kyriakos Pozrikidis & Ioannis Frangopoulos

Figure 10. Evaluation of the following characteristics of the local residents in
Thessaloniki
Evaluation of the following characteristics of the local
residents in Thessaloniki
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When we asked our visitors to rate the actual local residents of
the city of Thessaloniki, most considered the residents of
Thessaloniki to be hospitable, friendly and very willing to provide
assistance (Figure 10).
Opinion Of Thessaloniki As A Tourist Destination
In the fourth part of our research, the participants are asked about
their opinion of Thessaloniki as a destination for tourism. To our
question on whether they would choose Thessaloniki as a tourist
destination more than 74%, were rather positive (yes and probably
yes), while on the other hand the percentage of the respondents
providing a negative reply (no and probably no) is less 5% (Figure
11).
Figure 11. Would you choose Thessaloniki
as a tourist destination in the future?

Figure 12. Which characteristics of
Thessaloniki would you consider attractive for a
tourist from China?
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Which characteristics of Thessaloniki would
you consider attractive for a tourist from China?

Would you choose Thessaloniki as a
tourist destination in the future?

25,4%

20,8%

2,6% 1,8%
21,9%

34,2%

10,2%

17,3%
7,4%

39,5%

Yes

Probably yes

Local culture

Don't know

Probably not

No

11,0%
7,8%

Shopping

Restaurants-Bars

Local food

Entertainment-Nightlife
Touristic-Archaeological Resources

Proximity to other touristic sites/destinations

The most attractive characteristics of Thessaloniki for tourists
from China are: The local culture, with 25%, the tourism and
archaeological resources, with 21%, and the proximity to other tourist
sites/destinations, with 17% (Figure 12).
The qualitative research showed that many of the interviewees
were very positively disposed towards the idea of visiting
Thessaloniki again. As one respondent characteristically highlighted,
“Chinese people only know Athens and Santorini. Thanks to TIF,
more and more Chinese people are getting to know Thessaloniki as
well”.
Figure 13. Following your participation in the 82nd
TIF, how would you describe Thessaloniki as a
tourist destination?
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Would you propose Thessaloniki as tourist
destination to your friends and relatives?

Following your participation in the 82nd TIF
how would you describe your impression of
Thessaloniki as a tourist destination

3,5% 0,9%

20,9%

18,3%
45,2%

79,1%

More positive

The same

32,2%

Worse

Yes

Probably yes

Don't know

Probably not

We asked our Chinese visitors to describe their impression of
Thessaloniki as a tourist destination after their participation in the
82nd TIF, and it is interesting to see that more than 79% found
Thessaloniki better than they expected (Figure 13). Positive replies
exceeded 77% to our question on whether they would recommend
Thessaloniki as a tourist destination to their friends and relatives
(Figure 14).
Responses were clearly positive to that question, as during our
qualitative research respondents informed us that: “I have already
posted many photos of the city on Facebook and my friends are
excited about my travel”. This shows that our respondents had
already communicated their personal experience from the city to
friends and relatives through social media.

CONCLUSIONS
Based on our central working hypothesis, which concerned the
broadening of the multiple roles of the ‘Honoured Country’ concept
at TIF, and the broadening of its effect on the tourism development
of Thessaloniki, we promoted the multiple aspects of this institution,
from its basic financial dimension, to its geopolitical, cultural and
tourism dimensions.
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To start off with, we should mention that, as we already know,
trade fairs have always had, and will continue to have, a significant
effect on tourism in their host city. In fact, at present fairs hold a
powerful position as a product on the global tourism market, having
created the autonomous MICE sector (as it is called).
The MICE sector is one of the most rapidly growing tourism
industry sectors on a global level. In fact, the contribution of
exhibitions and other related professional events on tourism has
attracted international interest, both from researchers, as well as from
those responsible for outlining policy in the tourism sector.
The case of Thessaloniki records a grand tradition in organising
exhibitions. Exhibition activity in the city has already recorded 90
years of history, as it moves alongside the history of the city itself. In
fact, interaction between the Fair and the city is evident on many
levels, among which is tourism.
The concept of the ‘Honoured Country’ at Thessaloniki
International Fair – a relatively recent institution (it began in 1998),
which is an evolution of official state participations – has multiple
aspects.
The concept of the ‘Honoured Country’ at the Thessaloniki
International Fair can presently have significant tourism impact for
the city of Thessaloniki, as, according to the research results:
▪ 74% of the Chinese participants in the 82nd TIF would choose
Thessaloniki as a tourist destination in the future.
▪ 77% would recommend Thessaloniki as a tourist destination to
friends and relatives.
In conclusion, it is safe to say that the concept of the ‘Honoured
Country’ at TIF can help Thessaloniki open up to new tourist markets,
such as China.
One could say that TIF-HELEXPO’s adoption of an
internationalisation strategy as regards exhibition activity, combining
the modernist economic – national prestige model (‘Honoured
Country’ institution) with the post-modern model encountered in
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contemporary international practices (Hosted Buyers’ Programme)
amidst the financial crisis, has provided results that, in combination,
further strengthen the tourism and, ultimately, the financial dynamism
of Thessaloniki.
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Tourist satisfaction is the most important component in the analysis of tourism
behavior, since it affects the choice of destination and the purchase of products, as
well as the potential decision of the tourist to revisit the destination. The purpose
of this paper is to examine the satisfaction of tourists visiting the Ionian Islands in
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Greece, by use of quantitative methods that capture the factors influencing the
satisfaction of tourists and their desire to repeat the visit, their relationship and
consideration of the causes that shape tourism behavior. Research results reveal
factors that affect tourist satisfaction, the relationships among these factors, the
relationship between satisfaction and revisit to destination, the assessment of
satisfaction by segmentation of tourists with regard to their motivation, the usability
of information in satisfaction and the effect of tourism experience in travel
behavior. The tourism policy recommendations arising from the research results
will contribute to the diversification and enrichment of the tourism product, while
also to a further enhancement in the satisfaction of tourists visiting the Ionian
Islands.
Keywords:

Tourist Satisfaction, Loyalty, Destination, Ionian Islands

INRODUCTION
Tourism is widely acknowledged as one of the most dynamic and
largest sectors in the world economy, the second fastest growing
global industry, and one of the strongest drivers of global economic
growth (WTTC, 2019), with significant impacts across world
economies in terms of employment generation and contribution to
national GDP (WTO, 1995; WTTC 2013; UNWTO, 2018; OECD,
2018). According to the World Travel and Tourism Council Report
(2019), the industry supports 319 million jobs and generates 10.4 per
cent of world GDP, that is $8,8 trillion (UNWTO, 2019). Tourism
growth rates are considered to be the highest in recent years (3.9 per
cent in 2018), due to strong outbound demand from major source
markets and a global economic upturn (UNWTO/GTERC, 2018).
Tourism activity does not only benefit the industry itself, but also
other economic sectors, such as trade, transport and construction (Hui
et al. 2007). As a result, governments and local authorities around the
world, continually intensify efforts to compete for the tourism market,
realizing the importance of tourism as a significant driving force for
economic growth and employment.
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Tourist satisfaction, a fundamental concept in the understanding
of tourist behavior, is considered to be the key to the success of the
tourism industry, since it has a considerable impact on the choice of
the destination for tourists, the purchase of products and services, and
the potential decision to visit the destination again (Ross and IsoAhola, 1991; Sadeh et al., 2012; Ahmed 1991; Stevens 1992). As a
consequence, tourist satisfaction is one of the most frequently studied
topics in the literature of the tourism industry, due to its significance
for the survival and future of tourism destinations, products and
services (Gursoy et al. 2003, 2007; Naidoo et al. 2010). Nevertheless,
in Greece, and more specifically in the Ionian Islands Region, one of
the most visited regions in the country, a rather limited number of
academic studies based directly on tourist satisfaction have been
carried out (Courtis and Mylonakis, 2008). This research was
therefore conducted in order to better understand the satisfaction of
tourists visiting Ionian Islands, and could be useful to tourism
stakeholders and regional planning authorities in retaining and
improving the ranking of the Ionian Islands among Greece's most
popular holiday destinations.
The Region of Ionian Islands, one of the thirteen regions of the
country, consists of a group of islands situated along the western
mainland coast of Greece, traditionally called the Heptanese
(Eptanesa), meaning “Seven Islands”. The region is well positioned
geographically, as it is close to both mainland Greece and Western
Europe, and thus constitutes a convenient stepping-stone, particularly
for coastal shipping traffic between Greece and Italy. The Ionian
Islands, renowned for their natural beauty, long history and cultural
heritage, are popular tourist destinations, being Greece's sunniest
area. These factors favored the continued development of tourism,
which has become the most dynamic branch of the regional economy.
Following this brief introduction, in the second section we
address the concept of customer satisfaction and its relationships with
perceived service quality and customer loyalty. The literature review
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focuses on the definition and key features of tourist satisfaction, while
the section also discusses theoretical approaches and methodologies
used to assess tourist satisfaction. The third section provides an
outline of the study area’s general and tourism profile. In the fourth
section the methodology used in the research is presented, followed
by the analysis of the survey results. Lastly, the conclusions and some
further recommendations are summarized.
LITERATURE REVIEW
In the literature on the market economy, much attention has been
given to the definition and measurement of consumer satisfaction
(Oliver and Swan, 1989; Churchil and Sutprenant, 1982; Ibrahim and
Gill, 2005; and Velazquez et al., 2011). Customer satisfaction is
described as a psychological term, involving the sense of well-being
and pleasure resulting from receiving what one hopes for and expects
from an attractive product and/or service (Vavra, 1997). When
products or services exceed consumer expectations, then quality is
achieved and the services are maintained by the consumer. Hence,
business success is specifically measured by customer satisfaction,
thus loyalty attainment. Research studies have revealed that customer
satisfaction is likely to produce positive consumer behavioral
outcomes such as positive word-of-mouth and repeat purchases, as
well as reduced marketing costs (Barsky, 1992; Kozak and
Rimmington, 2000; Gursoy et al., 2003; Karatepe, 2006; Haywood
1989; Rosenberg and Czepiel 1984). Research results have also
showed that if quality of the product fails to meet the purchaser's
demand, the dissatisfied customer will not buy or further endorse the
products, and will not return to a company, resulting in business
failure.
As in the study on consumer satisfaction, academic researchers
examined intensively tourist satisfaction and loyalty, since they both
are the key determinants of tourism performance (Yoon and Uysal,
2005; Eusebio and Vieria, 2013). Nonetheless, the concept of tourist
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satisfaction is rather difficult to deal with in the tourism context,
considering the “complexity” of the tourism product (Smith, 1994)
and the global competition for destinations and DMOs (Destination
Management Organizations).
Tourist satisfaction is described by Severt et al. (2007) as the
degree to which the enjoyment of satisfaction of the tourist that
emerges from the travel experience about a product or service, fulfills
the desires, expectations and wishes of the tourist in association with
the trip. Severt et al. (2007) suggest that customers’ satisfaction is
based upon the comparison of their expectations before and after
consumption. Therefore, tourists’ satisfaction is understood to be
related to their pre-travel expectations and post-travel experiences,
and thus to have a dual causality, being related to the tourist's
expectations before the trip, and to the tourist's justification after the
trip on the services provided, based on the real experiences.
Consequently, tourists feel satisfied when their experiences go
beyond their expectations (Aliman et al. 2016).
Consumer satisfaction is therefore a post-consumption
assessment (Tse and Wilton, 1988) of the product or service obtained,
also explained as a function of consumer perceptions (Neal and
Gursoy, 2008). Nevertheless, as Naidoo et al. (2010) indicate, it is
extremely complex to understand and quantify customer perceptions,
since each individual has unique perceptions. Moreover, measuring
customer perceptions is even more challenging for a tourism
destination, considered a complicated phenomenon that consists of a
variety of tangible and intangible attributes, making it difficult to be
characterized and assessed (Echtner and Ritchie, 1993). Tourism
destination is a complex operation of products, services and
manufacturing units that provide a tourism experience to individuals
or groups of people who temporarily leave their place of permanent
residence and move to a destination of their choice, to satisfy their
tourism needs or wishes. Tourists are now more experienced and
better informed than ever before, making the selection of the
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destination even more complicated. This complexity is significantly
increased by factors related to the characteristics of a destination
(natural environment, local culture and climate, recreational facilities,
hotel and restaurant services), and by subjective factors related to the
preferences of the tourists themselves. In addition, the need for an
integrated tourism product (Courtis and Kokotos, 2009) that values
the environment, the visitor, but also the entire community, makes the
exploration and measurement of tourist satisfaction of great
importance for the destination's development. The main purpose of
measuring and explaining customer satisfaction is to understand how
well suppliers at a specific destination know and respond to their
visitors’ needs, and identify the elements of the destination’s offer to
be improved (Aliman et al., 2016).
Tourist satisfaction research is thus important for effective
destination marketing due to the imperative position of customer
satisfaction, because it influences the choice of destination, the
consumption of products and services, and the decision to return
(Kozak and Rimmington, 2000). For these reasons, a lot of tourism
research has centered on the subject, regarded by both practitioners
and academics as an important research topic (Xia et al., 2009).
In the tourism literature, tourist satisfaction, was viewed either as
a cognitive and emotional phenomenon (Sanchez et al., 2006), or as
the result of a contrast between the appreciation of tourists for the
goods and services they receive, and the expectations generated
before and during the trip (Chon and Olsen, 1991; Βarsky and
Labagh,1992; Crosby, 1993; Bigni and Andreu, 2004). Yoon and
Uysal (2005) emphasise the tourist emotional aspect on which the
push and pull factors are likely to influence the tourist satisfaction
formation process, where the push factor is the urge for travel and the
pull factor is the destination’s appeal.
In addition to this, tourist satisfaction has been linked to quality,
commitment (loyalty), (Parasuraman et al., 1985), incentives for
tourism (Crompton and Love, 1995), the image of a tourism
destination (Chen and Hsu, 2000), the previous experience of tourists
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(Konecnik and Ruzzier, 2006). Opermann (2000) argued that
repeated visits and recommendations to other potential tourists are
largely determined by the degree of loyalty, based upon tourist
positive appraisal of goods, services and other facilities provided by
destination. Anderson (1994) gave another dimension to satisfaction,
seeking to examine its relationship with profit, and discovered that
satisfaction directly affects profit through the mechanism of retaining
customers.
The dimension of satisfaction is described in the context of
Oliver’s Expectancy Disconfirmation Model (Oliver, 1997), as a
pleasant after-shopping experience of a product or service, given the
customer's pre-purchase expectation. The disconfirmation of
expectations became widely accepted as the progenitor of personal
satisfaction. Tourist satisfaction is therefore defined "as the
estimation that the product or service itself provides a pleasant level
of feeling during the purchase - consumption or a general market
assessment."
Pizam and Ellis (1999) consider that satisfaction can be classified
as service satisfaction (of a particular transaction) and overall
satisfaction (of a particular corporate identity). In a survey by BouLlumar et al. (2001), overall satisfaction was described as an
intermediate variable between perceived service quality and intention
to repeat the visit. Eventually, Bosque and Martin (2008) tried to
explain the consumer's psychological side and linked related tourist
satisfaction to the expectations, feelings and image of a tourism
destination.
Tourists assess the quality of the service or product provided in
relation to the satisfaction of their primary and secondary needs,
where satisfaction of primary tourism needs is rather not sufficient to
retain customers. More is required, particularly in satisfying
secondary needs, mainly social and psychological, so travelers will
be loyal to a tourism services business. Tourism businesses will have
to cause customers "excitement", to exceed their expectations.
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In the tourist satisfaction literature, a considerable number of
theoretical and statistical models have been adapted from marketing
research e.g. Kano’s service quality measure model (Kano, 1984),
SERVQUAL, HOLSAT, SEM (see Hassan and Shahnewaz, 2014 for
an annotated bibliography). Many researchers deal with the
relationship between needs and customer satisfaction based on
Kano’s model (Oliver 1993). The needs of customers are divided into
three levels: Basic/Essential (requirements), Expected and
Enthusiastic/Unexpected experiences. The expected needs are those
that the customer knows, wants or intends to satisfy, but are not
important to him/her, nor are they absolutely necessary. With regard
to unexpected needs, the customer does not know them and is
surprised when the company offers goods or services, that he/she
could not possibly imagine. Within this framework, the innovative
and customer-oriented companies find ground and ways to excite
consumers. For example, when the customer books a room in a hotel,
a basic need is to have a bed that is strewn and clean. The expected
needs may include a TV, a soap and a toothbrush, while the
enthusiastic needs may include fruits and a welcome card from the
hotel manager.
As the degree of satisfaction of the customer depends on the level
of satisfaction of the needs, the customer develops a sense of loyalty
to the company. In order to maintain its customers, a company must
plan, produce and deliver services on the basis of customer needs,
preferences and expectations. The company must make the
distinction between the essential, expected and enthusiast needs of the
customers according to their goals. Failure to meet even the basic
needs would likely create one-off clients who spread their negative
experiences to others, multiplying the company's negative outcome.
The value of trust and commitment gained from customers is
very significant, since it is generally accepted that attracting a new
customer costs a company much more than retaining an existing one.
A satisfied customer is very likely to use the company’s services
regularly and to attract new customers additionally by providing
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positive feedback about the business (good word of mouth). All the
above refer to service-related businesses, but they can be generalized
to refer to specific tourism destinations that wish to attract loyal and
repeated tourism "clientele". The goal of a destination should be to
create not only perceptions, but also experiences that lift each
customer/tourist with a clear view of the top in the different levels of
faith.
The aim of this paper is to investigate the satisfaction of tourists
visiting the Ionian Islands in Greece, to identify factors influencing
their satisfaction and intention to return, and their relationship. This
is achieved through a research survey by use of a structured
questionnaire, that explores the relationship (direct and indirect)
between the variables that have been already shown to correlate with
satisfaction, but also the causes that affect tourism behavior.
SURVEY AREA
The Ionian Islands complex, scattered along the mainland
Greece’s western coastline, form the administrative Region of Ionian
Islands, which is divided into the Regional Units of Corfu, Kefalonia,
Lefkada and Zakynthos. The administrative region does not include
all of the Ionian Islands, since the islands of Kythera and Antikythira,
located off the southern tip of the Peloponnese, historically part of the
Ionian Islands complex, are now integrated to the Region of Attica.
Together with Western Greece and Peloponnese Regions, Ionian
Islands Region are administered by the Patras-based Decentralized
Administration of Peloponnese, Western Greece and Ionian Islands
(Enterprise Greece, 2017).
The total surface of the Region is 2306.94 km², being the smallest
of the thirteen regions of the country, with a population of 207,855,
according to the 2011 census, 1.92 per cent of the total Greek
population. The islands population has fallen in recent decades,
decreased by 1.50 per cent in 2011 compared to the population in
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2001, due to emigration and the decline of traditional productive
activities, fishing and agriculture. Nevertheless, the region remains
the third by population density with 90.1/km² nationwide, well above
the national average of 81.96/km². The Region consists of 32 large
and small islands. The larger and most populous islands are Kerkyra
(Corfu) with a population of 104,371, followed by Zakynthos (Zante)
(40,759), Kefalonia (Cephallonia) (35,801), Lefkada (Leucas)
(23,693), Ithaki (Ithaca) (3,231) and Paxoi (2,300). Among the small
ones are Antipaxoi, Ereikoussa, Mathraki, Othonoi, Meganisi,
Kalamos, Kastos and Strofades isle group south of Zante.
Historically, the Ionian Islands played an important role, located
at the crossroads of major economic and commercial routes of
European and international trade linking the Western and Eastern
Mediterranean with the Adriatic Sea (Kapetanakis, n.d.). In 1204 the
Franks seized Constantinople and the Ionian Islands, part of the
Byzantine Empire until then, were ceded to the Venetians. The
centuries-long Venetian rule, preserved the Ionian Islands from
becoming part of the Ottoman Empire and led to the formation of a
distinct cultural identity, a local nobility with many Italian influences,
whose register remained in effect as late as the 19th century. From the
time of Frankish rule until 1864, when the islands became part of the
modern Greek state, power changed hands a number of times.
European presence on the islands, concurrently with Ottoman rule in
the rest of Greece, led to significant intellectual activity that is
manifested in the islands’ architectural tradition and charming
cultural traits (GNTO, n.d).
The Region of Ionian Islands is known for its rich landscape
variety, in terms of lush vegetation and coastline geomorphology,
with a length spanning roughly 8 per cent of the coastline of the entire
country. The natural environment is known for its abundant fauna and
flora, as well as for its biodiversity and ecosystems. In Zakynthos
there is a marine park, the habitat of the world-renowned tortoise
caretta-caretta, and in Kefalonia the national park of Aenos, with a
particular species of fir-tree (abies cephalonica). The Corfu and
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Lefkada lagoons are of great interest to environmentalists, while
Kefalonia, Ithaca and Paxoi boast impressive caves, still largely
unexplored. The Ionian Islands have a mild, temperate climate,
seawaters as deep as they are refreshing, verdant mountains, a rich
cultural heritage and a carefree spirit, a combination that makes them
the ideal choice for vacation to enjoy a well-developed tourism
infrastructure, hotels, restaurants, water sports centres, cultural events
and numerous sights, historic monuments, and museums.
Furthermore, the area’s air currents have turned many of the Ionian
Islands’ beaches into worldwide known destinations for windsurfing.
Based on the above characteristics, the major industry in the Region
of Ionian Islands is tourism (Table 1).
Table 1. Region of Ionian Islands: Gross Value Added by
Industry 2014
Industry/ Sector
Gross Value Added % in total GVA
(in million euro)
of the Region
Agriculture, Forestry and Fishing
95
3.5
Mining, energy, water supply and waste
57
2.1
management
Manufacturing
67
2.5
Construction
80
2.9
Trade, transportation and storage,
accommodation and food service
1,241
45.7
activities
Information and Communication
30
1.1
Financial and Insurance activities
72
2.6
Real Estate activities
463
17.0
Scientific, administrative and support
86
3.2
service activities
Public administration, education, health
402
14.8
and social work activities
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Arts, recreation and other service
124
4.6
activities
Total
2,717
100
Source: Hellenic Statistical Authority, Enterprise Greece (2017)
The Region is served by three international airports (on Corfu,
Kefalonia and Zakynthos), while mainland Aktion Airport also
serves Lefkada; four Heliports (on Ithaca, Paxoi, Othoni and
Ereikoussa), eighty-nine ports offering a variety of uses (Passenger,
yacht shelters, fishing shelters, ports yachts etc.), two Water-Airports
(on Corfu and Paxoi) and a satisfactory public road network
(Enterprise Greece, 2017).
Regarding hotel capacity characteristics in the Ionian Islands, in
2015, there were 929 hotel units operating, resulting in a total
capacity of 47,595 rooms and 91,480 beds, with an average capacity
51 rooms. Hotel units in the Ionian islands constitute 9.5% of the total
number of hotel units in the country or about 11.6% of the total
number of beds (Institute for Tourism Research and Forecasts, 2016;
PwC, 2018). According to data from the register of the Hellenic
Chamber of Hotels, from 2000 to 2015, hotel units on the Ionian
islands saw a 30 per cent increase, significantly higher than the
average of the country (Figure 1).
Figure 1. Ιonian Islands. Hotel Unit Capacity Evolution 2000 –
2015
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Source: Hellenic Chamber of Hotels, Institute for Tourism
Research and Forecasts (2016)
The increase in hotel units was in tandem with a significant
upgrade of their quality standard. Hotel units of the top 3 upper level
hotel categories showed an increase of about 53 per cent, while hotel
units of the two lower level categories a 19 per cent, a fact that
explains and emphasizes the trend in the quality improvement of the
hotel
units
and
services
offered.
Five-star
hotels
reported a strong increase (+333%), though their average size
fell from 223 rooms in 2000 to 156 rooms in 2015. Hotels in the two
upper categories limit their size by opting to create smaller units
where more standard quality, customized and personalized service
can be offered (Figure 2).
Figure 2. Ιonian Islands. Hotel Unit Capacity Evolution per
category 2000 and 2015
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Source: Hellenic Chamber of Hotels, Institute for Tourism
Research and Forecasts (2016)
Average room price offered in the Ionian Islands between May
and August, provided with a fluctuation between 2009 and 2015.
Prices increased by 13 per cent in May 2015 relative to May 2009,
while the figure was 23 per cent for August.
The tourism industry is mostly seasonal, with the majority of
hotels in the islands operating seven months from late March to late
October, with the peak in mid-July/August, traditionally the busiest
summer vacation period in Greece. Seasonal activity of hotel units on
the Ionian Islands, following overnight seasonality, was very high in
2015 and rised up to 77%, significantly higher than the country’s
average of 55 per cent. Various efforts have been made towards the
extension of the seasonality of the destinations’ visitation, ideally on
a year-round basis in the longer term.
In 2010 the airports of Zakynthos, Corfu and Kefalonia
recorded 18.5 per cent of total airport foreign tourist arrivals, and
were ranked among the top ten in Greece by number of international
arrivals, with 1,386,289 international arrivals for 2012. During the
2010-2015 period, non-domestic arrivals increased 50 per cent at
Corfu airport, 46 per cent at Kefalonia airport and 44 per cent at
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Zakynthos airport, with Corfu airport recording almost two million
arrivals in 2018 (Tavladorakis and Papadimitriou, 2019).
Total arrivals (2,008,895) and overnight stays (19,081,221)
represent 8.1 per cent and 10.3 per cent of the total country's arrivals
(22,033,468) and overnights (184,788,605), reflecting a rise in 2014
relative to 2013 (12.4 per cent and 11.7 per cent, respectively), which
is smaller than the increase recorded in the overall country (23 per
cent and 15.3 per cent respectively) (Hellenic Chamber of Hotels,
Institute for Tourism Research and Forecasts, 2016).
Regarding the country of origin of tourists, 98% of Ionian islands
airport arrivals in 2015 came from Europe. 79 per cent of arrivals in
the Ionian Islands Region were registered by travelers claiming
that they
are
EU
countries
permanent residents,
whereas the corresponding percentage for the country as a whole was
60.1 per cent.
According to the countries of origin of the traveler, the highest
shares on arrivals and overnight stays in the region are travelers from
the UK by 31.9 per cent, while travelers from Germany represent 9.5
per cent followed by Italy, Russia, Poland and France. Travelers from
the UK have the biggest share of spending followed by those from
Germany, Russia, Italy, France and Poland (Table 2). First position
on spending per visit keep travelers from Russia (861,4 euro), second
from Germany (797 euro), third from the UK (731,8 euro), fourth
from France (679,6 euro), fifth from Italy (556,2 euro) and sixth from
Poland (457,1 euro).
Table 2. Incoming Tourism Statistical data of Ionian Island
Region per country of origin, 2014
Region of UK
German Italy
Russi Polan Franc
Ionian
y
a
d
e
Islands
Arrivals
31.9
9.5%
8.3% 7.0% 5.8% 5.1%
share
%

71

Stella Kostopoulou, Eleni Gaki, Evangelia Parisi & Dimitris Lagos

Overnight 32.9
9.6%
8.5% 8.1% 5.2% 4.7%
s share
%
Expenditu 34.7
11.3%
6.9% 9.0% 3.9% 5.2%
re share
%
Expenditu 731,8 797,0€
556,2 861,4 457,1 679,6
re per visit €
€
€
€
€
Expenditu 74,7€ 83,1€
57,0€ 79,2€ 53,7€ 77,3€
re
per
overnight
stay
Days of 9,8
9,6
9,8
10,9
8,5
8,8
stay
Source: Bank of Greece, Border Survey, Hellenic Chamber of
Hotels, processed by Institute for Tourism Research and Forecasts
(2016)
In 2015, 36 per cent of British tourists visiting Greece landed on
the Ionian islands, as well as 64 per cent of tourists coming from
Malta. Ionian islands make up a popular destination also for Croatian
tourists whose share in 2015 reached as high as 40 per cent. Tourists
from the United Kingdom have the larger share of non-domestic
airport arrivals in all three airports in 2015 (Ζakynthos: 48 per cent,
Corfu: 32 per cent, Κefalonia: 69 per cent). For Zakynthos, second
come tourists from Poland (13 per cent) and third from the
Netherlands (7 per cent), for Kefalonia, second come tourists from
Italy (9 per cent) and third from the Netherlands (7 per cent). Finally,
for Corfu, in 2018, second come tourists from Germany (15 per cent)
and third from Poland (6 per cent) (Tavladorakis and Papadimitriou,
2019). Based on the recorded airport arrivals, United Kingdom and
Germany are by far the dominant markets for visitation, with Poland
being the only other country with notable presence.
Tourism expenditure in the Region reached a total of 1,35 billion
euro in 2014, 10.4% per cent of the country's total incoming tourism
expenditure, representing an increase of 14.5 per cent compared to
the previous year. Expenditure per visit of tourists to the Ionian
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Islands Region is 672,1 euro, which is 13.9 per cent higher than the
total of 590,2 euro for the country. On the other hand, expenditure per
overnight stay in the Ionian Islands Region is 70,8 euro, while visitor
stay are about 9,5 days. In relation to the other twelve regions of the
country, the Region of the Ionian Islands, is listed fifth (5th) on
arrivals, overnight stay and expenses, third (3rd) on expenses per
visit, fourth (4th) on expenses per overnight stay and second (2nd)
on stay days.
METHODOLOGY
In the measurement of tourism service satisfaction, various
simple and complex statistical methods are used such as, descriptive
statistics (Yu and Goulden, 2006), ANOVA test (Vogt and Andereck,
2003), Factor Analysis (Eusebio and Vieira, 2013), Principal
Component Analysis (Huang and Hsu, 2009) and Regression
Analysis (O’Neill et al., 2010). In this paper, multivariate techniques
were used to examine the relationship between several variables
referring to demographic characteristics and tourist satisfaction and
loyalty. In addition, a one-way between subjects Analysis of
Variance was conducted to compare the effect of various
demographic characteristics on tourist satisfaction and tourism
loyalty. The aim is to detect the degree of correlation between various
factors.
The data for the study were collected by means of a questionnaire
survey using self-administrated questionnaires distributed to tourists
at popular sites during the peak tourist period, May 1st and October
31st 2012, in the four larger Ionian islands namely, Corfu, Kefalonia,
Zakynthos and Lefkada. Tourists were asked to complete the
questionnaire while waiting in the departure areas of the airport,
relaxing in hotels and other accommodation lounges, dining in
restaurants and in entertainment venues. Out of the 1,200
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questionnaires distributed, 915 were found to be of use for the study,
representing a response rate of 76 per cent.
To ensure content validity, a pilot test was carried out before the
final version of the survey questionnaire, addressed to 191 visitors of
all nationalities that visited the island of Kefalonia in 2011, in an
attempt to ensure a consistent flow of questions. The pilot test
questionnaire contained variables adapted from relevant tourism
literature (Eusebio and Vieira, 2013; Song et al. 2011), and lasted
between 10 to 15 minutes. The purpose of the pilot survey was to
evaluate the questionnaire format, in order to avoid ambiguity of the
selected variables included in the survey, and to make the necessary
modifications and adjustments to the final version of the
questionnaire. After getting feedback from the pilot survey, the
questionnaire was revised and the final version of the questionnaire
was released, including the most significant variables that suit to the
research needs (Eusebio and Vieira, 2013).
The structured questionnaire consisted of two parts and was
delivered in two languages, English and Greek. The first part included
close-ended questions for collecting data on socio-demographic
characteristics of the respondents (age, gender, marital status,
geographic origin, education, income and employment status). In the
second part, tourists were asked several questions to indicate their
degree of satisfaction regarding their vacation. The aim of this
research was to draw conclusions about the formation of tourist
satisfaction and the description of the relationships that shape tourist
satisfaction. To that end, descriptive statistics, and multivariate
analysis techniques were selected. For the purpose of the analysis, the
statistical package S.P.S.S. v 17.0 was used.
RESEARCH FINDINGS AND ANALYSIS
In this section the outcome of research as resulted from the
statistical analysis of the data collected is presented. In the first part
of the section some descriptive statistics for the data collected are
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analysed, while at the second part further analysis of the data using
multivariate techniques is provided.
Sample Sociodemographic Characteristics
In this part, tourist demographic characteristics such as age,
gender, nationality, socio-economic background (income, marital
status, occupation, educational level) and travel behavioral patterns
are examined. The analysis of the data collected using the
questionnaire that was properly designed for the purposes of this
research, reveals the following:
The survey results about the demographic and socioeconomic
data of the respondents show that the majority of visitors (48.8 per
cent of the respondents) in the study area were rather “mature”
tourists, within a range between 35-54 years old. Regarding gender,
55.1 per cent of the respondents were female and 44.9% were male.
In reference to the family status, 59.6 per cent of the respondents were
married, while 27.5 per cent had no family commitments. The survey
identified that family and friends were customary groups during
holidays. Among the respondents, 35.7 per cent were accompanied
by family members and 34.6 per cent came with a companion or
friends. Thus, only a very small percentage of tourists were travelling
alone. It is worth mentioning that the education level of tourists was
significantly high, with an impressive rate of 59.2 per cent of
respondents having university degree.
Considering the country of origin, the largest segment were from
the United Kingdom (45.2 per cent of the respondents), followed by
Greeks (19.6 per cent) and other European countries 29.4 per cent,
while only a small percentage (5.2 per cent) were from America,
Africa and Australia. The length of stay for the majority of tourists
(45 per cent of the respondents) was 7 days, followed by a percentage
of 20 per cent who stayed for a longer period of 14 days. The majority
of the respondents stayed in a hotel (53.7 per cent of the respondents),
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while a significant percentage of 30.2 per cent stayed in non-hotel
accommodation such as flats and rooms to rent.
The study results reveal that an overwhelming percentage of 60.1
per cent of respondents were usually on vacation during summer
holidays and only 29.7% per cent all year around. The study results
also reveal that only 10.4 per cent of respondents had already visited
another tourism destination during the year, leaving the vast majority
of 89.6 per cent visiting only one destination per year.
One out of four tourists were repeat visitors that had visited the
Ionian islands again in the past, while 30 per cent of the respondents
were very much satisfied, so that they intend to repeat their visit. The
cost of the holidays for the largest proportion of 54.8 per cent of the
respondents range between 1000-3000 euros. 30.6 per cent spend up
to 1000 euro during their holidays and only a small percentage of
about 11.5 per cent have the opportunity to spend more than 3000
euros. For the majority of tourists 54.1 per cent, the trip to Ionian
islands was up to 3 hours flight from their place of origin. The
members of the group of respondents ‘Very-Satisfied’, have the
average of 7.12 in the range of loyalty-commitment (6.19 is the
average of the whole sample). On the other hand, the members of the
‘Moderate-Satisfied’ group of respondents have a mean of 5.81 on the
scale of commitment. That is, it is observed that those excited with
the place and holidays are 22 per cent more willing to repeat their
visit. Similarly, those that are satisfied have 15 per cent fewer
complaints, and 5 per cent more interest to learn about the place they
visit, seeking and looking at different sources of information.
Tourist Satisfaction And Loyalty
Following the analysis of the sample’s characteristics and in
order to detect the degree of correlation between various demographic
characteristics and tourist satisfaction and loyalty, inferential
statistics were used.
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More specifically, one-way between subjects Analysis of
Variance was conducted to test the effect of the demographic
characteristics on tourist satisfaction (Table 3) and tourist Loyalty
(Table 4). In addition, Pearson correlation was used to test the
correlation of tourist satisfaction and loyalty with the motivation of
tourists (Table 5), with the characteristics of destination (Table 7), the
perceived value of the main components of tourism product (Table
8), perceived performance for every element of tourism destination
(Table 9), the characteristics of the vacation (Table 10). Finally,
Pearson correlation was used to test the correlation between
satisfaction and loyalty (Table 11).
Regarding the effect of sample characteristics on Tourist
satisfaction (Table 3), we conclude that the effect of gender,
(F=3.836, p=0.05), composition of the group, (F=2.122, p=0.121),
type of group, (F=0.250, p=0.910), and number of vacations,
(F=3.355, p=0.067) on tourist satisfaction was non-significant.
Table 3: ANOVA Table of the effect of sample characteristics on
Tourist satisfaction
Sum of Squares

df

Mean Square

F

Sig.

Country of origin

88,078

3

29,359

13,147

,000

Gender

8,911

1

8,911

3,836

,050

Family status

15,754

2

7,877

3,478

,031

Age

20,970

2

10,485

4,499

,011

Education level

28,588

3

9,529

4,163

,006

Type of Accommodation

22,173

4

5,543

2,389

,049
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Composition of group

10,250

2

5,125

2,122

,121

Type of group

2,323

4

,581

,250

,910

Season of holidays

22,236

3

7,412

3,198

,023

Number of vacations

7,775

1

7,775

3,355

,067

On the other hand, all other variables have a significant effect on
tourist satisfaction. More specifically,
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-

the country of origin has a significant effect on tourist
satisfaction at the p<0.05 level (F=13.147, p=0.000). It
appears that British are the most satisfied tourists, which is
also signaled by the fact that they choose all-inclusive
packages.

-

Family status has a significant effect on tourist satisfaction
at the p<0.05 level (F=3.478, p=0.031). It seems that people
that are within a family relationship seem to be more
satisfied than the others.

-

Age has a significant effect on tourist satisfaction at the
p<0.05 level (F=4.499, p=0.011). It can be noticed that older
travelers (over 55 years) appear to be more satisfied than
younger travelers.

-

Education level has a significant effect on tourist satisfaction
at the p<0.05 level (F=4.163, p=0.006). According to the
findings, people of high level of education are more
satisfied. This can be explained by the fact that they usually
know what they want to see and they have already gathered
adequate information about the specific tourism
destinations.
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-

Type of accommodation has a significant effect on tourist
satisfaction at the p<0.05 level (F=2.389, p=0.049).
According to the findings, it seems that those who choose to
stay in rooms to rent are more satisfied. This can be
explained by the fact that although this type of
accommodation is cheaper than other types of
accommodation the quality of service is competent.

-

Finally, the season of the holidays has a significant effect on
tourist satisfaction at the p<0.05 level (F=3.198, p=0.023).
It appears that tourists who prefer all year holidays are the
most satisfied ones.

Regarding the effect of the demographic characteristics on
Tourist Loyalty (Table 4), based on the above table, the effect of
gender, (F=0.721, p=0.396), family status, (F=1.952, p=0.143),
education level, (F=1.946, p=0.1210), composition of the group
(F=1.557, p=212), season of holidays (F=0.112, p=0.953) and
number of vacations, (F=0.053, p=0.817) on tourist satisfaction was
non-significant.
Table 4: ANOVA Table of the effect of sample characteristics on
Tourism Loyalty
Sum of Squares

df

Mean Square

F

Sig.

Country of origin

127,886

3

42,629

5,745

,001

Gender

5,440

1

5,440

,721

,396

Family status

29,449

2

14,725

1,952

,143

162,593

2

81,297

10,92
4

,000

Age
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Education level

43,185

3

14,395

1,946

,121

Type of Accommodation

179,378

4

44,845

6,089

,000

Composition of group

23,710

2

11,855

1,557

,212

Type of group

86,810

4

21,702

2,927

,020

Season of holidays

2,533

3

,844

,112

,953

Number of vacations

,403

1

,403

,053

,817

On the other hand, all other variables have a significant effect on
Tourism Loyalty. More specifically,
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-

the country of origin has a significant effect on loyalty at the
p<0.05 level (F=5.745, p=0.001). This means that travelers
from countries outside Europe show their loyalty to the
specific tourist destinations. This is explained by the fact that
those tourists usually stay for free to family members on
those destinations.

-

Age has a significant effect on loyalty at the p<0.05 level
(F=10.924, p=0.000). It appears that older travelers (over 55
years) show to be more loyal than younger travelers because
they are settled in their preferences.

-

Type of accommodation has a significant effect on loyalty at
the p<0.05 level (F=6.089, p=0.000). This means that those
who choose to stay in rooms to rent are more loyal. This can
be explained by the fact that this type of accommodation is
cheaper than other types of accommodation but the quality
of service is competent.

-

Finally, the type of group has a significant effect on loyalty
at the p<0.05 level (F=2.927, p=0.020) and this can be
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explained by the fact that people traveling with family are
accustomed to the destination environment and tend to visit
the destination again.
In order to test the correlation of tourist satisfaction and loyalty
with the motivation of tourists expressed by their preferences on
tourism destinations, the ten factors of motivation with the highest
importance as it has been derived from the survey were used (Table
5).
Table 5: Correlation analysis for motivation and tourist
satisfaction and loyalty
Pearson Correlation

Sig. (2-tailed)

Motivation

Satisfaction

Loyalty

Satisfaction

Loyalty

Destination

,070

,009

,034

,775

Friends

,031

-,101

,345

,002

Shopping

-,002

-,007

,961

,843

Local gastronomy

,132

,059

,000

,072

Nonprogramming

-,031

-,056

,345

,090

New cultures

,053

-,045

,112

,171

Activities

-,022

,013

,510

,687

Knowing new people

,087

,010

,009

,774

Fun

,060

,020

,072

,539
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Organised vacations

-,004

,091

,913

,006

According to the above results there was a positive weak
correlation between tourist satisfaction and destination (r = 0.07, p =
0.034), local gastronomy (r = 0.132, p = 0.000), knowing new people
(r = 0.087, p = 0.009). In addition, there was a positive weak
correlation between loyalty and organized vacations (r = 0.091, p =
0.006) and a negative correlation between loyalty and friends (r = 0.101, p = 0.002). The planning and organization of holidays reveals
a conscious tourist.
The characteristics of tourism destinations play an important role
on tourist satisfaction and loyalty. The classification of those
characteristics according to their importance and the reasons for
choosing them is presented in Table 6.
Table 6: Classification of the characteristics of tourism
destinations

Code name

Description

Sports

Allow tourists to get involved in sports

Sightseeing

The destination offers places to visit/see

Extreme sports

Allow tourists to have extreme sports

Excursions

Allow tourists to take part to excursions

Entertainment

The destination has places for entertainment

Art

The destination has art objects
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Archaeological places

The destination has archaeological places

Folklore

Tourists visit places with intense folklore

Shopping

There is shopping areas

Tourist_information

There are organized tourism information
offices

Fun

Tousists have fun

The analysis of the correlation (Table 7) show that there was a
positive correlation between tourist satisfaction and sports (r = 0.107,
p = 0.001), sightseeing (r = 0.147, p = 0.000) and fun (r = 0.159, p =
0.000). In addition, there was a positive correlation between loyalty
and sports (r = 0.141, p = 0.000), sightseeing (r = 0.095, p = 0.004),
extreme sports (r = 0.094, p = 0.005) excursions (r = 0.066, p = 0.047),
entertainment (r = 0.072, p = 0.031), art (r = 0.079, p = 0.017),
archaeological places (r = 0.067, p = 0.044) and folcore (r = 0.144, p
= 0.000).
Table 7: Correlation analysis for the characteristics of destination
Pearson Correlation
Characteristics of destination

Satisfaction

Sig. (2-tailed)

Loyalty

Satisfaction

Loyalty

Sports

,107

,141

,001

,000

Sightseeing

,147

,095

,000

,004

Extreme sports

-,042

,094

,205

,005
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Excursions

,034

,066

,305

,047

Entertainment

,016

,072

,623

,031

Art

-,035

,079

,293

,017

Archaeological places

,008

,067

,800

,044

Folcore

,024

,144

,473

,000

Shopping

-,011

,002

,731

,952

Tourist_info

-,055

-,018

,099

,583

Fun

,159

,023

,000

,482

This analysis shows that tourist satisfaction is mainly related to
activities which relate to recreation and fun, nature and sport. In
addition, the destination’s attractions are evaluated to be equally
important for satisfaction. On the other hand, art, the acquaintance
with the culture of the destination and shopping, do not seem to affect
satisfaction. Concerning loyalty, shopping, tourist information offices
and fun do not correlate to loyalty.
Regarding the correlation between tourist satisfaction and loyalty
with the perceived value of the main components of tourism product
(Table 8), results show that there is significant correlation between
tourist satisfaction and loyalty and accommodation, service,
transportation, comparison to other destinations. This implies that if
the specific destination is better than others in terms of facilities, it
will attract more tourists.
Table 8: Correlation analysis for the main components of tourism
product
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Components
product

of

tourism
Pearson Correlation
Satisfaction

Sig. (2-tailed)

Loyalty

Satisfaction

Loyalty

The visit to the place

,332

,203

,000

,000

Accommodation

,358

,167

,000

,000

Transportation

,395

,184

,000

,000

Service

,350

,178

,000

,000

Comparing to other places

,349

,227

,000

,000

As for the correlation between tourist satisfaction and loyalty
with perceived performance (Table 9), results show that there is
significant correlation between tourist satisfaction and loyalty and
perceived performance for every element of tourism destination.
Table 9: Correlation analysis for the perceived performance
Pearson Correlation
Satisfaction

Loyalty

Sig. (2-tailed)
Satisfaction

Loyalty

Stay

,505

,230

,000

,000

Food

,498

,151

,000

,000

Transport

,410

,066

,000

,046

Entertainment

,473

,142

,000

,000
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Infrastructure

,438

,127

,000

,000

Perceived Performance

,624

,195

,000

,000

Regarding the correlation between tourist satisfaction and loyalty
and the characteristics of vacation (Table 10) the analysis shows that
there is no significant correlation between tourist satisfaction and
loyalty and the money spend on vacation. On the other hand, there is
a positive correlation between tourist satisfaction and personal
activities (r = 0.177, p = 0.007), and activities on the place (r = 0.067,
p = 0.043). In addition, there is a positive correlation between loyalty
and exploring the place (r = 0.092, p = 0.005).
Table 10: Correlation analysis for the characteristics of vacation
Pearson Correlation
Characteristics of vacation
Budget
Duration of the trip
Nights spend
Personal
friends)

activities

Activities on the place
Exporing the place
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Sig. (2-tailed)

Satisfaction

Loyalty

Satisfaction

Loyalty

,017

,018

,605

,599

-,002

-,038

,968

,329

,057

,055

,110

,118

,177

,004

,000

,911

,067

,000

,043

,997

-,004

,092

,902

,005

fun,
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Finally, regarding correlation between tourist satisfaction and
loyalty (Table 11) the analysis show that there is a positive correlation
between tourist satisfaction and loyalty which is significant, (r=0.266,
p=0.000). This implies that tourists that are satisfied with a
destination are loyal to it and that they will revisit it.
Table 11: Correlation analysis for satisfaction and loyalty

Loyalty

Pearson Correlation

Sig. (2-tailed)

Satisfaction
,266

,000

.

CONCLUSIONS AND RECOMMENDATIONS
This research aimed at providing an overall understanding of
foreign tourists and tourism industry in the Ionian Islands Region as
well as assessing the tourist satisfaction with the destination and their
intention to return. These goals were accomplished by careful
research and the identification of factors that ultimately directly and
indirectly influence the return intention of tourists.
After analyzing all data from the tourists who spent time doing the
survey, some significant conclusions are drawn from the study.
Firstly we can conclude that, the most important among the various
variables affecting tourist satisfaction, is whether tourists travel alone
or in groups. The survey results analysis reveals that tourists traveling
in a group of 3-4 people are more satisfied and likely willing to revisit
the place, while tourists travelling alone are less satisfied. In addition,
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tourists traveling for leisure purposes, to explore new places, to taste
local gastronomy and meet new people are more satisfied.
Another finding is that satisfaction is mainly affected by behavior
and features related to the personal interests of tourists, the so-called
'active activities' (food, fun, hanging out with friends, sports, etc.). On
the other hand, loyalty is influenced by behavior and features related
to tourist destinations, like touring, sightseeing, folklore elements,
etc. Moreover, estimated value (value for money) for the tourist
product being offered, is the second most important factor affecting
the overall satisfaction and loyalty assessment.
A third point of interest is that, there is a positive relationship
between commitment (loyalty) and satisfaction. This does not mean
that tourists who found themselves very satisfied will choose the same
destination for their next holidays. On the contrary, it is observed that
people who say "excited" or even moderately satisfied with their
vacations are more likely to revisit the place again. People who are
very satisfied will choose a different destination for their vacations.
A fourth finding of the research, is that the profile of those who
declare their intention to revisit the place and those who have already
revisited the place is very similar, indicating the proximity/similarity
of behaviors. Tourism experience has a very powerful influence on
visitor behavior. Especially the satisfaction from the residents of
tourism destinations, a smooth relationship with the local tourism
professionals, providing the basic conditions for the overall
satisfaction assessment, and the satisfaction from the local authorities
and local government, create the prerequisite for the intention of
repeating the visit.
Another interesting point is that tourists that tend to visit a place
again, have specific preferences, such as sports, shopping,
entertainment, and they schedule and organize their vacations. They
appear to slowly develop a customary and non-temporal relationship
with the destination.
Finally, results analysis shows that the amount of holiday
expenditure is not a sufficient factor that can affect satisfaction. The
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lack of coordinated and adequate information is noticeable and is
being sought by people who intend to repeat the visit.
Based on the results of the research and in order to enhance tourist
satisfaction and the intention to repeat the visit, the following
recommendations are made for the survey area, that could be of use
for future research on related topics:
Development and improvement of the public and private
sector overall infrastructure (improvement of road network, public
services, preservation and promotion of archaeological and historical
sites).
Creation of thematic routes (religious, cultural, agrotourism, diving). Organization of educational, folkloric and cultural
events, getting to know local products and enhancing sports activities.
Maintenance of the quality / price ratio at acceptable levels,
with the introduction of quality assurance systems and the appropriate
tourism education. Actions to inform, encourage and educate visitors
(publication of an annual tourism services guide, creation of an
attractive website, establishment of a tourism information office,
placement of city maps or screens (touch screen), new road signs,
creation of exhibits to promote local products).
Lastly, efforts should be made to retain the customer (by
offering smart holiday packages, boosting synergies among tourism
stakeholders and local authorities, by maintaining the quality-price
ratio at affordable levels)
This research generated a wealth of information on the tourist
satisfaction in the Region of Ionian Islands, Greece and their intention
to return. Nevertheless, the current study has some limitations
especially about the sample size and time frame. Furthermore, future
research on the tourist satisfaction should also consider social media
communication and the online reviews on travel and booking sites
(e.g. TripAdvisor), that express the satisfaction of tourists about a
destination and are becoming increasingly popular sources of
information for trip planning in recent years.
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RESIDENTS’ ATTITUDES TOWARD TOURISM
DEVELOPMENT AND ITS IMPACTS (CASE:
MONTENEGRO)1
Iva Bulatovic
PhD, Assistant Professor, Higher Colleges of Technology,
Faculty of Business

Residents’ attitudes toward tourism development and its impacts (economic, sociocultural and environmental) in case of Montenegro haven’t been analyzed before
in a scientific and systematic way. The main aim of this paper is to provide a highquality base for further research bearing in mind that there is no relevant, scientific
research related to this topic. For the purposes of this paper poll survey among
residents in Montenegro (total 857) was conducted in 2018. Collected data were
processed and analyzed by different statistical methods. Results showed that
attitudes of residents depend on their place of residence. There is also a statistically
significant relationship between demographic characteristics and positive and
negative attitudes toward tourism impacts but the relationship is not strong. New,
expanded research regarding the topic is recommended as well as the introduction
of destination lifecycle analysi.
Keywords:

residents’ attitudes, impacts, tourism, Montenegro.

INTRODUCTION
Measuring impacts of tourism is a great challenge for decision
makers. In most cases, measuring positive economic impacts of
tourism is systematic, well organized and implemented by many
1©
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official bodies. On the other hand, measuring social, cultural and
environmental impacts is not as much frequent and systematic as
measuring economic impacts. Usually, all these measurements are
based on the exploration of tourists and residents’ attitudes toward
specially indicated impacts. In the context of Montenegro, small
developing, southeast European country, at the Adriatic coast,
measuring impacts of tourism is based only on measuring economic
impacts. Environmental and social-cultural impacts haven’t been
explored in detail yet. The purpose of this paper is to explore
Montenegrin residents’ attitudes toward tourism development and its
impacts (economic, socio-cultural and environmental) in order to set
the base for decision-makers and for further destination development.
Special focus will be on investigation of residents’ demographic
characteristics on their attitudes in order to compare our analysis with
other similar research held worldwide.
Tourism is one of the most important pillars of the Montenegrin
economy (Bulatovic et.al.,2018). Montenegro was visited by
2,204,856 tourists in 2018 and they recorded 12,930,334 overnight
stays in three different regions: Coastal, Central and North. The most
visited region in Montenegro and the most developed in the sense of
tourism is Coastal region that usually records more than 95% of total
tourist traffic in Montenegro ( Monstat, 2019). Economic impacts of
tourism in Montenegro are measured by World Travel & Tourism
Council (WTTC, 2019). Tourism takes 21.6% of total contribution to
GDP, 32.7% to employment and more than 89% goes to leisure
spending. Montenegro is the most visited during summer season (Jun,
July and August). Due to climate change, winter season is
changeable, and lack of snow causes fewer occupancy rates.
Moreover, tourist infrastructure in the North region is not developed
as it is in the case of the Coastal region. As it was stated before, sociocultural and environmental impacts, as well as
negative economic impacts, have not been measured before. In
the next text, we are going to present the literature review, hypothesis,
research methodology, sample, our results and discussion.
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LITERATURE REVIEW
Market segmentation is a marketing tool that allows the
recognition and separation of different consumer target groups using
specific and objective criteria. According to Kotler and Armstrong
(2005) market segmentation can be defined as the division of a market
into distinct groups of buyers who have distinct needs, characteristics,
or behavior and who might require separate products or marketing
strategies.
An organization, whether tourism destination or business, cannot
address effectively the needs of all consumers. Consequently, it has
to recognize the most attractive, lucrative and suitable market
segments to serve effectively (Kotler, 1991; Kotler et al., 2006;
Middleton et al, 2009; Pickton & Broderick, 2005).
Market segmentation and focus on distinctive target markets is a
necessity since, as Morrison (2001) suggests, a non targeted approach
can prove too costly because it is certain that there are target markets
that have no interest in buying specific products and services.
According to Lewis et al (2013) a destination may be attractive and
fashionable for a specific target market but at the same time have no
appeal or be downright avoidable for another. This knowledge is
valuable for the marketing departments of tour operators charged with
designing and promoting tour packages but also for all relevant
stakeholders.
Segmentation allows the marketing departments of tour operators
and travel agencies to have a better understanding of the various
markets but also of their competition. Segmentation leads to effective
marketing planning because it allows registering the demands of
specific target groups (Dibb & Lyndon,1991).
Of great importance though are the criteria used to achieve an
effective market segmentation. Researchers have applied different
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variables through time, in order to segment the tourism market, like
demographic, economic, geographic, psychographics, benefits sought
segmentation, usage, lifestyle, activities, behavioral and/ or productExploring residents attitudes toward impacts of tourism and tourism
development in general has always been attractive topic among
researchers ( Sheldon, Var, 1984; Liu, Var, 1986; Perdue et al.,1990;
Akis et al.,1996; Mason, Cheyne, 2000; Besculides et al.,2002; Ross,
1992; Snaith, Haley, 1999; Teye et al., 2002; Andereck et al.,2005;
Lee et al.,2010; Almeida -Garcia et al., 2015; Liang, Hui, 2016; Hu
et al.,2016; Ribeiro et al.,2017; Garau-Vadell, 2018; Joo et al.,2019).
Besides investigation of economic, socio-cultural and
environmental impacts, researchers have paid great attention to
factors which could affect residents attitudes such as demographic
characteristics: age (Harrill, 2004; Huh, Vogt, 2008); gender
(Nunkoo, Gursoy, 2012); community attachment/ length of residence,
education and type of work (Kuvan, Akan, 2005).
For example, Almeida – Garcia et al. (2016) investigated
residents’ perceptions of tourism development in Spain
(Benalmadena). These authors found out that demographic
characteristics such as place of birth, community attachment and
education of respondents significantly affect their attitudes toward
tourism developments.
Furthermore, Kuvan and Akan (2005) in their research held in
Belek (Antalya) concluded that residents have mainly positive
attitudes toward tourism development in this area, but negative
impacts of tourism and negative attitudes by residents were seen as
results of less effective government’s decisions. These authors
declared that family income is the most important factor that affects
residents attitudes as well as a source of income (related to tourism or
not ).
Weawer and Lawton (2001) based on their research held in
Australia found out that residents’ perceptions about impacts of
tourism and tourism development, in general, depend at great scale
on age, gender and length of residence.
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Kim et al. (2013) investigated how tourism affects the quality of
life among residents. Their results showed that socio-demographic
characteristics such as income, marital status and general life
satisfaction impact their attitudes toward tourism development.
Rivera, Croes and Lee (2016) analyzed the relationship between
residents’ attitudes toward tourism impacts and their level of general
satisfaction. They came to an interesting conclusion that incomes do
not impact residents’ perceptions of tourism impacts as much as
social comparison. Bimonte and Faralla (2016) concluded that
residents’ attitudes toward the impacts of tourism depend mainly on
their overall life satisfaction.
Nunkoo and Gursoy (2012) in their research held in Mauritius
investigated impacts of residents’ demographic characteristics on
residents’ attitudes toward tourism development and their willingness
to support tourism development. They concluded that sociodemographic characteristics affect respondents’ attitudes toward
tourism development and its impact at a great scale. Another research
(Hanafiah et al.,2013) held in Malaysia emphasized the importance
of exploring residents’ attitudes toward tourism development. These
authors stated that if the
community want to prospect residents must be involved in
decision making and their attitudes are of crucial importance.
In the context of Montenegro, we couldn’t find in ScienceDirect
and Google Scholar database any relevant research regarding
residents attitudes toward tourism development and its impacts.
Based on the literature review presented above, our hypothesizes
are:
H1: Residents attitudes (positive and negative) toward the
impacts of tourism in Montenegro depend on the region (place) where
residents live.
H2: Residents’ attitudes (positive and negative) toward impacts
of tourism in Montenegro depend on their demographic
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characteristics such as age, gender, education, income, employment
status and their work.
Sample and Methodology
For the purpose of this paper, the poll is used. A special
questionnaire was designed based on previous research and available
literature (Page, 2015; Inkson, Minnaert, 2018). The questionnaire
was composed of two parts: Residents’ attitudes and Bio information:
In part Residents’ attitudes 23 different statements were presented.
Statements were referred to as economic (EC), socio-cultural (SC)
and environmental impacts (EN) of tourism. For the level of
agreement assessment respondents used Likert’s scale from 1 strongly disagree to 6 – strongly agree. Reliability statistics showed
that data is relevant - Cronbach's Alpha = 0.904 (Bland, Altman,
1997). Bio information includes information about gender, age,
education, employment, income and residence place. Income scale
was designed according to the Montenegrin Statistic Bureau (2017).
More than 1000 questionnaires were delivered, but 857 were returned
fulfilled (83% response rate). The poll was held between January and
August 2018. Sample characteristics are presented below (Table 1).
Table 1. Sample
Percent
Frequency
Gender
Male
female
Total
Age
18 - 30
21 - 50
51 - 65
Total
Education
High school
college

307
550
857

35.8
64.2
100

612
159
86
857

71.4
18.6
10
100

318
131

37.1
15.3
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bachelor degree
specialization degree
Master degree
phd

245
113
34
16

28.6
13.2
4
1.9

For results’ presentation mean values are calculated and grouped
by region: Coastal, Central and North. ANOVA and Eta were
calculated with the aim to prove if there was a significant difference
between attitudes of respondents from different regions. For data
reduction, 23 items ( different attitudes) were processed by Principal
Components Analysis. Moreover, in order to investigate relationship
between specific factors / components derived by PCA and
demographic characteristics, multiregression analysis is used. Results
of our analysis are presented in the next chapter.
RESULTS AND DISCUSSION
The analysis of the average value of the degree of agreement of
residents with the proposed attitudes (tables) shows that tourism plays
an important role in the economy of Montenegro. Residents
moderately agree with the view that tourism influenced income
improvement, infrastructure development, employment, tax rates,
real estate prices, a seasonal increase in prices. The opinion of most
respondents is that the positive economic effects of tourism outweigh
the negative economic impacts.
Similar findings were also made in the analysis of attitudes
related to the socio-cultural effects of tourism. The respondents
agreed that tourism improves socio-cultural activities in the region,
cultural development, and that tourism has a positive impact on the
local population, on the acquisition of new knowledge and skills, as
well as on future ambitions of the population to become more
involved in the tourism industry. On the other hand, the findings show
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that there are minimal negative socio-cultural impacts (terrorist
attacks, criminal, diseases).
When it comes to environmental impact, respondents disagreed
with the attitude that, because of the tourism development in their
region, they are suffering from overcrowding and congestion by
tourists. They showed very little agreement with the attitude, that they
are unfairly exposed to the lack of electricity and water in the peak
season due to tourism, and that tourism has adversely affected the
environment and led to an increase in excessive construction. A
detailed overview of the total average values is given in the table
below (Table 2).

EC
EC
EC
EC
EC
EC
EC
EC
EN
EN
EN
SC
SC
SC
SC

Table 2. Residents attitudes toward impacts of tourism – Mean
Values
Tourism has great importance on the regional economy
The income of residents in my region has increased due to tourism
If there had been no tourism industry, infrastructure and other facilities
would not improve in my region
The development of tourism in my region provides more opportunities
for the employment of residents
Real estate prices in my region have grown due to tourism and this is
an additional benefit for us
Tourist institutions (touristic business entities, hotel industry and
catering) should pay more taxes than others
Tourism has a negative impact on the growth of prices during the main
tourist season in my region
The economic benefits of tourism outweigh the negative
consequences
I suffer from overcrowding and pollution by tourists
Due to tourism, We are incorrectly exposed to the lack of electricity
and water at the peak of the season
The tourism industry in my region has a negative impact on the
environment and has led to an increase in excessive construction
Tourism encourages social and cultural activities in my region
I think that it is necessary to open more quality tourist and catering
facilities in order to attract more tourists to my region
The residents of my region will not enjoy / will not be happy if my region
attracts more tourists
I believe that the tourism industry has improved the quality of life
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Total
M
4.7608
3.6336
3.9428
4.4411
3.7048
3.6838
3.4586
4.0583
2.6896
3.1179
3.1529
4.3652
5.2042
2.5858
3.2567
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SC
SC
SC
SC
SC
SC
SC
SC

I think that tourism has improved the culture, knowledge and skills of
the local population
The cultural advantages of tourism outweigh the negative social
impacts
Tourists have positively influenced our culture
Ordinary residents (non-tourism residents) can not benefit from the
tourism industry
I note that tourism leads to increased crime and vandalism in my region
Some health problems have increased in the main tourist season in
my region
Residents have become more ambitious in terms of money due to the
tourism industry
My region has become a target destination for terrorists and gangs

4.2940
4.1680
4.2684
3.3722
2.6593
2.6791
3.9953
2.5193

Source: SPSS Output
Note: EC:Economic; SC: socio-cultural; EN: environmental
Our analysis showed that there a statistically significant difference
between respondents’ from different region, p< 0.05 (Table 3). Only
in assessing 8 attitudes there was no significant difference between
regions (p>0.05). These attitudes are bold in the following table
(Table 3)
Table 3. ANOVA and Eta Square Analysis /factor: region

Tourism is of
great importance
for the regional
economy

Tourism
encourages
social
and
cultural
activities in my
region
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Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total

Sum of
Square
s
15.933

df

Mean
Square

F

p

Eta Square

2

7.967

3.787

.023

0.094

1794.4
92
1810.4
25
11.947

853

2.104

2

5.973

2.778

.063

0.080

1834.0
61
1846.0
08

853

2.150
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855
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The income of
my
region's
population has
increased due to
tourism

Between
Groups
Within
Groups
Total

109.42
9
2555.6
54
2665.0
83
.066

2

54.714

853

2.996

I think that it is
necessary
to
open more high
quality tourist
and
catering
facilities
in
order to attract
more tourists
to my region
The residents of
my region will
not enjoy / will
not be happy if
my
region
attracts
more
tourists
If there had been
no
tourism
industry,
infrastructure
and
other
facilities would
not improve in
my region
The
development of
tourism in my
region provides
more
opportunities for
the employment
of residents
I believe that the
tourism industry
has
improved
the quality of life

Between
Groups
Within
Groups
Total

2

.033

1289.1
57
1289.2
23

853

1.511

Between
Groups
Within
Groups
Total

25.389

2

12.694

2980.7
22
3006.1
11

853

3.494

Between
Groups
Within
Groups
Total

36.234

2

18.117

2249.9
61
2286.1
95

853

2.638

Between
Groups
Within
Groups
Total

36.950

2

18.475

2210.1
30
2247.0
79

853

2.591

Between
Groups
Within
Groups

32.912

2

16.456

2172.5
46

853

2.547

18.26
2

.000

0.203

.022

.978

.007

3.633

.027

0.092

6.868

.001

0.126

7.130

.001

0.128

6.461

.002

0.122

855

855

855

855

855
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and increased
the trade in my
region
The economic
benefits
of
tourism
outweigh
the
negative
consequences
I think that
tourism
has
improved the
culture,
knowledge and
skills of the
local
population
The
cultural
advantages of
tourism
outweigh
the
negative social
impacts
Tourists have
positively
influenced our
culture

Real
estate
prices in my
city have grown
due to tourism
and this is an
additional
benefit for us
Tourist
institutions
(business
entities
from

106

Total

2205.4
58

855

Between
Groups
Within
Groups
Total

2.099

2

1.049

2074.0
96
2076.1
95
5.869

853

2.432

2

2.934

1933.9
45
1939.8
13

853

2.267

2.153

2

1.077

2032.9
58
2035.1
11
1.039

853

2.383

2

.520

1911.1
62
1912.2
01
14.344

853

2.241

2

7.172

2429.4
69
2443.8
13

853

2.848

2.092

2

1.046

2513.4
78

853

2.947

Between
Groups
Within
Groups
Total

Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups
Total
Between
Groups
Within
Groups

.432

.650

0.032

1.294

.275

0.055

.452

.637

0.033

.232

.793

.023

2.518

.081

0.077

.355

.701

0.029

855

855

855

855

855
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tourism, hotel
industry
and
catering)
should
pay
more
taxes
than others
Ordinary
residents (nontourism
residents) can
not benefit from
the
tourism
industry
I suffer from
overcrowding
and congestion
by tourists

Total

2515.5
70

855

Between
Groups
Within
Groups
Total

57.647

2

28.824

2808.2
17
2865.8
64

853

3.292

Between
Groups
Within
Groups
Total

39.034

2

19.517

2794.3
07
2833.3
41
34.136

853

3.276

2

17.068

2671.9
37
2706.0
74
30.084

853

3.132

2

15.042

2708.2
10
2738.2
94

853

3.175

8.755

.000

0.142

5.958

.003

0.117

5.449

.004

0.112

4.738

.009

0.105

10.95
0

.000

0.158

4.871

.008

0.106

855

855

I
note
that
tourism leads to
increased crime
and vandalism in
my city

Between
Groups
Within
Groups
Total

Some
health
problems have
increased in the
main
tourist
season in my
region

Between
Groups
Within
Groups
Total

Residents have
become
more
ambitious
in
terms of money
due
to
the
tourism industry

Between
Groups
Within
Groups
Total

56.421

2

28.211

2197.5
74
2253.9
95

853

2.576

My region has
become a target

Between
Groups

32.042

2

855

855

855
16.021
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destination for
terrorists
and
gangs

Within
Groups
Total

2805.6
21
2837.6
62
87.267

853

Due to tourism,
we
are
incorrectly
exposed to the
lack of electricity
and water at the
peak
of
the
season

Between
Groups
Within
Groups
Total

The
tourism
industry in my
region has a
negative impact
on
the
environment and
has led to an
increase
in
excessive
construction
Tourism has a
negative impact
on the growth of
prices during the
main
tourist
season in my
region

3.289

2

43.634

2909.8
16
2997.0
83

853

3.411

Between
Groups
Within
Groups
Total

97.485

2

48.743

2737.4
67
2834.9
52

853

3.209

Between
Groups
Within
Groups
Total

49.586

2

24.793

2848.9
83
2898.5
69

853

3.340

855
12.79
1

.000

0.171

15.18
8

.000

0.185

7.423

.001

0.131

855

855

855

Source: SPSS Output
On the other side, Eta square was calculated to define the
strength of different groups’ impact on residents’ attitudes. If Eta
Square = 0.01 it means small impact of groups on attitudes; if Eta
square = 0.06 – medium impact; Eta square = 0.16 – high impact
(Cohen, 2013).
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The statistically significant differences in attitudes between the
three different regions are evident as well as the magnitude of the
impact that varies from medium to extremely high. Such findings are
not surprising if we consider the economic and tourist development
of certain regions of Montenegro that we discussed in the
introduction. It is clear that the inhabitants of the central coastline
region feel the impact of tourism considerably in comparison with the
inhabitants of the northern region. We conclude that our first
hypothesis is: "H1: Resident attitudes (positive and negative) towards
the impact of tourism in Montenegro depend on the region (place)
where residents live" confirmed.
In order to examine the second hypothesis, i.e. The effects of
demographic factors on the positive and negative residents’ attitudes
on the impacts of tourism, we performed Principal Component
Analysis. An insight into the correlation matrix revealed many
coefficients of 0.3 and more. The value of Kaiser-Meyer-Olkin is
0.932, which is significantly above the recommended value of 0.6
(Kaiser, 1970, 1974). Bartlett's (1954) sphericity test is statistically
significant (p <0.05) which will say that PCA is statistically justified
and relevant (Table 4).
Three components with values over 1 have been singled out by
PCA, which explain 32.698%, 16.035% and 4.508% (total 53.240%).
Insight into the scree plot a clear fracture point behind the second
component was identified, so it was decided to keep only two
components (Cattell, 1966). These two components describe
48.732% of the variance, which is a solid result. There is a weak
correlation between these two components (see table). The attitudes
that belong to Components 1 and 2 are bolded in the next table.
Table 4. Principal Component Analysis - RESULTS
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity
Approx. Chi-Square

.932
8850.731
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df
Sig.

Positive attitudes - COMPONENT 1
I think that tourism has improved the
culture, knowledge and skills of the
local population
I believe that the tourism industry has
improved the quality of life and
increased the trade in my region
Tourism encourages social and
cultural activities in my region
The development of tourism in my
region provides more opportunities for
the employment of residents
Tourists have positively influenced
our culture
The cultural advantages of tourism
outweigh the negative social impacts
Tourism is of great importance for the
regional economy
Had there been no tourism industry,
infrastructure and other facilities
would not improve in my region
The income of my region's residents
has increased due to tourism
The economic benefits of tourism
outweigh the negative consequences
Real estate prices in my city have
grown due to tourism and this is an
additional benefit for us
I think that it is necessary to open
more quality tourist and catering
facilities in order to attract more
tourists to my city
Residents have become more
ambitious in terms of money due
tourism industry
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Pattern Matrixa
Component
1
2
.759
-.024

253
0.000
Structure Matrix
Component
1
2
.766
-.239

.742

-.072

.763

-.283

.715

.030

.707

-.174

.709

.057

.693

-.145

.690

.033

.681

-.163

.672

-.040

.683

-.231

.645

.149

.603

-.035

.637

-.162

.683

-.343

.629

-.138

.669

-.317

.623

-.070

.643

-.247

.527

-.287

.608

-.437

.523

.177

.473

.028

.490

-.301

.576

-.440
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Negative attitudes – COMPONENT
-.076
-.859
2
I note that tourism leads to increased
crime and vandalism in my region
I suffer from overcrowding and
-.038
-.823
congestion by tourists
My region has become a target
-.022
-.813
destination for terrorists and gangs
Some health problems such as AIDS
-.010
-.808
have increased in the main tourist
season in my region.
The tourism industry in my region has
-.006
-.746
a negative impact on the environment
and has led to an increase in
excessive construction
Due to tourism, we are incorrectly
.047
-.717
exposed to the lack of electricity and
water in the peak of the season
The residents of my region will not
.013
-.643
enjoy / will not be happy if my region
attracts more tourists
Tourism has a negative impact on
.089
-.615
growth of prices during main tourist
season in my region
Ordinary residents (non-tourism
-.048
-.615
residents) can not benefit from the
tourism industry
Tourist institutions (business entities
.107
-.499
from tourism, hotel industry and
catering) should pay more taxes than
others
Component Correlation Matrix
Component
1
2
1
1.000
-.284
2
-.284
1.000
Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.

.169

-.838

.196

-.812

.210

-.807

.220

-.805

.206

-.745

.250

-.730

.195

-.647

.264

-.641

.127

-.602

.249

-.530

We note that the PCA has distinguished the positive and negative
residents’ attitudes on the impacts of tourism on the destination.
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Furthermore, starting from the assumption that demographic
characteristics influence the isolated components 1 and 2 and in trying
to prove hypothesis 2, we examined two regression models:
• Model 1: Positive attitudes toward the impact of tourism on the
destination depend on gender, age, status, education, resident’s
income, and whether they are engaged in tourism or not.
• Model 2: Negative attitudes toward the impacts of tourism on
the destination depend on gender, age, status, education, resident’s
income, and whether they are engaged in tourism or not.
The results of the analysis are presented in the Table 5. Both
models are statistically significant p <0.05, however correlation
coefficients show a poor correlation between attitudes and
demographic characteristics of residents. On the other hand, the value
of R2 (0.061 and 0.046) means that 6.1% variance and 4.6% variance
(10.7% in total) are explained to these models, which is not a good
result.

Model

R
.246a
.214a

1
2

Model
1

2

Regression
Residual
Total
Regression
Residual
Total
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Table 5. Regression Models - Results
Model Summaryb
R Square
Adjusted R
Std. Error of
Square
the Estimate
.061
.053
.97317089
.046
.038
.98078859
Sum of
Squares
51.892
803.108
855.000
39.270
815.730
855.000

ANOVAa
df
7
848
855
7
848
855
Coefficients

Mean Square

F

p

7.413
.947

7.827

.000b

5.610
.962

5.832

.000b
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Model

1

2

(Constant)
Gender
Age
Education

Unstandardized
Coefficients
B
Std. Error
.732
.298
.174
.071
.043
.069
-.071
.026

Standardized
Coefficients
Beta
.084
.028
-.093

Status

-.065

.052

-.058

Income
Are you
engaged in
tourism?
(Constant)

.086
-.406

.034
.079

.088
-.174

-1.042

.300

Gender
Age
Education
Status
Income

.121
.233
-.018
.023
-.063

.071
.070
.026
.053
.035

.058
.154
-.023
.020
-.064

Are you
engaged in
tourism?

.279

.079

.120

t

Sig.

2.457
2.458
.617
2.732
1.234
2.498
5.153

.014
.014
.538
.006

3.472
1.696
3.350
-.679
.432
1.808
3.523

.001

Source: SPSS Output
Analyzing the coefficients individually, it is noticed that all the
proposed coefficients are statistically significant. In the first model,
statistically significant coefficients are gender, education, income,
whether are you engaged in tourism or not. In the second model,
statistically significant coefficients are only age and whether are you
engaged in tourism or not (p <0.05).
From the complete analysis, we conclude that the attitudes of the
residents toward the impacts of tourism cannot be brought in
conjunction with all their demographic characteristics. The tested
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models, although statistically significant, do not explain more than
50% of the variance, so we cannot confirm them as relevant. Our
hypothesis that ‘’Residents' attitudes (positive and negative) towards
the impact of tourism in Montenegro depend on their demographic
characteristics such as age, gender, education, income, employment
status and their work. "is rejected.
The findings of our analysis correlate with previous research
(Almeida - Garcia et al., 2016; Ribeiro, 2017). This means that the
attitudes of the residents, in general, do not depend on gender and age
but depend on the place of residence (region). Furthermore, our
analysis did not lead to the conclusion that older respondents have a
more positive attitude compared to young people (Huh, Vogt, 2008;
Almeida-Garcia et.al, 2016). In contrast, in the case of Montenegro,
negative attitudes toward the impact of tourism are more present
among the older population (51-65 years). Our results show that the
positive attitudes of residents toward the impacts of tourism depend
on income, but the size of the impact is low. This finding is partially
correlated with the findings of Kuvan and Akan (2005) and Kim et al.
(2013). Similar are the findings regarding the effects of occupation
on the attitudes of residents previously made by Kuvan and Akan
(2005). Likewise, the views of the residents do not depend largely on
their education, as it is the case in the research carried out by
Almeida-Garcia et al. (2016).
CONCLUSION
The impacts of tourism are extremely difficult to measure,
especially socio-cultural and environmental. The examination of the
attitudes of the residents is the starting point for future planning and
measuring the effects of tourism, for making strategic decisions and
for the tourism development plans implementation plans (AlmeidaGarcia et al, 2015, 2016, Hanafiah et al., 2013). The main conclusion
of our research is that the residents of Montenegro are light to
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moderate satisfied with the current development of tourism, and that
their attitudes (positive and negative) toward the impacts of tourism
on the destination do not depend largely on gender, age, education,
status, income, whether they are engaged in tourism or not. Findings
have confirmed the existence of the impact of demographic
characteristics on the residents' attitudes, but these links are not as
significant as in previous similar researches.
This paper presents the starting point for future research. If we
consider that this is the first relevant scientific study that examines
the residents’ attitudes toward the impacts of tourism, there is enough
space for future research and upgrades. Our recommendation for
future research is to expand the sample, to conduct the survey by
cities, not by regions, to improve the questionnaire in order to that all
positive and negative impacts of tourism are covered. The research
can be expanded in order to examine the attitudes of the residents
toward current destination management, as Kuvan and Akan did
(2005), but also to incorporate a couple of psychological questions in
order to determine the level of personal life satisfaction and examine
its impacts on the attitudes of residents toward impacts of tourism
(Rivera, Croes, Lee 2016; Bimonte, Faralla, 2016). The degree of life
satisfaction can essentially influence the findings of the research, so
this factor should be included. These are also the main limitations of
this research. These findings can also be used to measure the
destination life cycle using the Butler's or Irridex model, which we
have not done in this paper.
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This paper investigates the value of empathy in Tourism Industry, by
presenting arguments about a human-cented approach of hospitality in
business. "Empathy” is defined as an individual's ability to “see” the facts
from another person’s perspective while maintaining emotional control. The
role of empathy in interpersonal relationships is presented, followed by the
application of empathetic behaviour in several service-oriented industries
and focusing on tourism market. Some evaluation techniques and tools are
presented and certain conclusions are extracted as far as the utilization of
this nuence of emotional intelligence is concerned. A lot of research work
must be done, mainly in field, for further investigation of this relatively new
topic on business service research.
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INTRODUCTION
Empathy, as a topic in interpersonal relationships, is relatively
new. Available literature is significant but not abundant. Empathy is
considered as a major communicative skill, whether inherent or
taught. It can crucially effect the experience and thus the outcome of
the interaction between a service provider and a customer. Although
tourism industry is flourishing, it is an extremely competitive market,
especially in the East Mediterranean area. Under this point of view,
bettter tourist experience can make the difference among competitors
and can contribute to creation and maintainance of a satisfied and
loyal costumer background.

MANIFESTATIONS OF EMPATHY
The nuences of the term
Empathy derives from the Old Greek word “empatheia”, i.e. em
(in) and pathos (suffering). The term was first used by German
scholars in the form of the equivalent German “Einfuhlung, i.e. in
feeling (2). The corresponding Greek term, passed into the English
vocabulary as “empathy”. As the etymology indicates, empathy
describes the individual's ability to feel someone else’s feelings. Since
this definition is not strictly framed, we could state that empathy is
also a person's ability to “see the world through someone else’s eyes”
(1, 2), “put oneself into another’s shoes” (2), understand someone
else’s point of view (4), or to experience the feelings of someone
else's emotions. The other person could be a person who receives our
services (a client, a patience, a friend). The term could also be used
for circumstances of feelings and self-awareness. Other researchers
may define empathy as the participation in someone else’s emotional
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experience (3) or as the ability to fully understand someone else’s
personality (3).
It is of major importance for people involved in tourism to use
correct and proper vocabulary and terminology, in order to make the
valuable extracted information utilizable. A vocabulary of emotions
could facilitate the verbal “description” and thus “communication” of
empathy (5).
Under the aspect of examining terminology, it is useful to
underline that the concept of empathy resembles the term sympathy.
There are some significant differences though. For instance,
sympathy is described as an emotion triggered by someone else’s
suffering (2). A more descriptive definition is provided as the ability
to understand someone else’s thought (5). Empathy is not an emotion,
but rather a skill and a behaviour towards others (or towards
ourselves).
There is no doubt that individuals with strong emotional
sensitivity are more likely to exhibit empathic behaviour under given
circumstances. However, most scholars state that empathic behaviour
can be taught. According to a research, learning of empathy can be
traced back to infant age. An infant that watches his/her mother’s
reaction to a specific emotion, for instance tears of sorrow, can mimic
the behaviour (crying) and consequently the emotion itself (3).

Empathy and Emotional Intelligence
Emotional Intelligent is defined as the person's ability to
understand someone else’s or his/her own emotions and to express
them in a productive manner (2). It can be quantified by using the
Emotional Intelligence Quotient (EQ), as a corresponding index to IQ
(Intelligence Quotient). Those two types of Intelligence are not alike.
Higher Emotional Intelligence is typically related to better social
skills, higher self-awareness, better handling of emotions, and in
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some cases higher professional performance. Empathy is a major skill
of a person with high Emotional Intelligence.
Over the recent decades, the popularity of empathy as a concept,
could be considered as a sign that human interaction should be
approached from a different point of view, as empathy could be
applied in Education, in Health care and of course in Business.

Empathy in education
Empathic behaviour can be involved in education system as a
teaching tool for teachers, as a tool for improving student
relationships and as a necessary taught skill for the adult life.
Every student is an individual with a unique personality that is
shaped by specific present and past experiences, beliefs, treats etc.
Thus, the empathic skills of teaching personnel can personalize the
teaching procedure improving the teaching experience and rising the
performance of both personnel and student.
Also, several techniques of teaching empathy, could help
students to acquire high self awareness and help them successfully
cope with common school problems, such as bullying (5). As a taught
skill, empathy can offer a student's dramatically higher social
performance (creating and handling interpersonal relationships,
sexual life etc). This skill can be taught through several ways and
techniques (2, 5) and can support the individual both as a minor and
as an adult.

Empathy in health care
Healthcare industry is a field, where interpersonal relationship
between service provider (doctor, nurses, auxiliary medical staff) and
service receiver (patient) can heavily influence the overall experience
and in some cases the outcome of therapeutic process. Empathy is a
necessary skill, especially in “sensitive” areas such as the Pediatric,
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Cardiological, Psychiatric, Artificial Kidney Unit, and Emergency
Department of a Hospital (4). Research also reveals that health care
professionals exhibiting high empathy, suffer less from burnout
syndrome (4) and they consequently provide better services. The
improved experience of the patients due to empathic behaviour of
service providers, decrease the tendency of the former to continue
seeking satisfying services inside the National healthcare system, thus
lowering the overall healthcare cost in national or regional level.

EMPATHY AS A SKILL IN BUSINESS DEVELOPMENT
Examining emotional parameters in Tourism Industry
Administration
Empathy was been brought to business’s attention as a tool that
could increase sales and improve costumer satisfaction. Since
building solid and long lasting relationships with costumers is among
the main priorities of companies, much more important than sales
numbers, empathy as a tool has become an important topic. Beyond
costumer satisfaction, empathic behaviour can have a major impact
in working environment experience and thus to the overall
performance of a corporation.
Tourism Industry is among the most important income resources
for several countries. In regional level, it may be the main income
resource. At its most fundamental type, tourism industry provides
limited services, mainly related with sightseeing and scenic places.
Modern-day tourism is a broad industry, where numerous of services
can be provided. It includes recreational tourism, cultural tourism,
sport tourism, medical tourism, religious tourism, academic tourism
and numerous of other categories and subcategories.

123

Manola Maria & Papagrigoriou Aristeidis

The impact of empathy on tourists
Empathy in tourism can be applied in two levels. As a tool for
solving problems and overcoming obstacles while the client
consumes the service and as a feedback- extraction tool for further
investigation of costumers desires, additional services and
improvement of the product. The present paper focuses mainly on the
first application.
Given the broad nature of available tourism industry product and
the promotional agenda of the industry, a tourist (or a potential
tourist) can be an individual with a broad spectrum of identities. It can
be a single person, a couple or a family, an elderly, an outdoor activity
enthusiast, a professional athlete, a patient, a disabled person, a
foreigner, a person who is not familiar with the destination place’s
culture, an experienced traveller or not, someone from overseas or
another continent, someone from a hostile country, a scientist or
professional and many more. Thus, expectations on the ideal services
and overall consumer experience of each may vary. On the other
hand, tourism industry exists due to the occurrence of its leaders, such
as Managers or General Directors, who run institutions related to
tourism or even hotel establishments. The interaction between these
two major groups, tourists/customers /guests and leaders is inevitable.
Two factors of significant importance as far as the relationship
among individuals involved in leadership are concerned, are empathy
and trust (Wan Afezah Wan Abdul Rahman, 2016). Trust could be
considered as a parameter of empathy, as a result of an individual’s
ability to deeply experience the same feelings as others. Although
business industry is developed under a strict framework of rules,
according to which organizations and companies have to be guided
and shaped, genuine concern and compassion are tendencies
appearing in modern models of leadership.
Over recent years the bond between a business leader and an
employee has varied widely. In particular, hospitality and hotel
management can be examined as two fields, where the significance

124

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF
TOURISM
Volume 14, Number 2, pp. 119-133
UDC: 338.48+640(050)

of this bond can be detected, since the 3omes apparent by the leader
of the hotel establishment, namely the hotel manager, the hotelier or
the director, empathy could help him to adapt new, probably more
positive aspects of attitude towards his employees. Since the leader
of the hotel establishment is determined to upgrade his business
profile, he is willing to value the level of his employees’ satisfaction
in order to raise their motivation and their working performance. The
interference of empathy is crucial for this achievement, due to the fact
that empathy could be used as a “tool” for an honest, true and realistic
management and tourism industry. Via his intention to use his
emotions for achieving a mental communication with his employees,
even on a nonverbal base, the leader diminishes possible feelings of
stress, fear, subordination or lack of confidence of his working
personnel. Additionally, such a decision would diminish his own
possible negative characteristics, for instance the cruelness
originating from his leadership as well as his arrogance. By
establishing a trust culture in cases of hotel management and
generally in tourism, the leadership actually educates the personnel in
open, sincere and moral communication. Simultaneously, he
demonstrates an –apparently modern pattern of interaction among
employees. Thus, empathy and trust work on a dual base, both
between leaders and staff and among employees.
Although empathy is a term usually examined under a theoritical
perspective (6), an emperical approach could provide the reader with
valuable information concerning psychometric properties of
empathy. More specifically, leading personalities were selected to
participate in an online self-report research. The objective of the
survey was to use specific empathy scales and to compare these
quantities afterwards. 112 business leaders from the United States and
104 from Malaysia were selected to participate. Their companies
were related to stock exchanges, thus the participants had major
leading profiles. The results of the research were obtained via
Cronbach’s alpha test and ANOVA test and confirmed useful data.
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Of highest importance is the fact that empathy effectiveness
leadership does have reliability, in strong degree. The extend of
empathy was larger among the American leaders than among the
Malaysian leaders. In addition it would be of high significance to
emphasize on the fact that business leaders of young age presented
higher level of empathy in comparison to older managers.

The impact of empathy on service quality
Empathy is one of the five factors of SERVQUAL scale, a scale
that is used as a questionnaire by service consumers, among tangibles,
reliability, assurance and responsibility (1,3). Empathy in tourism
industry could be quantatively evaluated and it can be related to
certain measured research data. Empathy can be actually “measured”
using “units” that vary depending on the proposed technique. Usually
some form of questionnaire is used. Literature reports several types,
such as Progressive Empathic Sorting Model (1), the Jefferson Scale
of Physicians Empathy-Health Professions (JSPEHP) (4) and other.
Same or equivalent tools can be used for teaching empathy, in
education system or in staff training and consulting scheme.
The impact having on consumer experience may be explained via
certain common case instances.
Supposing that a tourist lives in a hotel experiencing unpleasant
noises from a nearby room, heading to the staff mentioning the
problem. An empathic staff would focus on positioning
himself/herself in the situation of the guest. He/she should exhibit
understanding of the problem, feel the negative emotions and of
course acting in a way that would eliminate the problem.
Simultaneously, the staff should use the appropriate vocabulary that
is adequate for transmitting the empathic message to the guest. At the
end of this intercourse, the tourist will have end up with a solution of
his/her problem, partial or complete depending on the problem itself,
but most important will have experienced a high service quality and
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a high level of satisfaction, since his/her demand has been heard and
a high amount of energy and effort has been put on it by the staff. The
major outcome is the creation of a “bond” between the client and the
service provider/company (the hotel in our case), that is also a part of
the hotel brand itself.
Hearing is a major function in interpersonal relationships. It is
also an essential tool of communication (2). In case of empathic
behavior, hearing can be used for monitoring purposes as a “data”
mining tool. It enables the extraction of information that is partially
rational and partially emotional. The service receiver must hear
carefully what the client says and try to “see behind the lines”.
The positive outcome in this simple case study can be
exaggerated, if the hotel is replaced by a more personalized service
provider, such as a tourist operator. Let’s alter the above scenario and
replace the hotel tenant by a group of sport or outdoor enthusiasts and
the hotel by a tourist operator that offers sports and outdoors
activities. These activities could be hiking, biking, water sports in sea
or river, outdoor or indoor cardio classes, outdoor meditation and so
on. Let’s also assume that some of the tourists are exposed in such
activities for the first time and they are reluctant. Empathic behavior
in this case can act in three levels. As a tool for sincere approach of
reluctant customers, as a tool for creating a “bond” between the staff
and the clients and as a tool for extracting feedback for further
improvement or modification of the provided services. Empathic
behavior, high social engagement and “Team spirit” are the main
topics in these group activities, since the major cause of these services
is the recreation and not competency and athletic performance.
In case of professional athletes, the demands and the expectations
of service receivers are quite different. In this case, the tourist is a
professional who is visiting the place to participate to a sports event
and he/she has very high demands and very high sensitivity in
changes (3). Thus, service experience can have a significant impact
on his/her athletic performance. Although in some cases the athlete is
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a member of a group and is accompanied by a support team
(managers, trainers, doctors, physiotherapists, psychologists,
translators etc), cultural or physical body shock may be present (3).
In this case, empathic behavior of the staff is essential part of an
overall professional attitude and service.
Let assume that a group of professional athletes travels overseas
and reach their destination after a long flight. Let also assume that the
climate is significantly different than the one in the location of origin.
Also, there are some major cultural differences and maybe a hostility
among the country of origin and the country of destination. Cultural
differences can even include cuisine and available edible matter. The
challenges an athlete may confront in this scenario are various and
demand delicate handling. Empathy is among the essential skills of
the staff that could result successful handling of the rising issues.

FUTURE PERSPECTIVE: EMPATHY TOUGH BY
EMOTIONALLY INTELLIGENT INSTRUCTORS
Empathy can be inherent or can be taught. Teaching empathic
behavior is a process that can take place in school classes or as part
of a corporation training scheme for professionals. There are several
reports in literature on teaching methods. Most of them are variations
or include some role play procedure.
Educational programs of modern schools do not involve any
emotional intelligence course, at least in a clear and distinctive way.
They are focused on providing knowledge and competency instead
(2), ignoring the positive impact of emotional and social “training”
on everyday life, on mental health and on the overall growing of
students.
A research propose as a methodology for children’s emotional
education, the following pattern (2): Awareness regarding student’s
feelings, recognition, hearing with empathy and confirm student’s
feelings, help student to name his/her feelings, setting limits while
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helping to explore strategies for problem solving, recognition and
setting targets, thoughts on possible solutions, assessment of
proposed solutions on the basis of family values, Helping the student
to choose a solution.
Other researchers (5) propose that empathy training should
initiate with an introduction on emotional vocabulary, ie the words
that can be used for describing and naming precisely each emotion an
individual can experience. This step can help students to acquire self
awareness of their emotions as they experiencing them. Thus, they
can apply this ability on other people’s emotions. Another important
step is the understanding on differences between emotions and
thoughts. Thoughts are ideas whereas emotions are feelings. They can
be both expressed through speech using sentences, but the necessary
vocabulary in each case is different.
Role reversal exercises can also be used as a teaching technique
(5). Students can talk about themselves answering questions made by
another student. The latter tries to repeat/describe this information.
The accuracy of the latter student can be used as an index of his/her
empathic skill. Then, these two students reverse roles and the process
takes place again. In a variation of this technique, personal
information can be replaced by a personal story (a real event or a
desire). A student talks about a real event that happened or a desire
he/she has. Another student speaks at the same time, supplementary,
adding emotional vocabulary in the sentences. The former student,
corrects or not the latter. Again, accuracy is used as an index of
empathic skill.
The objectives of these techniques is acquiring and improving
the skill of empathy and also to train individuals putting aside their
own thoughts and emotions and focus on someone else’s thoughts and
emotions. Similar role play techniques can be applied for giving an
emotional insight of bullying behaviour (5). In such a technique, three
students play the role of a bully, a victim and an observer respectively.
Then, the students switch roles and they finally describe their
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experience. Bully can be also replaced by an individual that we see as
an “enemy” and the surprising information we get (as part of the role
play) about his/her harsh life give us a more empathic explanation on
his/her hostile behaviour and a desire of “forgiveness” towards
him/her.
Other scholars propose psychodrama as a basis for emotional
training techniques (1).
The above techniques can be easily adapted for use on adults as
part of a professional training scheme.

Neuroscience and Empathy
Empathy is the capacity to understand or feel what another
person is experiencing from within their frame of reference, that is,
the capacity to place oneself in another's position. (7)
Theory of mind is the ability to attribute mental states — beliefs,
intents, desires, emotions, knowledge, etc. — to oneself, and to
others, and to understand that others have beliefs, desires, intentions,
and perspectives that are different from one's own. (8)
Theory of mind is crucial for everyday human social interactions
and is used when analyzing, judging, and inferring others' behaviors.
(9)
Much evidence is accumulating that we automatically simulate
the internal experiences of others, and that this simulation contributes
to both empathy and theory of mind. (10) Recent studies have shown
that even newborns from the age of forty- two minutes to seventy-two
hours can imitate facial expressions accurately. (11), (12)
The ability to imitate must be innate. (13)
Some facts and highlights concerning the neuroscience of
empathy are:
• Empathy for pain requires simulation via networks involved
in experienced pain.
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•

Distinct networks support empathy for distinct phenomena
like pain, pleasure, and suffering.
• Activity in these networks or in mentalizing networks can
promote empathic concern.
• Empathy and concern rely on subcortical structures shared
across social species.
Individuals vary widely in both their empathic abilities and
empathic proclivities. (14).

RESULTS
There is no doubt that individuals who participated in some sort
of emotional intelligence or social training show higher performance
on empathic behaviour and thus, can provide high quality of services
when they properly use empathy.
In some industries, such as healthcare, empathic behaviour of
staff can be intentional without any relevant training.
Researches on healthcare professionals (doctors, nurses and
auxiliary personnel), have also shown that those who had more years
of service had higher empathy performance than juniors (4).
Gender has also an impact on empathic behaviour. Women have
higher score on empathy than men, a trend that is revealed in several
literature reports and can be attributed on inherent (biological) and
non-inherent (taught social roles) differences between the two
genders (4).
Department of hospital, ie the object of work, had also an impact
on empathy performance. In departments of high emotional demands,
such as Pediatric, Pathological, Cardiological, Psychiatric,
Emergencies etc, empathy performance was higher. This result
confirms the common belief that spontaneous empathic behaviour is
related to the identity of the service receiver (patient, student, tourist,
client, colleague etc.) and it co-exists with compassion.
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Other characteristics of individual such as age and marital status
do not seem to have much of an impact on empathic behaviour.
A research on tourism and travel management students showed
medium empathic tendency at this group. No significant correlation
of empathy performance and age, marital status and working
experience was found (1).

CONCLUSIONS
Empathy is a social and emotional skill that can be inherent or
can be taught. It can be applied in several industries as a tool to
improve the provided services. In tourism industry can make the
difference among competitors, due to its positive impact on the
overall client experience. Several researches on this topic are
available, but a lot of research needs to be done in field and more
statistic data to be extracted and trends to be revealed .
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The study examined the influence of tourism motivation factors on livelihood
strategies of host people. The study area was Osun State. One tourism festival
specific town from each of the three senatorial districts was purposively selected
based on highest patronage and most famous. Egungun festival - Iwo (July, 2018),
Osun Osogbo festival - Osogbo (August, 2018), and Baba funfun festival - ImesiIle (April, 2018) from Osun West, Central, and East Senatorial Districts
respectively. Purposive sampling technique was used to select four hundred and
fifty respondents, one hundred and fifty each from each festival. The results
revealed that there is significant difference in the abilities of push and pull factors
on livelihood strategies of the host people (t = 41.901, p<0.05). The results also
showed significant relationships between push factors (relaxation (r = 0.2330),
economic power (r = 0.4238), prestige/caste (r = 0.3748), and worship (r = 0.1484)
while the same position was observed on pull factors (clement weather (r = 0.3112),
pristine culture (r = 0.3660), adventure (r = 0.3348), journey thrill (r = 0.2437),
scenery (r = 0.2912), entertainments (r = 0.3712), cuisines (r = 0.2731), souvenirs
(r = 0.4111). However, family ties (r = -0.2679) showed negative significant
correlation. Regression coefficients of six pull factors; clement weather (b = 1.311),
3©
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pristine culture (b = 1.389), adventure (b = 1.707), entertainments (b = 1.252),
cuisines (b = 1.792), souvenirs (b = 1.6731) and three push factors (official
obligation (b = -0.3138), prestige/caste (b = 1.509), relaxation/fun (b = 1.655))
significantly contributed to the unit change in livelihood strategies of the host
people. The study concluded that tourism motivation factors contributed to
livelihood strategies of the host people. It was recommended that stakeholders
should reinforce the facilities in both tangible and intangible terms to accommodate
the urge of tourists and even expand the need threshold for improved patronage
that will translate to more livelihood strategies for the teeming host population.

Keywords: Tourism, livelihood strategies, tourism motivation, rural
households, livelihoods.

INTRODUCTION
People engage in different degrees of job activities to enhance
living. According to one African parlance; work is the antidote for
poverty. The economic engagements of people have multifactorial
implications from skill possession, level of education, social
influence, and most importantly, environment. The rural areas are
endowed with pristine environment with arrays of pull motivations
that can positively command the push feelings of yenning individuals.
Livelihood is a basic need to living which requires strategy as a
component of sustainable livelihood. Livelihood comprises the
capabilities, assets and activities required as means of living. A
livelihood is sustainable when it can cope with and recover from
stresses and shocks and maintain or enhance its capabilities and assets
both now and in the future, while not undermining the natural
resource base’ (Carney, 1998). Rural people have complex livelihood
strategies (due to multiple land uses and diversification of risks across
several activities) which are affected by tourism in many different
ways, positively and negatively, directly and indirectly (Ashley, &
Hussein, 2000).
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Sustainable Livelihood (SL) is a development concept beyond
the conventional definitions and approaches to poverty eradication.
The concept identifies and defines critical phenomenon toward
livelihoods. The approach gives a comprehensive springboard for the
analysis and assessment of poverty vis avis livelihoods. It considers
vital aspects of poverty such as vulnerability and social exclusion. It
is now recognized that more attention must be paid to the various
factors and processes which either constrain or enhance poor people’s
ability to make a living in an economically, ecologically, and socially
sustainable manner. The SL Approach offers the prospects of a more
coherent and integrated approach understanding poverty.
Tourism has been acknowledged as one of the strongest and most
veritable economic and social phenomena. The reasons for engaging
in tourism are multifaceted, ranging from adventure, festivals,
scenery, journey thrills, pristine rurality, clement weather,
entertainment, and cuisine among others. On the other hand, succumb
to the available assets that constitute attractions are often driven by
some instinct to fulfil certain psychological urge which includes;
prestige, education, fatigue, nostalgia, official obligation, affordance,
worship, and boredom. The benefits of tourism can be wide ranging,
through benefits to the economy, social life for people living in
destinations as well as personal benefits to tourists. These tourism
benefits have been found to include: rest and recuperation from work;
provision of new experiences lading to a broadening of horizons and
the opportunity for learning and intercultural communication;
promotion of peace and understanding; personal and social
development; visiting friends and relatives; religious pilgrimage and
health (Dann, 1977).
From observation, studies on environmental income in rural
livelihoods are increasing; however, they have yet to be widely
included in rural income and livelihood studies and, if they are
available, high quality of environmental income data is considered
too difficult and costly to obtain (Angelsen, Larsen, Lund, Smith-
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Hall, & Wunder, 2011). A similar observation can be found in the
study of Mamo, Sjaastad, and Vedeld (2007), which indicated that
poverty surveys in developing countries normally omit information
about environmental resources which includes tourism resources.
Tourism is often not usually captured in most studies on
environmental resources. Understanding travel motivations is a
strategic approach to further assist destination planners to understand
changing patterns of travellers’ behaviours and ways these changes
have evolved over time (Yousaf, Amin, & Santos, 2018); and how
these essentially translate to livelihood for the host population. The
study therefore, aims at examining the effect of tourism motivation
on livelihood strategies among rural households to fill the gap in
literature.
LIVELIHOOD STRATEGIES IN RURAL AREAS
Agriculture is a common activity for virtually all rural households,
never a sole activity for any. The livelihood strategies of rural
households vary enormously, but a common strategy is for household
members to undertake a range of activities which each in some way
contributes to part of household need fulfilment. Most households
rely on a range of natural resource uses, and on off-farm income from
employment or remittances. Diversified strategies are essential in
Nigeria considering the experience farmers often go through during
off season period. Farming in both crops and livestock is considerably
seasonal in Nigeria. Tourism in its nature fits into the off season
period hence; could offer some useful engagement that bring in new
activities for destination people.
Tourism Development In Rural Nigeria
The rural areas have been recognised as the hub of tourism
assets. From all spheres and indications, tourism is now
acknowledged as an economy linchpin that could be seized to support
oil and agriculture considering its versatile role in employment
generation and livelihoods especially in rural areas. According to
UNTWO (2017), a good number of African countries have bought
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into tourism for foreign direct investment into key economic driver
for many destinations, promoting income growth and job creation in
local economies. Nigeria is not left out in this drive. All the resources
in the rural communities are critical to tourism undertakings. In spite
of the clement weather that characterised rural areas in Nigeria, the
hospitable nature borne out of communal family system ties, pristine
culture that is often craved by saturated urban dwellers place the rural
community at advantage of tourism enabling. Land as an important
factor of production is equally germane for tourism development.
Land is one of the blessings the rural areas enjoy far better than urban
communities. The serenity that is coveted by city hustlers is a lifestyle
in the rural areas. Rolling lull from natural and undistorted vegetation
give the rural areas the feeling of tranquillity that is hard to come by
in any metropolis. Abundant inherent potentials of physical and
human capitals qualify rural areas for sustainable tourism venture.
Tourism is often patronised by urbanites who work round the clock
for a season and require a ‘‘silly season’’ for recreation and relaxation
to refresh. The rural are possess all attributes that are seemingly
opposite to cities. It is of great complimentary purpose for urban
dwellers as place of rest. In the bid of resting against the next
production or business season, rural areas become the destination for
deserving tourists. So, the development of tourism in the rural areas
is like filling a gap in the calendar of the metropolis. This in turn
create a business enablement for rural populace who are often
confronted with single occupational syndrome. In conclusion, the
relationship between rural and urban become complimentary and
symbiotic with the concept of tourism.
According to Orekoya (2018), the downturn in nation’s
economies has made government to turn to tourism to stimulate
development. Critical analysis of the rural areas revealed several rich
tourist sites; Osun-Osogbo Sacred Groove in Osogbo, Egungun
festivals in Iwo, Ede, and most towns in Southwestern Nigeria, Baba
Funfun in Imesi – Ile and Oke- Imesi, Olumo Rock, Mambilla
Plateau, Oguta Lake, and Ikogosi Warm Spring, Ojude Oba Festival,
Argungu Festival, Eyo Festival, and Calabar Carnival among others.
On different occasions, the diversity of the country has posed threats
to her peaceful coexistence. In tourism context, the richness and
diversity of Nigeria’s culture have always been cited as strong reason
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why tourism should be a major foreign exchange earner for the
country (Nwanne, 2017). From east to west, from north down south,
the country is naturally endowed with rich tourist sites. Every state
prides itself in outstanding and unique attractions. Sidarta (2002) in
his research found that the development of tourism affects the lives
of people around attractions including aspects of livelihood and
income. Kolawole (2017) identified ecotourism, cultural tourism, and
heritage tourism as veritable to development.
Theory Of Push And Pull Motivations
The push/pull model is accepted by many researchers (Dann,
1977; 1981; Jang, & Cai, 2002; Hsu, & Lam, 2003). Push factors are
defined as internal motives or forces that cause tourists to seek
activities to satisfy needs, while pull factors are destination generated
forces and the knowledge that tourists hold about a destination. Most
push factors are intrinsic motivators, such as the desire for escape,
rest and relaxation, prestige, health and fitness, adventure and social
interaction. The push and pull theory of motivations proposed by
Dann (1977) is a widely accepted theoretical framework in tourism
research. According to Dann (1977), multiple factors motivate
tourists and/or travellers to visit particular places or destinations, but
these factors can be categorised as either push or pull motivations.
Dann (1977) grouped tourists’ characteristics into two; anomie and
ego-enhancement. The classification is based on age, marital status,
gender, affordance status, residence status, and tour status. From the
point of view of Dann’s theory, examination of ‘push’ factors is
logical and often temporally an antecedent to ‘pull’ factors.
Moreover, he argued that the question of ‘what makes tourists travel’
can only relate to the ‘push’ factors, as this question is devoid of
destination or value content requirements of ‘pull’ factors. Dann’s
theory assumed that both the anomie and ego-enhancement attributes
were from ‘push’ factors. The theoretical framework was a
continuum, with anomie and ego-enhancement as the polar
coordinates. Meanwhile, a good number of studies on tourism
motivation corroborated Dann’s theory of motivation. Todorovic and
Jovicic (2016) posited that the core reason for going on holidays is
that individuals look for a break from usual schedule and settings that
allow for relaxation and less mental fatigue. Push motivation is an
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indicator of destination loyalty (Yoon, & Uysal, 2005), which has
strong marketing implications. Another study identified social
interaction,
self-improvement,
variety
seeking,
logistics
(organization and location of destination) of travel, products offered
on-site, knowledge expansion, adventure, and travel attractions as
motivations for tourists to attend a wine festival (Rivera, Chandler, &
Winslow, 2009). The most common travel motives are sightseeing
and culture (80%), city break (47%) and visiting friends and relatives
(44%) (Tourism Research and Marketing, 2013).
OBJECTIVES OF THE STUDY
I.
II.
III.

Identify personal factors of respondents and livelihood
strategies among rural households
Assess the effect of push and pull motivations on
livelihood strategies
Examine the influence of tourism motivation factors on
livelihood strategies of host people.

HYPOTHESES
I.
II.

There is no significant relationship between tourism
motivation factors and livelihood strategies
There is no significant difference between push and pull
factors on livelihood strategies.

METHODOLOGY
The area of the study was Osun State, Southwestern Nigeria. One
tourism festival specific town from each of the three senatorial
districts was purposively selected based on highest patronage and
most famous. Egungun festival - Iwo (July, 2018), Osun Osogbo
festival - Osogbo (August, 2018), and Baba funfun festival - ImesiIle (April, 2018) from Osun West, Central, and East Senatorial
Districts respectively. Purposive sampling technique was used to
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select four hundred and fifty respondents, one hundred and fifty each
from each festival. The inclusion criteria used for selection were:
i. must have travelled to the destination,
ii. having the festival as the primary goal of being in town.
The study employed interview guided questionnaire as the
instrument for data collection. The sections in the questionnaire
included; tourist specifics based on push and pull factors of
motivation, and observations on host people which relate to the
livelihood activities towards the push and pull motives. Push factors,
which were origin-related and intangible desires of individual
travellers, consisted of 25 items and grouped into eight dimensions.
Likewise, 26 pull motive items, which were the external forces of
destination attributes in the three festivals put together, while
statements on activities of host people towards offers for satisfying
and meeting up the motivations were 10. The push and pull items
were assessed using a 5-point Likert scale from 5 = very important to
1 = not important at all, while livelihood strategies as observed by
tourists were assessed using a 5-point Likert scale from 5 = Strongly
agreed to 1 = strongly disagreed. The questionnaires were well guided
and monitored for completeness, hence, 450 copies recovered. The
study employed the tourists to reconstruct experiences in relation to
livelihood engagements of the host people. Data were collected from
an insider as opposed to an outsider’s perspective. Reliability test was
conducted, and the results of Cronbach’s Alpha was 0.871. While the
test re-test was 0.833.
RESULTS AND DISCUSSION
Table 1: Personal characteristics of respondents
Variables
Gender
Male
Female
Age in years
<20
20-30
31-40
41-50

Frequency

Percentage

314
136

69.78
30.22

61
102
104
43

13.56
22.67
23.11
09.56
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51-60
59
>60
81
Marital Status
Single
287
Married
106
Others
57
Tour experience
First time
108
Second time
133
Third time
135
More than 3 times
28
Income in Naira
<30000
243
30000 – 50000
112
51000 – 100000
38
>100000
57
Consideration for ‘‘Call back’’
Yes
285
No
165
Consideration for ‘‘referral’’
Yes
316
No
134

13.11
18.00
63.78
23.56
12.67
24.00
29.56
30.00
06.22
54.00
24.89
08.44
12.27
63.33
36.67
70.22
29.78

PERSONAL CHARACTERISTICS OF RESPONDENTS
Table 1 showed the personal characteristics of the respondents.
The results showed that 69.78% were males while the remaining were
females (30.22%). More males than females engage in tourism,
especially festivals. The respondents whose age was less than 20
years were 13.56%, those above 60 years were 18.0%, while those
from 20 years to sixty years were 68.44%. Tourism patronage is slim
among people under 20 years and people over 60 years. Majority
(63.78%) were single, married (23.56%), and the remaining 12.67%
fell under others which may be widowed, separated, or divorced.
More single people engage in tourism than those married, this could
be due to family obligations. Respondents’ tour status showed those
who were first timers (24.0%), second timers (29.56%), third timers
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(30.0%), and more than 3 times (06.22%). Income of respondents
showed majority (54.0%) of the tourists at the festival earned less than
the Nigerian newly approved minimum wage, N30000. About one
quarter earned between N30000 and N50000, another 8.44% earned
N51000 to N100000, while, the remaining 12.27% earned above
N100000. More than half of the tourists were earning less than the
newly approved minimum wage that is about to be implemented.
Over half of the respondents agreed to consideration for ‘’call back’’
(63.33%), the remaining 36.67% disagreed to call back. Majority
(70.22%) ticked ‘‘Yes’’ to referral, the remaining 29.73% ticked
‘’No’’. The study confirmed Dann (1977) that, based push and pull
factors on age, marital status, gender, and tour status
Table 2: Livelihood strategies of the host people observed by
respondents

Livelihood strategies

Mean

Accommodation
Food and beverage
Tour guiding
Transportation
Music
Food products
Fruits and vegetables
Photography
Fashion
Drumming
Dance
Artistries
Hair dressing
Shoe making
Farming
Others

3.72
4.10
2.95
3.79
2.79
2.11
2.78
1.63
2.40
3.30
2.64
4.12
1.11
1.36
2.33
2.08

Standard
deviation
0.63
0.95
0.63
0.84
0.71
0.87
1.03
0.84
0.83
0.89
0.89
0.81
0.71
0.73
0.83
0.87

Rank
4
2
6
3
7
12
8
14
10
5
9
1
16
15
11
13

LIVELIHOOD STRATEGIES OF THE HOST PEOPLE
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From Table 2, artistries(x = 4.12) ranked first among the observed
livelihood strategies of the host people by the tourists. Artistries
referred to any product of art or innovation that were on sale during
the festivals. These included; caps, handkerchiefs, bandana, vests,
head bands, hand bands/bangles, face caps, garlands, which in most
cases were bespoke for the occasion. Food and beverage (x = 4.10)
ranked second. These referred to victuals in and around the
destination. Transportation (x = 3.79) ranked third. The remaining
livelihood strategies observed by the respondents were
accommodation, (x = 3.72), drumming (x = 3.30), tour guiding (x =
2.95), and music (x = 2.79) were 4 th, 5th, 6th, and 7th respectively.
Table 3: Correlation and regression analyses of relationship
between tourism motivation and livelihood strategies
Variables
Correlation Coefficients
Push factors
Economic power
0.4238*
Official obligation
0.0209
Prestige/caste
0.3748*
Knowledge
-0.0147
Worship
0.1484*
Nostalgia
0.1336
Relaxation/fun
0.2330*
Fatigue/Boredom
0.1261
Pull factors
Clement weather
0.3112*
Pristine culture
0.3660*
Adventure
0.3348*
Journey thrill
0.2437*
Scenery
0.2912*
Entertainments
0.3712*
Cuisines
0.2731*
Family ties
-0.2679*
Souvenirs
0.4111*
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Regression Coefficients.

T-value

0.6619
-0.3138
0.3149
0.0414
-1.4389
-0.1267
0.9944
0.0684

1.854*
-0.848
1.509*
-0.051
-1.262
0.443
1.655*
0.123

0.4326
0.5901
0.1489
0.7134
0.6723
0.3471
0.1681
-6.7631
0.5672

1.311*
1.389*
1.707*
1.217
1.203
1.252*
1.792*
-0.111
1.6731*
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CONTRIBUTION OF PUSH AND PULL MOTIVATION
FACTORS TO LIVELIHOOD STRATEGIES OF THE HOST
PEOPLE
Table 3 showed the findings on correlation analysis of
motivation factors and livelihood strategies of host people showed
positive and significant relationships between push factors (relaxation
(r = 0.2330), economic power (r = 0.4238), prestige/caste (r =
0.3748), and worship (r = 0.1484) while the same position was
recorded on pull factors (Clement weather (r = 0.3112), Pristine
culture (r = 0.3660), Adventure (r = 0.3348), Journey thrill (r =
0.2437), Scenery (r = 0.2912), entertainments (r = 0.3712), cuisines
(r = 0.2731), souvenirs (r = 0.4111). Family ties (r = -0.2679) showed
negative but significant correlation. The results of regression analysis
in Table 3 also showed that the regression coefficients of three push
factors (official obligation (b = -0.3138), Prestige/caste (b = 1.509),
relaxation/fun (b = 1.655)) significantly contributed to the unit change
in livelihood strategies of the host people. The table further revealed
regression coefficients of five pull factors, clement weather (b =
1.311), pristine culture (b = 1.389), adventure (b = 1.707),
entertainments (b = 1.252), cuisines (b = 1.792), souvenirs (b =
1.6731) significantly contributed to the unit change in livelihood
strategies of host people. The finding is in agreement with Todorovic
and Jovicic (2016) that adduced relaxation as one of the reasons for
embarking on holidays. Rivera, Chandler, & Winslow, (2009) also
agreed with adventure as one of the pull factors craved for in a
destination by tourists. Tourism Research and Marketing (2013)
corroborated the finding that most common travel motives are
sightseeing and culture (80%), city break (47%) and visiting friends
and relatives (44%), which translate to pristine culture and scenery.

Tourism motivation

t-value

df

p-value

mean diff.

Rmk
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Push and
pull factors

41.901
0

444

0.000

10.091

S

DIFFERENCE BETWEEN TOURISM MOTIVATION
FACTORS AND LIVELIHOOD STRATEGIES OF HOST
PEOPLE
Table 4 showed the t-test analysis of the significant difference in
the possibility of push and pull motivations to translating to livelihood
strategies of the host people. The results revealed that there is
significant difference in the abilities of push factors and pull factors
on livelihood strategies of the host people (t = 41.901, p<0.05). The
implication of the findings is that pull factors are driven by push
factors and vis versa. The effect of each of push and pull factors are
complimentary hence, one causes the other to exist. The finding of
the study confirmed that travel motivations can further help
destination planners to understand changing patterns of travellers’
behaviours and ways these changes have evolved over time (Yousaf,
Amin, & Santos, 2018), hence the factors compliment.
CONCLUSION
The objectives of the study were to; identify personal factors of
respondents and livelihood strategies among host people, examine the
influence of tourism motivation factors on livelihood strategies of
host people, and assess the effect of push and pull motivations on
livelihood strategies. From the findings of the study, it was evident
that tourism motivation factors (push and pull) are contributed to the
livelihood of the host people. Push factors (relaxation, economic
power, prestige/caste, and worship) and pull factors (clement
weather, pristine culture, adventure, journey thrill, scenery,
entertainments, cuisines, and souvenirs) contributed to livelihood of
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the host people. It was also observed that the host people had a good
number of livelihood strategies available in the destinations. These
included; food and beverage, accommodation, tour guiding,
transportation, artistries, shoe making, hair dressing, fruits and
vegetables, food products, farming, photography, clothing,
drumming, dance, and music. Both push and pull factors were found
to offer complimentary services to both tourists and host people as the
existence of one makes the other thrive. The study further confirmed
the assumptions of Dann’s theory and established the complimentary
relationship between push and pull motivation factors.
RECOMMENDATION
From the findings, it was recommended that the tourism
stakeholders should focus on pull motivation factors. Improve the
facilities in both tangible and intangible terms to accommodate the
urge of tourists and even expand the need threshold for improved
patronage that will morph into more livelihood strategies for the
teeming host population. Control seems easier from destination
perspectives, hence, it will be useful to improve the destination
qualities which will in turn effect on the urge/need of the tourists.
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The development of transport infrastructure is a prerequisite and a fundamental
factor in tourism sector growth, as without the variety of transport means (i.e.
tourist transport by air, by water, on land) and modes (i.e. mass transportation,
independent means of travel) tourism industry would not be able to exist. In this
context, tourism embraces all the transport systems, from local transit systems to
global air connection among destinations. This paper discusses transport for
tourism issues with emphasis on practices observed in the rail, yacht and cruising
sectors. Policy implications are then thoroughly discussed to suggest a roadmap
for those working in the area.
Keywords:

transport, tourism, rail, yachting, cruising

4

INTRODUCTION
Transport is a complex activity, impacting the outcome of people
travelling and the main cause of the growth of tourism. Hence,
transportation expresses the primary intention to fulfill travelers’ needs,
that is, the sightseers to the genuine site where the travel industry
administrations are performed (Shah, 2019). Tourism development brings
significant benefits to the local economy that governments and local
authorities, as the responsible bodies who define the transport policy are
obligated to plan and maintain or/ and develop the current tourism
infrastructure, as well as to ensure and invest in improving road networks
and airport facilities, especially in destinations that have limited economic
opportunities other than tourism. Taking into consideration that the
accessibility of a tourist destination is mainly the outcome of price (in
absolute terms, as well as in comparison with competing destinations) and
time (i.e. travel time between points of origin and destination) (Holloway
& Humphreys, 2016), a further understanding of adequate transport links
to destinations is imperative to ensure and recognize that a range of
transportation means are often used in sequence by modern day travelers.
Land transport is often neglected in the view of transport and tourism,
although it is the predominant mode of travel for many domestic trips
(Page, 2003) in contrast to air transport that is the main mode for
international tourism, which normally entails travel over long distances
(Rodrigue, 2020), as well as the rapid air connections have already
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formulated a dominant market, which is raised by the early 1970s. The
share of air travel has increased from 46% in 2000 to 58% in 2018, while
land transport has decreased from 49% to 39% in the same period
(UNWTO, 2019).
Tourist transport on land covers a variety of distinct forms: car and
coach travelling and rail transport. Automobile transportation is important
in short distances as private means of transports (car, motorcycle etc.)
provide passengers with a new freedom of movement, increasing
opportunities to take day excursions as well as longer trips. Hence, travelers
decide the route and the length of the journey and avoid intermediate
transfers, in the sense that the whole trip, from door to door can be
achieved. Car travelling has long been favored over public transport, while
coach travelling referred to any form of publicly or privately operated road
service for travelers, other than local scheduled bus services (Holloway &
Humphreys, 2016). Coach travelling uses the same road networks as cars
(Rodrigue, 2020) and describes tour and excursion operations, private hire
services and transfers services from one destination to another, as well as
coach routes may be both domestic (i.e., short local tours and/ or local mass
tourism transportation) and international. In accordance with land
transportation, it can be noticed that some transport can form part of the
attraction of a destination because it can offer memorable experiences to
visitors, such as a rail journey on the Orient Express through Europe or the
Blue Train through the African countryside (Holloway & Humphreys,
2016). Over the decades, railways have been a part of the public transport
system, but, nowadays, are no longer considered the main mode of
transportation for tourist purposes. In fact, according to UNWTO (2019), it
is estimated that barely 2% of international tourist journeys use railways as
mode of transportation. Rail travel become more attractive for tourism
purposes, as the railways systems of several countries, notably in Europe,
massive investments for long-distance routes have been seen and highspeed services as well (Rodrigue, 2020).
Air travel contributed to the phenomenon of mass international tourism
(Holloway & Humphreys, 2016) and is by far the most effective transport
mode for international tourism, which normally entails travels over long
distances (Rodrigue, 2020). However, nowadays, the pandemic crisis and
the negative impacts of the spread of COVID-19 have negatively affected
the airline industry more severely than it has affected other sectors.
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According to IATA (2020), passenger demand evaporated as international
borders closed and countries locked down to prevent the spread of corona
virus and passenger revenues are expected to fall to $241 billion, in 2020
(down from $612 billion, in 2019).
Travelling by water may be considered as the synonymous of relaxing
holidays, as cruising requires the luxury of free time and historically
expressed a more expensive type of holiday than air travel. According to
Holloway & Humphreys (2016) water transport divided into five distinct
categories: line voyage shipping (i.e., port-to-port), cruise shipping, short
sea shipping (i.e., ferries), inland waterway and excursion vessels, and
privately chartered or owned pleasure craft. According to Cruise Lines
International Association [CLIA] (2019), the cruise industry continues to
grow throughout 2019, as 30 million passengers cruise globally, up 6%
from 28.2 million in 2018 and continues to make a positive impact on
communities around the globe by sustaining 1,108,676 jobs equaling $45,6
billion in wages and salaries and $134 billion total output worldwide in
2017. In Greece, line voyage shipping becomes a notable tourist industry,
as there are just 15 air terminals to serve 95 islands (Shah, 2019), while
cruise ships expressed another significant market segment for tourism.
Having the above in mind, this paper reviews practices in transport for
tourism focusing on rail and maritime transport. Section two discusses
issues related to rail transport and section three examines the role of the
cruise and yachting sectors. Section four then elaborates on policy
implications while section five summarizes and concludes.
RAIL TRANSPORT: IMPLICATIONS FOR TOURISM
Tourist trains whether heritage railways or ones of cultural, ecotourist
or other topical interest are in operation in several countries around the
world, offering dedicated tourist experiences to passengers / tourists and a
multitude of social and economic benefits to the regions and countries in
which they operate.
At the policy level, several countries show a certain tendency to
renovate the railway networks and coaches and to add all sorts of up-todate facilities like bars, accessibility options for people with mobility
problems, special services addressed for families with children as well as
technological perks such as free Wi-Fi the possibility of online ticket
issuing and booking and such. Moreover, many countries made the obvious

153

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 2 pp. 150-170
UDC: 338.48+640(050)

connection between railways and tourism and proceeded to maintain and
restore heritage lines which function as tourist attractions. Examples of this
tendency include the Carpathian tram, the Orient line connecting Paris to
Istanbul, the Diakopto – Kalavryta Rack Railway in Greece to name but a
few. In Greece, according to the Hellenic Railway Reconstruction Plan
(SAES, 2008), the responsibility for the construction and maintenance of
the railway lines is assigned exclusively to the company ERGOSE, while
the management of the trains and the transport projects is undertaken by
TRAINOSE. In relation to the tourist trains, TRAINOSE renovates and
secures the regular operation of three tourist lines, the Pelion historic train
(known as Mountzouris), the Diakopto – Kalavryta Rack Railway and the
line connecting Katakolo to Ancient Olympia.
Railway turned out to be a worldwide less expensive mode of transport
(Sampaio and Daychoum, 2017) especially when compared to other
transport options, as it holds a significant advantage over them in terms of
fuel consumption per unit transported. In addition, a positive aspect of its
future development lies in the fact that railway transport is set to follow
soon the example set by low-cost airlines. Corporate strategy of large
companies such as the French SNCF and the German Deutsche Bahn
consists in offering cheap tickets to attract new customers and thus acquire
a competitive advantage in the transport sector (etravelnews, 2018a). A
case in point are the Thalys IZI trains which starting from April 2016 offer
a slower but cheaper way to cover the distance in the Paris-Brussels line,
an offer comprising the possibility to travel without the advantage of a seat
in the train’s bar (etravelnews, 2016).
Many countries are going through a period of recession and
commuting by rail is a cost-efficient option that allows people in the lower
income brackets not only the possibility to travel, but to travel abroad.
Moreover, railway networks create jobs and guarantee the connectivity of
remote areas within any given country and outside its borders, thus
reducing any "disadvantages" of said areas and geographical discontinuity
overall. In the same perspective, one must underline the cultural
significance of certain lines, the restoration and operation of which offers
a twofold advantage. Railways contribute to the protection of the local
heritage and tradition while favoring the tourists / passengers' acquaintance
with elements of said tradition, culture and eventually locality of the
destinations concerned.
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Over the last decades, trains have been renovated, wagons are
becoming more comfortable and technologically advanced services are
offered. Steam engines have been replaced by diesel ones, the result of
which are High Speed Trains or HST, which enable the railway mode to
successfully compete with airplanes and cars on medium-range routes. An
impressive development in HST is the adoption of Maglev (Magnetically
Levitated) trains technology. Maglev trains are propelled by two sets of
magnets, and can develop speeds more than 500 km / h. In this context,
railway is emerging as a cost efficient and fast mode of transportation for
long range travels also. Railway is not only a cost-efficient mode of public
transportation, especially for medium and long rage travel; it is also a more
energy-efficient and environmental-friendly one (Pastori, 2010). In the era
that saw the reduction of greenhouse gas emissions going to the top of every
policy agenda, this is an important asset.
Table 1: Number of railway passengers (in thousands) by EU country and
by mode of transportation for the year 2017-2018

155

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 2 pp. 150-170
UDC: 338.48+640(050)

Source: Eurostat 2020
According to the Eurobarometer, 80% of European citizens principally
from Great Britain and countries of Central and Northern Europe use the
train as their mode of transportation (European Commission, 2018). More
specifically and according to data from the European Railway Community
(CER) 9.7 billion passengers in Europe traveled by train in 2016. The
highest rate of passengers was observed in Austria, amounting to 27%, a
country followed by Germany with 22%, Slovakia with 21% and
Luxembourg with 20%. Greece lags far behind featuring a lower than 6%
rate.
Even though Greece is at the bottom ranks of all EU countries, as the
Eurostat data (2020) presented below show, the rate of Greek passengers
travelling in the national railway network rose by 9.4% from 2017 to 2018,
although in the international railway network had significant fall by 22.1%.
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According to the same data set the number of commuters by rail on both
national and international rail networks in countries of the European Union
(EU-28) have risen by 1.4% from 2017 to 2018, a trend showcasing the
dynamics of the development of railways as a means of transportation in
Europe.
59% of Europeans passengers claims to be satisfied with the
punctuality and reliability of train schedules while 66% express satisfaction
with the frequency of trains at stations and the overall reliability of the
mode (European Commission, 2018). According to the Eurobarometer, the
numbers show a 7% improvement from 2013, when a similar survey was
conducted. 55% of the same group declares being satisfied with the amount
of information provided during the trip, especially when delays are
involved, an increase of 8% compared to 2013. As far as the type of route
is concerned, 11% of Europeans tend to use the railway once a week for
suburban travel while 5% does the same for local/regional destinations.
Still, 78% claim that they have never traveled abroad by train.
Pertaining to the demand for attraction trains, statistics are quite
limited, as their passengers are not differentiated from the general demand
for rail travel. Nevertheless, it is safe to suggest that railway related tourism
is an important form of dedicated tourism trends internationally. In France,
for example, estimated that 4.5 million tourists favoring railway. It
generates revenue of €60 million and creates of approximately 1,000 jobs,
600 of which are directly related to it while the rest are indirectly related
ones (Marchi, 2010; Blancheton and Marchi, 2013). In Switzerland, two
attraction lines, the Glacier Express and the Bernina Express, have
generated 250 directly jobs, while in Ohio, USA, 30 such lines are in
operation attracting a total of 3 million tourists annually. In Greece there is
an increasing demand for such trains especially during the summer months.
It is worth noting that in 2018 there was a dramatical increase in passenger
traffic in the Pelion line, estimated at approximately 20,000 passengers
from Greece and abroad, from 16,000 which is the number corresponding
to the year 2017. At the origin of this increase was of course the organized
mass travel tourism excursions from Israel, Bulgaria, Germany, France,
England, Italy and Australia but also educational trips and school
excursions from various areas of Greece (etravelnews, 2018c).
Efforts are being made at the international, European, and national
level to expand the rail network connecting countries and to improve
intermodality and passenger safety. In this context, the European Council,
through the White paper 2011 “Roadmap to a Single European Transport
Area - Towards a competitive and resource efficient transport system”
called for a speedy adoption of the fourth package of measures in the field
of rail transport, aiming to secure open access to the internal market for
passenger rail transport, the independence of the infrastructure operators,
the auction for public service contracts with competitive bids and the
highest level possible of railway safety and interoperability (European
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Parliament, 2018). In Greece, the key points of the National Strategic
Transport Plan include cross-border road projects of emblematic value
which will enhance the transportation of goods and carriage of passengers
inside the country and abroad with special emphasis placed on the Balkans
(Metaforespress, 2019). Upgrading the railway line that connects the
Ancient Olympia site to Pyrgos and Katakolo, has also been included in the
Integrated Spatial Investment program, co-financed by the European
Regional Development Fund (ERDF), setting as its main goal the
promotion of the tourism product of the region (etravelnews, 2018b).
For railway tourism to be further consolidated and developed the
intersection of the attraction trains lines departing stations with “regular”
train stations, road transportation stations, ports or airports is crucial. Such
interoperability will establish a sense of continuity and corresponding
synergies with all modes of transportation. The Eurail/Interrail card is
another important development in this direction. It aims to provide the
opportunity to travel by train in Europe at very low cost to a target group
of mainly young people from 31 countries including Greece. Annually and
worldwide close to 220,000 Interrail cards are sold to European citizens
and 400,000 ones to non-European passengers. It is worth noting that the
Greek TRAINOSE is a member of the railways network, to which Eurail /
Interrail cards are available (etravelnews, 2015). In addition to railways of
neighboring countries, shipping companies participate in these offers, more
specifically for the Italy – Greece, the Adriatic route.
In conclusion, rail transport is undergoing a phase the dynamics of
which are principally due to the following features: the low cost of
transportation, the expansion of the network connecting countries (crossborder networks), the relatively lower ecological impact of its operation
when compared to other modes of transportation and its promotion by
national States and international organizations. Rail tourism and the use of
the railway network for tourism purposes represent a rather high percentage
(58%) of the total rail travel traffic (European Commission, 2018), a fact
which proves the importance of this mode for the development of tourism
and vice versa.
Yachting and Cruise Sectors
a. Yachting
This section of the paper discusses the current situation in the yachting
and cruising sectors in Greece and compares them with other competing
European and Mediterranean countries to create a roadmap of services that
link yachting and cruising with other transportation related to leisure
tourists in the context of intermodality.
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The USA is the most developed yachting market in the world. In the
European market, areas of more intense yachting development are France
with a focus on the Cote d'Azur, Italy, and to a lesser extent Spain. From
the point of view of the supply of yachts in the Mediterranean, France, Italy,
Spain, Croatia, Greece and Turkey occupy a remarkable position, while
"openings" in maritime tourism are made by the countries of the eastern
and southern coasts of the Mediterranean (e.g. Cyprus, Israel, Tunisia,
Malta). As for berths, they are estimated 40,000 on the Mediterranean coast
of France, 50,000 in Italy, about 50,000 in Spain, 13,600 in Turkey and
5,000 in the countries of the former Yugoslavia.
According to a survey by the European Boating Industry, there are
37,200 companies related to the boat industry in Europe, while there are
over 234,000 direct jobs. Only in the boat production sector there is a
turnover of 6 billion euro. 48 million Europeans are involved in marine
activities such as rowing, windsurfing, diving, etc., while 36 million are
involved in yachting. The boat ownership ratio in Europe is 1: 164. The
marinas are distributed in the European Continent as follows: 2,000
marinas in northern Europe, 800 marinas on the Atlantic coast and 1,200
marinas in the Mediterranean.
According to the data of ICOMIA (2015) in Greece there are 170,052
boats of which 125,137 belong to the category of plastic boats including
boats with outboard engine, i.e., 74%. The second largest category is the
inflatable boats which amount to 21,400, representing 13% of Greek boats.
The motorboats (13,445) with internal engine are 8%, the PWCs (6,000
boats) are 3% and 2% are the sailing boats (4,060 boats).
According to the data of Greek National Tourism Organization
(G.N.T.O.) and the Hellenic Marine Association, the number of organized
marinas amounts to 22 with a total capacity of 8,924 seats, of which 4,075
are in Attica. The located marinas are 55, while there are also 80 tourism
shelters. It is estimated that the 8,924 berths in the marinas produce 389
direct jobs.
The competition for the Greek yacht ports comes from the
northwestern Mediterranean countries (France, Spain and Italy) but also
from the northeastern Mediterranean (Turkey, Croatia). The marinas of the
Northwest Mediterranean are estimated to absorb 80% of the total demand
for services in the Mediterranean. The northeastern Mediterranean zone
(Greece, Croatia and Turkey) serves 14% of total demand. The remaining
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6% is absorbed by Algeria, Morocco, Cyprus and Egypt (Chen,
Balomenou, Nijkamp, Poulaki, Lagos, 2016).
Based on the analysis made in the maritime activity of yachting, we
believe that intermodal opportunities may exist in the following cases:
• In the 22 located and organized marinas that operate in the various
parts of the island complex of Greece with a total capacity of 8,924 mooring
places, of which 50% are in Attica.
• In 30,000 charters per year from about 100 charter companies, with
average charter duration of 9 days serving an average of 270,000 people,
which shows the good prospects for further growth for the coming years.
• In the 100 companies that deal with the object of maritime tourism
with the 17,700 boats that they have and the 1,600 people that are directly
employed.
• In the innovations implemented by yachting companies and related
to the product advertising activities, to attract customers.
• In the capacity of the recreational ports that can serve from 5002,000 boats per day with several additional benefits.
• In the geographical dispersion of marinas and yachting companies
throughout the island area of Greece.
• In the possibility of combining the yachting offer with the parallel
alternative forms of tourism (e.g. sports, health, educational, adventure,
eco-tourism) and the creation of the necessary support infrastructure in the
framework of integrated development programs.
It is obvious that tourists (users or owners of yachting) when moving
to the various access points of boats (e.g. marinas, ports, shelters) scattered
in the island complex of Greece, use all available means of transport
(private or public). Also, the tourists/passengers of these boats seek
information about their various points of movement. Tourists who are
interested in yachting when arriving by air at the various airports, to reach
their hotel of residence and then to a marina, can usually make use of the
transfer services from the hotel, rental vehicle (rent- a-car) or public
transport.
Therefore, the intermodality of means of transport is
indispensable for the smooth operation of the yachting market. However,
the spatial discontinuity and the special multi-insularity of the Greek island
area require the creation of an integrated information system that is useful
to leisure tourists.
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b. Cruise Sector
The international cruise offer has attracted several new companies in
recent years, while the activity in the field of tour operators is also
important, in the context of the verticalization strategies they apply. The
cruise offer is more and more diversified and specializes its product through
cruise ships that offer more and more experiences (e.g. sky-diving
simulation, branded chefs, etc.) but also by modifying the offered
experience to meet the requirements of both families and individual
travelers traveling alone, trying to address a wide range of passenger needs
and requirements. Following the developments that characterize the
international tourism offer, the cruise industry is dominated by a small
number of powerful companies that own a large part of the fleet and of
course the lion's share in terms of supply. This is largely due to the
acquisition and merger strategies adopted by the leading companies in the
global market (Pallis, et al. 2017).
Characteristic of the growing trend of the global cruise offer is the fact
that Carnival Cruise Lines added to its fleet 30 new vessels in the period
2007-2016 while the Royal Caribbean Cruise Lines in turn invests in larger
vessels with a capacity of more than 6,000 passengers and crew of about
2,000, trends followed by several other smaller companies. Thus, by 2020
the global cruise ship supply is expected to reach 370 vessels (Pallis, et al.
2017).
Greece does not have any cruise companies and that is why the
emphasis is on attracting existing international companies and utilizing the
existing port infrastructure.
The regional distribution of cruise ports in Greece shows that there is
dominance in the regions of the South Aegean, Crete and the Peloponnese
and lagging in the other Regions. Except for the port of Piraeus, there is a
strong absence of ports that can accommodate large cruise ships, even in
well-known tourism destinations.
A total of 42 Greek ports host 5.2 million cruise passenger movements
annually, corresponding to 4,300 cruise ship approaches. Eight (8) of the
Greek ports receive more than 100,000 cruise visitors annually, with
significant benefits for local economies.
The evolution of the demand for cruising in Greece in recent years
clearly presents both the impossibility of substantial strengthening and its
sharp fluctuation. This demand is unevenly distributed in the 42 ports of
the mainland and island country that receive cruise ships with the lion's
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portion having five ports, which account for 74.2% of total traffic. At the
Mediterranean level, the share of cruise passenger arrivals in Greece
reached 8.38% in 2016 (Pallis, et al. 2017).
In terms of quality features, the demand for cruising in Greece is
overwhelmingly expressed by foreign tourists who have a high educational
and economic level, SETE (2018). It is worth mentioning that according to
PwC estimates, the growth rates of cruising in Greece can lead to
quantitative data by 2021, where one in ten foreign arrivals in the country
is due to the cruise with a contribution of 3% to tourism revenue (PwCREMACO, 2016). Unfortunately, the Covid-19 health crisis overturns this
optimistic forecast.
Based on the above analysis made in the maritime activity of the cruise
we estimate that intermodality opportunities may exist in the following
cases:
• The development of cruise tourism (especially home porting) is
directly linked to the existence, within walking distance of the port, of an
international airport where a significant number of both scheduled and
charter airlines will operate, with which the destination and the port will
develop strategic partnerships. This cooperation should aim at supporting
both companies and passengers through actions such as: a) providing cruise
check-in counters at airports, b) existence of airport check-in counters in
the ports, c) direct transfer of luggage from the airport to the port and vice
versa etc. At the same time, at local and regional - national level,
cooperation relations should be developed with the wider stakeholders who
in one way or another shape the local - national tourism policy or are
involved in decision making that can directly or indirectly affect the
development of the cruise.
• The cooperation of the city and/or the tourism destination with the
port that hosts the cruise ships is particularly important, in order to preserve
not only the support of the cruise, but also to protect the city and the
destination from possible negative consequences that may cause the
development of cruise (e.g. exceeding spatial carrying capacity due to the
presence of cruise ship passengers - visitors to small but well-known
tourism destinations such as Santorini).
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A Roadmap for Policymakers
a. Sustainable and Socially Responsible Policies and Practices
The implementation of sustainable policies, practices and products
from the late 80’s affected the ways, means and modes of Travelling.
Tourists started to travel more in different destinations and using different
means of Transport for their journeys to and in the destination. Selecting
sustainable and alternative means of transport (beside planes and charter
flights) thus became a mode and this was also related with the efforts made
by Tourist Enterprises and Destinations to reduce carbon emission and
environmental footprint related to the development of Tourism. It is a
policy issue the last 20 years to implement and use sustainable products
which could achieve these crucial goals for transport companies and tourist
enterprise of all short in Tourism Destinations.
In that aspect, socially responsible tourism practices also played a
sustainable role for both demand and supply regarding the relation of
transport to sustainable tourism. Tourists wanted more sustainable means
of transport and destinations, tourism enterprises and tour operators started
offering the necessary product and infrastructure e.g., parking in tourism
destinations, implementation of electric vehicles or the use of less polluting
fuels for airplanes. The socially responsible practices became an issue from
the 90΄s for Tour Operators in their Initiatives regarding the adaptation of
such practices in their function and the collaboration with Hotels and
Destinations for their implementation by Tourists and Locals. In that
manner Sustainable and Socially Responsible Practices became also an
issue of promotional policies Destinations in their effort to be more
competitive in this new era of sustainable tourism.
b. Geographical Dispersion of Tourism Destinations
The 80’s was the decade from which quick augmentation of the
number of destinations occurred in the global level. This was mainly
because Tourism was by then considered a safe and cohesive way to
develop the economy both in terms of incomes and employment. We
witnessed a shift of the overall economic policy of countries and regions
toward the adaptation of Tourism as their main or important sector of their
development. This was the case for regions which may be considered as far
(regarding their geographical proximity to some of the major markets) or
exotic regarding their characteristics.
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In this evolution Transport (especially planes and trains) played a
significant role in this ongoing process through which almost every country
of the globe is now possessing several Destinations. This of course meant
also that these newly developed destinations had to compete with a number
(even in the same country) of older and more Known destinations so mainly
planes and their different types of tourist transports offered became the
pillar of this effort: conventional flights, nonstop flights (in areas were
before a stop was necessary e.g., to Asia’s destinations) in faraway
destinations Asia and the Pacific), charter flights and travels with low cost
companies.
The cost of flights, the type of planes used the environmental impact
of their use and of course the developmental economic benefits for the
region and its destinations thus became a crucial issue. Another issue which
also occurred was the fact that in some cases (in Europe or the USA) trains
and boats became (for both economic and environmental reasons) a more
competitive mean of Transport both for Domestic and International travels.
c. A change on Tourist Motives
Tourist motives have changed after the 90’s following the boost on the
number of national and international trips by year and the emergence of the
dynamic market of the vast number of SIT products. At first this produced
a bigger number of Travels per year with the use of different means of
Transport and of course with different types and characteristics regarding
trips e.g., cultural tourism, vacations, educational tourism, MICE etc. The
tourists as consumer tends nowadays to behave more in a multimotivational manner regarding their trips and this also affects the type of
Transport means they use (Plains, Trains, Cars, Boats, Buses or Bicycles).
Their decisions are also related to the fact that the SIT products as a pluridimensional market are now a vast part of the offered products and services
of almost all Tourism Destinations worldwide. In some cases, we also have
several specialized destinations for different SIT products namely:
Cultural, Historical, Ethnic, Sport Tourism, Theme Parks, Scuba Diving,
Bird Watching, Eco tourism, City Tourism, Religious, etc. All these
destinations tend to produce different type of demand uses of transport
means- for the travels undertaken. In many cases also the specific
characteristic of these Destinations e.g., City Tourism, Ecotourism, Sports
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etc. impose the type and means of transport e.g., bikes, bicycles, boats, cars,
electric vehicles of all shorts.
d. Climate Change impacts and Environmental considerations
The issue of Climate change in the last 20 years is vastly affecting –
and will continue to affect in many aspects- the type and means of
transports. This issue followed similar considerations from the 80΄s - but in
a less decisive scale – for the environmental impacts (pollution, sound
pollution, environmental footprint) of Tourism Development and
especially transports by planes and cars.
This initial discussions of the environmental impacts of Tourism
Transports was also an issue on the following Climate change discussions.
They had also produced some of the first policy measures regarding the
reduce of fuel consumption and the reduce of environmental footprints
caused by the excessive use of airplanes for Tourism Transport. The
climate change discussions reinforced these, policies and measures and
oblige the Global Tourism Industry to undertake specific measures
regarding the future of tourism as a whole and especially that of Transports
of all shorts. All the recommendations and proposed policies lead to
changes with economic and developmental costs for many tourism regions
and destinations (especially those who are dependent on long haul travels
and geographically faraway markets and tourism target-groups).
Sustainability and Social Response Policies on Tourism in the meantime
underlined that for the future of Tourism Transports the adoption of serious
measures is a one way street which will ensure a more environmentally
friendly type of Travel soon.
e. Digital innovations affecting transport
Several digital innovations of the last 30years affects directly or
indirectly transports. In that group we have:
• E-tourism policies for tourism destinations and enterprises which
promote less fuel consumption and alternative means of transport
especially in the destinations p.e. bicycles instead of cars, electric vetches
instead of conventional ones, public means of transports instead of private
vehicles
• Policies and measures regarding smart cities or culturally and
environmentally fragile environments. In these cases, we have policies and
measures which facilitate- using technology- tourists in their touring,

165

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 14, Number 2 pp. 150-170
UDC: 338.48+640(050)

parking, or hiking in the specific areas. Plus, this is also becoming a
promotional tool for the destinations (sustainable destinations,
environmentally
conscious
destinations,
protection
policies
implementation).
• Digital Tourism Travels or experiences. Long before covid 19 this
was an issue, but in a marginal way. Innovation technologies and covid 19
pandemic reinforced the efforts and we now have specific products
regarding this type of travels and experiences. In some cases, innovative
(e.g., Mice Industry) this may lead to considerable changes in the types and
characteristics of travels namely reducing the conventional type of
Business travels and Congresses. In the overall picture in any case there is
no evidence that this may seriously affect Tourism Travels and Experiences
in the destination and replace them by digital ones.
In particular, nowadays, Industry 4.0 and its applications, contribute to
the transformation of Tourism industry Services provided by Internet of
Things (IoT), Block chain, Big Data Analysis, refer to measurable results
in the fields of consolidation, promotion and creation of brand name,
positive consumer behavior, extension of the tourist season, facilitation of
reservations, saving time, finding and hiring a suitable person, maximizing
visibility, cost compression, speed / quality of communications etc.
The integrated online destination management refers to dynamic
platform, where “modern traveler”, could organize a customized trip
(accommodation, means of transport, visits to museums, tickets to theaters,
etc.), so that the trip could fit exactly to his/her needs. Digital marketing
aims to attract individual tourists, who manage by themselves their final
destination. From the business side it is a strategic choice and a key tool for
organizing the promotional activities of tourism businesses. Digital
marketing methods could make a site extremely friendly to users by
offering services such as automatic identification of the visitor's country of
origin and the appearance of a welcome message in its language. By using
technics of Machine Learning, a tour operator could change the position of
a tourist site on search engines such as Google, Yahoo, and increases a
website’s traffic. Finally, at the forefront of e-marketing are various
promotions that use original and attractive promotion methods with welldesigned e-mails, banners, e-games and e-cards that reach the potential
customer to find the more suitable destination.
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E-marketing methods in tourism are supported by social networks and
Web 4.0 applications. These are tools of mass collaboration, which allow
internet users to participate simultaneously, and to collaborate directly with
other users for the production, extraction and transmission of information
and knowledge through the internet. Examples include:
• The online magazines and personal Blogs
• Social - Collaborative Networking Websites
• Podcasting and Online Videos
• Tagging technology for marking and categorizing information
• Mash-ups technology for combining different content sources or
software
• Wikis technologies that allow users to write content together.
• The RSS (Really Simple Syndication) technology for sending
information directly to a web page
• The technological combination of AJAX (Asynchronous
JavaScript And XML) to create better, faster and more web-friendly
applications.
• The use of advanced multimedia technologies, digital maps and
virtual reality to highlight tourist destinations
The above framework also includes multimedia, digital maps, and
virtual reality techniques, which are increasingly used in tourist geoportals
to highlight destinations in conjunction with other applications, such as
mobile platform technologies and electronic destination management. The
use of multimedia in tourism aims to provide more complete information
in a variety of ways, from national tourism operators to tourism businesses.
3D imaging, video, audio, and e-books are used to effectively promote
tourist destinations.
The use of mobile platform technologies in tourism (m-tourism) is one
of the most important technological developments in tourism and a key
example of personalized service. M-tourism applications are mainly used
in the promotion and management of alternative tourism and in particular
eco-tourism (tours in natural parks, cycling routes, mountaineering) as well
as in touring cities in the form of a portable guide.
Moreover, data mining and business intelligence techniques are key
tools for companies interested in developing useful search engine
optimization systems that collect data for customer relationship
management purposes and aim at the focused marketing. These systems
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allow the systematization and utilization of data from market research,
studies and the analysis of the results of advertising campaigns.
Finally, one of the modern trends in technological development is to
serve the needs of People with Disabilities (PWDs) and the elderly, who
until recently were minorities in the use of the Internet. Nowadays, more
and more companies and institutions consider when promoting their
websites and electronic services the promotion of their products to disabled
and the elderly people.
f. Issues related to the Post –Covid period
The post covid period will be heavily related with travels with more
sustainable and safer –regarding health- protocols, norms, and
characteristics. In this new framework transport (means, types, and
characteristics) will have to adapt and implement several norms and
protocols. They will also have to invent new types and means of transports
technologically and environmentally related to these new norms. In this
same period the consumer behavior of tourists will most probably lead to
decisions which will reduce travels to faraway destinations because of cost
and because of considerations regarding the implementation of safety and
healthy norms from specific destinations and regions. This may lead to a
new era of competition where sustainability will be the key issue.

CONCLUSIONS
This paper reviewed practices in the transport for tourism sector
emphasizing issues related to rail, yacht, and cruises. Policy implications
were then discussed in detail. Over the last thirty years we have witnessed
major changes regarding Tourism Development and Tourism Travels.
Most of these affected or will affect different aspects of Travel Transport:
Sustainable policies and practices, Geographical dispersion of Tourism
Development, Tourist motives, Climate changes impacts on Tourism, etourism policies for Destinations and Enterprises, Digital Tourism
experiences versus in in situ Tourist experiences, Smart cities,
Implementation of new norms for travels on the post-covid period,
Substitution of tourist consumer choices on travels related to the cost and
the distance of destination. All these issues created- and will recreatespecific policies and measures for Tourism Transports. In many cases we
also have new tourism products or types of destinations which also
influenced the synthesis, mode and types of Transport use for Tourism.
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Bearing in mind that Transport is a crucial pilar in the fast growing – in a
global scale Tourism market all these issues create a totally new era for the
transport sector in the first 20 years of the 21st century and the post covid
-19 period.
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Religious tourism not only addresses the satisfaction of human religious and
spiritual needs, but is also related to a range of reasons, such as recreation, leisure,
landscape patterns, cultural or educational reasons. The aim of this study was to
investigate the profile of 502 Greek tourists visiting religious sites on the region of
West Thessaly, Greece, and their motivation as well. According to the results, the
respondents are in line with the model of the short visit religious tourists travelling
in organised groups. Using exploratory factor analysis, the findings revealed that
the religious sites of the region attracted visitors who seek to fulfill different kinds
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of needs; religious and nature-seeking motivations seem to be significant factors
for visiting the surveyed region. This finding suggests that it would be worthwhile
for destination managers to pay more attention to tourist attractions, such as
environment and religious atmosphere, in order to continue to enhance experiences
and attract repeated tourists. Finally, motivational factors and activities identified
in the research show that collaboration between the stakeholders, such as the
Church, local authorities and tourist sector, is necessary.

Keywords: religious tourism, motivation, regional development, Greece

INTRODUCTION
Religion and tourism are highly interconnected, since an increase
in tourism coincides with an increase in spiritual travel (Attix, 2003).
According to Terzidou et al. (2017), tourism and religion are not
separate entities but are linked through embodied notions of godliness
sensed through tourist performances. Today, more than 250 million
people travel each year to satisfy their religious interests, including
Christians, Muslims and Hindus (Mowforth and Munt, 2015).
Religious tourism is any trip motivated, either exclusively or
partly, by religious reasons (Rinschede, 1992). For Rashid (2018),
religious tourism is a type of tourism whereby travellers visit places
for religious purpose while at the same time they may participate in
recreation and cultural activities. Thus, religious tourism not only
addresses the satisfaction of human religious and spiritual needs, but
is also related to a range of reasons, such as recreation, leisure,
landscape patterns, cultural or educational reasons (Abbate and
Nuovo, 2013; Amaro et al., 2018; Drule et al., 2015; Fernandes et al.,
2012; Geary, 2018; Hughes et al., 2013; Hyde and Harman, 2011;
Kim and Kim, 2018; Musa et al., 2017; Olsen, 2013; Oviedo et al.,
2014; Ramírez and Fernández, 2018; Shinde, 2007; Wang et al.,
2016).
As religious tourism is growing, it is crucial to understand what
motivates individuals visiting sacred sites. Qualitative studies have
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investigate the experiences and benefits of religious tourism, having
mainly focus on spiritual experiences and having neglected of social,
educational or nature seeking experiences. This is despite the
acknowledgement that all stakeholders should offer a range of
experiences for visitors (Tirca and Stanciulescu, 2011). Therefore,
this quantitative study can contribute to fill this gap in the scientific
literature, providing information to stakeholders that may allow them
to create preferred and valued products and services in the destination
market.
The study attempts to identify the profile and motivation of
tourists visiting the religious sites on the region of West Thessaly,
Greece. Motivations to the religious sites of the aforementioned
region are of particular interest given the increasing popularity of the
region’s environment as well as the growth of religious tourism.
However, it is worth mentioning that the region of West Thessaly
lacks a tourism development plan with emphasis in religious tourism.
Thus, understanding the reasons for choosing a particular religious
destination is a significant step towards gaining a better knowledge
on the different market segments based on the wants and needs
sought. Planning of a tourist destination has to begin with an
investigation of tourist motivation (Bansal and Eiselt, 2004). With
this knowledge, all the stakeholders may build appropriate strategies
for long-term development.
The paper starts with a literature review of religious tourism,
motivation theories in the tourism context and religious tourist
motivation. The description of the study area follows and the
methodology is described. Then, the results of the study are
presented. The paper ends with a discussion of the results, the main
conclusions and implications, and the directions of future research.

LITERATURE REVIEW
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Religious Tourism
Religious tourism is probably one of the oldest forms of tourism
in human history. As Rinschede (1992) states, religious tourism is as
old as religion itself. For example, the Assyrians were travelling to
worship their God in Aleppo and Hierapolis (modern Syria), while
the Babylonians were travelling to holy places, such as Nippur and
Namma, to pray for peace and implore God for a long life (Rinschede,
1992). These “religious tourists” were implementing pilgrimages to
sacred sites, mountains and temples, showing respect to God and
asking for help. In addition, Egyptians, Greeks and Jews used to
express their religious devotion through religious incitement trips.
According to Al-Amin (2002), religious tourism is not only a
type of tourism where a visitor seeks the experience of his/her
personal identity visiting places of historical and cultural significance
but is also referred to the result of a religious duty.
It is argued that all religious tourists are not the same. Many
authors have discussed the distinction between “tourist” and
“pilgrim”. More specifically, Smith (1992) considered both pilgrims
and religious tourists within a continuous classification that goes from
the pious pilgrimage to strictly secular tourism, depending on the
person’s faith in his/her motivation and activities.
Hyde and Harman (2011) stated that the pilgrimage is not just a
religious phenomenon and the old paradigm of pilgrimage no longer
exists. Nowadays, the limits between pilgrimage and tourism are
considered vague, due to the differentiation of the context of the
pilgrimage, which is broader and more secular (Durán-Sánchez et al.,
2018).
In Western cultures, pilgrims are individuals who are primarily
motivated by the individual’s desire for an oath or repentance. As
many researchers mention (Cohen 1992; Digance 2003; Tomasi
2002; Vukonic, 1996), the pilgrimage is related to the remission of
sins. Moreover, many times in Christianity, pilgrims show their
gratitude to God or pray for a miracle walking the Jesus trail; a route
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that winds through the towns and villages in northern Israel where
Jesus and his disciples established their ministry.
However, Yeoman (2008) pointed out that the pilgrimage is not
exclusively refereed to the religious destination; it is a tourist route
which starts from the planning of the trip and continues to depart and
travel as a whole, including after-effects, such as the spiritual benefits
that accompany the traveller throughout his/her lifetime.
Authors (e.g. Rinschede, 1992; Richards and Fernades, 2007)
also consider religious tourism as part of cultural tourism, since
religion has been a significant part of civilization. Thus there is an
overlap between religious tourism and cultural one. Religious tourists
may have religious motivation during their visit to a sacred place, but
in fact their motivations are of a different nature, such as the need to
visit a place of interesting history or of intense cultural interest
(Souza, 1988). For instance, when someone visits a church can
admire the architecture and the cultural heritage, see art nearby or
learn history (Richards, 2007).
In recent years, an important area of research is also referred to
the relationship between religious tourism and sustainable
development, and religious tourists and local community as well.
More specifically, scholars have paid attention to the effects of
religious tourism on economic development (Dasgupta et al., 2006),
natural and cultural environment (Fang, 2001; Joseph and Kavoori,
2001; Shackley, 1999; Shinde, 2007; Wang, 2003), and perceived
value to local residents (Andriotis, 2009; Terzidou et al., 2017, 2018;
Uriely et al., 2000).
Thinking about regional development, tourists’ motivation for
visiting destinations cannot be ignored. There is a correlation between
the ability of a region to attract visitors and the visitors’ motivation.
Tourists’ motivation and needs may be crucial for the dynamics of the
tourist activities of a region. A number of international organisations
state that tourist activities have to be planned, managed and
developed so as to be environmentally tolerable over time, ethically
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and socially compatible with local communities, generate economic
benefits to the locals, and preserve the natural and cultural resources.
Religious tourism is a form of tourism that places emphasis on
preservation, revival and development of religious, historical and
natural sites for the creation of tourist flows. It brings opportunities
for sustainable development by creating jobs, improving
infrastructure and investment, and promoting culture, crafts and food
(UNWTO, 2016).
Motivation Theories in the Tourism Context
Why do people travel? How do they choose a tourist destination?
These questions are a critical topic among researchers and several
surveys have conducted to study tourist motivations. According to
Pearce et al. (1998), tourist motivation is a network of biological and
cultural forces that gives value and direction to travel choices,
behaviour and experience.
Maslow’s hierarchical theory of motivation (1954) is one of the
most widely-used theories of human motivation. His theory is
modelled as a pyramid whose base consists of physiological needs,
followed by the higher levels of safety needs, belongingness and love
needs, esteem needs and self-actualization. The theory suggests that
people will be motivated to fulfill the higher level needs if they firstly
meet the basic ones.
According to Crompton and McKay (1997, p. 427), tourism
motivation is “a dynamic process of internal psychological factors needs and wants- that generate a state of tension or disequilibrium
within individuals”.
Based on Maslow’s theory, Pearce (1988) argued that people, as
they become more experienced travellers, tend to ascend the “travel
career ladder”. According to Pearce, tourist motivations are organised
in a hierarchy with the relaxation needs being at the lowest level
followed by safety/security needs, relationship needs, self-esteem
needs and self-actualization/fulfillment needs. As tourists become
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more experienced, they may progress upward through the levels of
motivation.
However, later Pearce and his colleagues (Pearce and Lee, 2005)
proposed the approach of “travel career pattern”, according to which,
tourists’ motivational patterns change over their life stages. In their
study, the authors identified 14 motivational patterns which drive
tourists’ behaviour, such as novelty, escape/relax, relationship,
autonomy, seeking nature, self-development (host-site involvement),
stimulation, personal development, security, self-actualization,
isolation, nostalgia, romance and recognition (prestige of travelling).
However, due to the complexity of such multifactor model, Pearce
and Lee (2005) concluded that four of the above factors are the main
incentives for travelling, namely novelty, escape/relax, relationship
and self-development.
One of the most popular typology of tourist motivations is push
and pull model, being firstly used by Dann (1977). Dann suggested
that the choice of a destination is driven by two forces; push and pull
factors. Push factors derive from people’s intrinsic desires, such as
ego-enhancement, prestige and social interaction, while pull factors
are associated with external forces related to destination attributes or
attractions.
Iso-Ahola (1982) and Yoon and Uysal (2005) suggested
motivational approaches that mirror the model of Dann. For IsoAhola (1982, p. 261) “tourism is a dialectical process because it
provides an outlet for avoiding something and for simultaneously
seeking something”. Iso-Ahola suggested the theory of optimal
arousal which suggests that psychological benefits of recreational
travel are the result of the interaction of two forces: avoidance of
routine and stressful environment, and seeking recreation places for
certain psychological rewards. People take a vacation to avoid overstimulating or under-stimulating life situations. Those who attempt to
escape under-stimulation (boredom) and have high arousal needs are
more likely to search for activity whereas those with low arousal
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needs may choose more predictable experiences during their
vacation.
Yoon and Uysal (2005) proposed a model investigating the
relationship among the push and pull motivations, satisfaction and
destination loyalty. The authors in their research conducted in
northern Cyprus found that tourist destination loyalty has causal
relationships with push and pull factors, and satisfaction as well.
Tourist satisfaction is an important component in the tourism
industry; it greatly affects the choice of destination, the consumption
of products and the decision to revisit (Kozak and Rimmington,
2000). However, satisfaction is a complex phenomenon since it could
result from the expectations created before and during the trip, and
the tourist’s perceptions of the experience (Prebensen and Foss,
2011).
Concluding, despite the difficulty of identifying the nature of
tourist motivation, some commonalities are remarkable across the
different theories. Motivations such as recreation, novelty, relaxation
and social contact have commonly appeared in different studies.
However, tourism motivation research has not been extended to
motivation for visiting religious sites and it is not clear if tourists who
visit religious sites fit with established motivation theories in the
tourism context.
Motivation for Visiting Religious Sites
People travel to religious places to seek out the truth,
enlightenment or an authentic experience with the divine (Petreas,
2011). Yeoman (2008) states that religious tourists are searching for
answers to important religious questions, while Jafari (2000) suggests
that the fulfillment of a wish or a religious obligation, such as a vow,
motivate people to visit sites of religious interest.
According to Dallen (2006), religion and spirituality are two of
the most powerful motivations to travel to destinations, which have
been interconnected with holy people, places and events. People visit
religious monuments to live a spiritual experience; thus spirituality
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should be taken into account on tourist motivation research.
Regarding spiritual motivation, the most important is the “spiritual
gain” (Wright, 2008), which is a renewed spirit, that deepens faith,
strengthens knowledge and gains significant experience that changes
the individual’s orientation of life.
It is worth mentioning that the motivations of religious tourism
are separated from those of the pilgrimage. According to Blackwell
(2010), there is limited research on pilgrims’ motivation with mixed
results (Fernades et al., 2012; Lopez, 2013). According to Barber
(1993), the pilgrimage is a journey to a holy site resulting from
religious causes, for spiritual purposes to find inner selves and
identity (Giddens, 1991; Margry, 2008; Schau and Gilly, 2003).
Pilgrimage tourism is an experience that requires an attitude of
repentance related to the duties of the religious person, while it is
common for the pilgrim to visit the sanctuary for a particular grace.
The pilgrim is therefore motivated by religious reasons, while the
secular religious tourist prefers to participate in conferences, festivals
and rituals at sacred sites (Rinschede, 1992).
Fleischer (2000) recognises six different types of pilgrimage
depending on motivation, ranging from worship to the desire for
personal wandering. In addition, Fleischer, having explored the
pilgrims of the Holy Land, reports that tourists who regard themselves
as pilgrims have different personal characteristics and patterns of
travel, with a distinction between Catholics and Protestants, who
consider their visit as sacred or secular, respectively.
Dominguez (2010) investigated the pilgrimage motivation of St.
Jacob’s visitors to Santiago de Compostella. According to the author,
motivations greatly vary among the different categories of visitors
and include self exploration, prayer for satisfying personal needs,
natural environment seeking, visit other pilgrimages and walking
paths followed by thousands of faithful over the centuries, and
cultural attraction.
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Concluding, pilgrims are motivated to travel due to their strong
spiritual/religious beliefs, whereas tourists are motivated by the
prospect of experiencing pleasure, satisfying curiosity, engaging in
relaxation, and partaking in education. For pilgrims, the push factors
are expected to be more present than the pull ones.
However, many scholars (Fleischer, 2000, Smith, 1992;
Weidenfeld, 2006) found that there is no apparent differentiation
between “religious travellers” and ordinary “vacationers”; both are
often interlinked in a shared space of learning (Gatrell, 2006) or draw
on the same resources and use the same amenities (Eade, 1992).
Religious trips are frequently multifunctional journeys that
include not only religious and spiritual motivation but also other
forces, such as nostalgia, education (Nyaupane et al., 2015; Ramírez
and Fernández, 2018; Sarris, 2004) or curiosity. Tourists also visit
sacred places for social and cultural reasons (Nolan and Nolan 1992;
Timothy and Boyd, 2003). Richards (2007) and Santos (2002) state
that pilgrims who undertake religious journeys based on purely
religious motivation are 50%, while about 20% has a mixed religiouscultural motivation.
However, it seems that even when the basic motivation of the
journey is religious, religious motivation is rarely static and extends
beyond narrow religious boundaries (Dubisch, 1995). According to
Chesworth (2006), the experience of spirituality goes beyond the
rules and norms of the traveller as an individual, and pilgrims and
religious tourists tend to penetrate deeper into societies and host
cultures (Jarvis, 2005).
Petreas (2011) states that forces, such as authentic experience
seeking, diverse tourist product, unusual holidays seeking and
diversification within a trip, alongside faith itself, motivate people to
undertake religious travels. In addition, Simone-Charteris and Boyd
(2011) report the following driving forces as significant for taking a
trip in religious sites: (1) deep introspection, (2) intimacy with the
divine, (3) nature seeking, (4) educational interest, (5) understanding
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of different cultures, or ways of life, traditions, values and beliefs, (6)
politics, (7) curiosity, and (8) nostalgia for authentic experiences.
Wright (2008), having adopted a more holistic approach, sums
up the religious tourist motivation to: (i) spiritual, (ii) educational /
cultural, (iii) physical, and (iv) emotional. Similarly, Andriotis (2009)
reported five core experiential elements, such as spiritual, cultural,
environmental, secular and educational, while Hyde and Harman
(2011) considered spiritual, nationalistic, family pilgrimage,
friendship and leisure travel as significant travel motivation.
Furthermore, Shuo et al. (2009) identified three factors -social
exploration, experience religion, and experience belief- for visiting
Mazu religious place.
Finally, according to Wang et al. (2016), religious tourists
visiting one of the most significant Buddhist destinations in China Putuo Buddhist Mountain- are driven by religious belief and mental
relaxation (push factors), and cultural enjoyment (pull factor).
In conclusion, religious trips are multipurpose trips, even when
religious motivation seems to predominate. However, in modern
societies, religious purposes for visiting religious sites or events seem
to be less important compared to those in ancient societies
(Rinschede, 1992). Travel motivations to sacred sites appear to be
much more complex. Within the religious tourism context,
motivations are not only constructed by external agents, but are also
driven by strong, deeply held, personal beliefs and embodied
performances that are related to the everyday religious self and
practice (Terzidou et al., 2018).
The Research Area
Thessaly is one of the 13 administrative regions of Greece and
consists of the prefectures of Larissa, Magnisia (East Thessaly),
Trikala and Karditsa (West Thessaly). West Thessaly is a total area
of 5,932 square kilometers. It is located on the borders of Western
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Macedonia, Central Greece and Epirus, with a population of 251,177
inhabitants.
The region of West Thessaly gathers an environment with high
cultural, religious and natural value. The region includes natural
resources, such as mountains, rivers, artificial lakes, protected areas,
landscapes of particular aesthetic beauty and coasts, which create an
ecosystem of rich biodiversity (flora and fauna). Culture is also
evident in a great number of sites on the Greek region, including
antiquities, Byzantine and post-Byzantine monuments, neoclassical
buildings, monasteries and churches, and traditional villages.
The major focus of the religious journey on the region is Meteora.
Meteora are included in UNESCO’s World Heritage List and are one
of the most important sites of pilgrimage for Christianity. Meteora
provide an outstanding example of the types of monastic construction
when during the political instability of 14th century in Thessaly 24
monasteries were systematically built on the top of inaccessible
sandstone peaks. Today, the remaining monasteries represent a
unique artistic achievement and are one of the most powerful
examples of the architectural transformation of a site into a place of
meditation and prayer.
The region of West Thessaly constitutes an exceptional
landscape of unique natural-cultural potential to include tourist
resources of particular natural aesthetics and religious value. The
geographical location of the region, stone bridges, traditional
settlements, folklore museums, caves, old watermills, Byzantine
monasteries and Byzantine temples, and the imposing rocks of
Meteora attract tourists of all over the world to visit the region.
It is estimated that every year about 50,000 Greek tourists visit
religious sites in the country in organised groups for purely religious
reasons. It is worth mentioning that the first place of religious tourists’
preference, among others, is Meteora. However, seasonality is a
characteristic of the tourism on the region.
MATERIALS AND METHODS
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Subject and Procedure
This paper aims at identifying the profile and motivation of
religious tourists visiting the region of West Thessaly, Greece. For
this purpose a two-step approach was employed. Firstly, the localities
around which monasteries are available were identified. The
identification of these key resources resulted from the analysis of a
range of parameters, such as the historic significance of monasteries,
the visitor flows, the available services, the visibility of the resources
and districts. Secondly, a survey was carried out during the period of
March to May 2017. Data were collected through an interview-based
questionnaire and the settings were selected monasteries in different
areas of West Thessaly. Only adult visitors were approached as they
exited the sites and invited to complete a questionnaire. A total of 502
responses were obtained at eleven monasteries in the region of West
Thessaly.
Figure 1
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All the respondents received a verbal and written explanation of
the purpose of the study and its anonymous nature. The completed
data were collected after approximately 15 minutes. All the
participants were of Greek nationality.
Questionnaire
Despite the fact that many previous studies on similar topics (e.g.
Fernandes et al., 2012; Rojo, 2007) have used qualitative methods, a
quantitative methodology was chosen. This type of methodology
allows the use of large samples and can generalise findings to the
population at large. Quantitative methodology is able to produce
repeatable data that can be trusted for forecasting and other planning
purposes.
A survey questionnaire based on previous literature on tourism
motivation was designed. The questionnaire consisted of four
sections and included items on sociodemographic aspects, and
characteristics of the visit, motivation and satisfaction.
More specifically, the first section of the questionnaire included
the sociodemographic characteristics of the respondents, such as
gender, age, level of education, monthly personal income, family
status, occupation and place of residence.
The second section of the questionnaire consisted of specific
questions regarding the trip characteristics and the features of travel
organisation of the respondents (e.g. frequency of visits, company of
people for the visit, expense, information sources).
The third section of the questionnaire captured the motivation of
the respondents. The respondents’ motivation for visiting the specific
religious sites on the region was directly assessed by the following
question: How important are the following factors for you to visit the
religious sites of the region?” All the respondents were reported based
on a 5-point Likert scale where 1 represented “no important” and 5
“extremely important”.
The fourth section concentrated on topics related to the
experience of the respondents, satisfaction, and their activities during
their travel. All the variables included in the fourth section were
measured by a 5-point Likert scale, where 1 represented “no/not at
all” and 5 “very much”. Multiple categories of satisfaction items
were used measuring the satisfaction adapted to the destination, the
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general satisfaction and return with the recommendation of the
destination.
Data Analysis
The collected data were analyzed using descriptive statistics.
Exploratory Factor Analysis was also performed in order to group the
factors associated with the respondents’ motivation for visiting the
survey region, and their activities during their travel. All the variables
included in the factor analysis were measured by a 5-point Likert
scale.
RESULTS
The Profile of Respondents
The majority of the respondents were females (59.4%). About
71% of the respondents were married. The respondents, on average,
were 63 years old, had attended high school (41.6%), were private
employees (23.7%) and had a monthly personal income ranged from
€600 to €1,199 (34.1%). Thirty three per cent of the sample lived on
the region of Thessaly, while the rest of it lived on other areas of
Greece (58.8%) and abroad (8.2%). Most respondents (75.3%) were
repeated tourists. The demographic characteristics of the sample are
shown in Table 1.
Table 1: Sample characteristics
Ν
%
Mean SD
Male
204
40.6
Gender
Female
298
59.4
Married
354
70.5
Marital status
No married
93
18.5
Primary school
82
16.3
Middle school
123
24.5
High school
209
41.6
Educational status
Post-secondary education
5
1.0
University education
75
14.9
Postgraduate Studies
8
1.6
Working in the public sector 100
19.9
Main occupation
Working in the private sector 119
23.7
Freelancer
116
23.1
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Monthly personal
income

Place of residence
Repeated tourist
Age
Total

Retired
Unemployed
€0-599
€600-1,199
€1200-1,799
≥€1,800
Local
Other, Greece
Other, Abroad
Yes
No

118
49
81
171
161
89
166
295
41
378
124

23.5
9.8
16.1
34.1
32.1
17.7
33.1
58.8
8.2
75.3
24.7

502

100%

62.54 15.69

Travel Organisation
Most of the respondents arrived to the area in organised groups
(50.4%). The length of the respondents’ stay was on average 2.5
overnight stays. Rental rooms and hotels were their favoured types of
accommodation (51.2% and 34%, respectively) followed by housed
of friends or relatives (14.3%). In addition, 61.4% of the respondents
claimed that they intended to totally spend €250-499 compared with
the 18.7% of those who would spend €500-749. Finally, 10.4% would
spend €750 and above, while 9.6% less than €250.
Most of the respondents had little knowledge about the survey
region (40.4%), while 37.6% was well informed and 21.9% was
moderately informed on the region. Thus, before visiting the area, the
respondents looked for information on the profile of the destination.
Specifically, the respondents were asked: To what extent did you use
the following sources to gather information on the profile of the
region of West Thessaly? The responses were based on a 5-point
Likert scale where 1 represented “no/not at all” and 5 “very much”.
The respondents used as information sources their past experience
(mean=3.87, SD=1.14) followed by the Internet (mean=3.79,
SD=1.16),
tourist
guidebooks
(mean=3.77,
SD=1.17),
radio/television programs (mean=3.04, SD=1.39) and specialized
magazines/publications (mean=3.02, SD= 1.36). Finally, word-ofmouth and Church were not particularly mentioned by the
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participants (mean=2.95,
respectively).

SD=1.42;

mean=2.95,

SD=1.40,

Motivations
According to the results, when the respondents were asked about
the primary purpose for their journey, 74.4% of the respondents
mentioned “the holy place of Meteora”, while for 25.3% visiting
Meteora was a complementary reason.
The respondents mentioned that they were mainly attracted by
natural environment and monasteries (mean=4.46, SD=1.15 and
mean=3.83, SD=1.19, respectively), while archeological sites (mean
= 3.05, SD=1.40), museums (mean = 2.97, SD=1.43) and cultural
events (mean = 2.97, SD=1.41) were of less preference.
In our study, exploratory factor analysis was performed in order
to group the variables that determine the respondents’ decision to visit
the religious survey region and the activities carried out. Resulting
data were repeatedly factor analyzed with the final factor solution
using principal component extraction and orthogonal varimax
rotation with Kaiser Normalization. The determination of the main
factors’ identity was supported in the variable with the higher values
of factor loadings. High prices of loadings for one or more variables
of factor identify this factor.
Concerning the factors contributing to the decision to visit the
survey region, a six factor solution was generated and the six factors
explained 38.1% of the total variance. All factors had eigenvalues
greater than 1 and were the following: Participation in activities,
Religiousness, Interpersonal relationship, Information, Nature and
Infrastructure.
From reviewing the mean scores of the composite indicators, it
was found that “nature” (M=3.99, SD=0.76) suggested a high degree
of importance. On the contrary, “participation in activities” (Μ=3.39,
SD=0.66), “information” (M=3.38, SD=0.65), and “religiousness”
(M=3.34, SD=0.70) suggested a mild degree of importance in travel
motivation. Finally, “infrastructure” (M=3.04, SD=0.79) and
“interpersonal relationship” (M=2.94, SD=0.79) were of lower
importance.
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Table 2: Factor analysis on factors contributing to the decision
visiting the region of West Thessaly
Factors
Participation
Interpersonal Informatio
Infrastr
Religiousness
Nature
in activities
relationship n
ucture
Participation in cultural
0.649
activities
Participation in religious
0.633
activities
Participation in sports
0.551
activities
Religious atmosphere
Meteora monument
Places important for
Christianity
Relaxation / escape
from everyday life
Engaging with new
people
Meeting with friends /
family
Positive
recommendation from
social environment
Positive reviews from
the press
Past experience
Browsing
Natural environment
Infrastructure
Easy accessibility
Nightlife / fun
Factor
Interpretation
6.648
(% variance explained)
Cronbach’s Alpha
0.791
Mean
3.39

0.618
0.589
0.526
0.701
0.698
0.665
0.707
0.617
0.568
0.525
0.420
0.774
0.743
0.491
6.579

6.352

6.261

6.166

6.124

0.778
3.34

0.694
2.94

0.649
3.38

0.733
3.99

0.867
3.04

Concerning the activities carried out by the respondents, a four
factor solution was generated and the four factors explained 50.52%
of the total variance. All four factors had eigenvalues greater than 1
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and are the following: Recreational activities, Cultural and religious
activities, Natural activities, and Adventure and sports.
Table 3: Factor analysis on activities carried out in the region of West
Thessaly
Factors
Recreational
activities
Participation in Festivals
Leisure
Visiting museums
Religious activities
Participation in cultural events
Participation in agricultural
activities
Exploration of flora and fauna
Adventure activities
Cycling and other sports
Factor Interpretation (%
variance explained)
Cronbach’sAlpha
Mean

Cultural and
religious
activities

Natural
activities

Adventure
and sports

0.756
0.605
0.729
0.646
0.518
0.654
0.506
0.665
0.582
12.952

12.777

12.733

12.054

0.841
2.44

0.610
3.49

0.719
1.77

0.666
1.78

From reviewing the mean scores of the composite indicators, it
was observed that “cultural and religious activities” were of moderate
importance (M=3.49, SD=0.74), while “recreational activities”
(M=2.44, SD=0.86), “natural activities” or “adventure and sports
activities” was of less importance (M=1.77, SD=0.55 and M=1.78,
SD=0.52, respectively).
DISCUSSION
The current study is a first attempt to investigate the factors
associated with tourists’ motivation visiting religious sites on the
region of West Thessaly, Greece. To the best of our knowledge, this
is one of the few studies in this field, conducted in Greece (Aslan and
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Andriotis, 2009; Kamenidou and Vourou, 2015; Terzidou et al., 2017,
2018). The region of West Thessaly seems to take a special place in
the preferences of tourists who visit the area to see monuments of
religious interest, learn about its cultural sites and combine their
activities with complementary leisure and recreational activities.
In religious tourism, persons travelling alone represent the
minority (Rinschede, 1992). For many tourists it is very important to
travel with a group of believers who think similarly and are in the
same age group. According to the results, it was found that the
respondents visiting the region of West Thessaly travel in organised
groups and come from the rest of Greece, staying around 2.5 days; a
result that is in line with the model of the short visit religious tourists
(Jackowksi and Smith, 1992). On the other hand, Zhang and Yan
(2016) found that religious tourists prefer to travel with their family
and friends.
Tourists visiting religious sites should not be treated as a
homogenous group, because their profile and motivation differ
widely. Travel motivation to sacred sites seems to be complex
(Terzidou et al., 2017). Ebadi (2014) found that people may visit a
sacred site having different motivation, with the same site being a
religious pilgrimage or tourist destination for others. In our study,
religious motivation seems to be of moderate importance. It can be
seen that one of the tourists’ motivation is “religious atmosphere”; a
result similar to that of Raj (2012) and Zhang and Yan (2016). It was
also found that tourists use to travel to West Thessaly for cultural
purposes. The modern tourist visits religious destinations for cultural
purposes and recreation (Olsen and Timothy, 2006; Mu et al., 2007),
and is motivated by cultural incentives, such as visiting a museum or
archaeological site (Keeling, 2000; Rotherham, 2007). As Mazumdar
and Mazumdar (2004) points out, the religious tourist seeks a deeper
spiritual experience by experiencing all the historical, cultural and
religious manifestations of the destination. In addition, the
respondents seem to have an interest in the natural environment where
religious temples are located.
Recent research focuses on the motivation and impact of
religious tourism, as well as issues related to the management of
sacred sites and monuments of religious interest. Thus, managers of
religious sites should offer visitors a wide range of activities, both
spiritual and non-spiritual, that complement each other in order to
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provide an holistic visitor experience (Tirca and Stanciulescu, 2011;
Weidenfeld and Ron, 2008). It is noteworthy that visitation of
religious sites is increasing, both for those with a religious affiliation
(Tirca and Stanciulescu, 2011) and those without (Davie, 2006).
The survey region is a multifunctional destination where
different forms of tourism can be found. In our research, religious
tourism is linked to other types of tourism, such as cultural and group
tourism, which causes it to be linked to seasonality (Collins-Kreiner,
2018; Lois-González and Santos, 2015; Olsen and Timothy, 2006;
Oviedo et al., 2014; Raj and Morpeth, 2007; Raj et al,. 2015;
Rinschede, 1992; Timothy and Boyd, 2006).
The results show that it should be possible to spread the
development of religious tourism to more parts of the region.
According to the results, the majority of the respondents claimed that
the primary purpose for their journey was “the holy place of
Meteora”. Taking into account this finding combined with the
motivational factors and activities on the survey region, religious
tourism and cultural and nature-based tourism could be combined. In
fact, religious tourism includes a range of activities and in general it
is appropriate for alternative tourism activity (Korstanje et al., 2018).
Thus, it should be possible to use the major key resources of the
region to stimulate sustainable regional development.
CONCLUSION
Religious tourism on the region of West Thessaly is related to
monuments and places of religious interest, which are an integral part
of Greece’s heritage. This paper has attempted to investigate the
profile of Greek religious tourists on the region of West Thessaly,
Greece, and what motivates them to be attracted. Based on the results,
religious motivations are no longer the main reason to perform the
study region. The profile of the surveyed tourists is in line with the
model of the short visit religious tourists who seek to combine their
visit to religious monuments with spirituality and nature-seeking and
cultural motivation. This finding suggests that it would be worthwhile
for destination managers to pay more attention to tourist attractions,
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such as environment and religious atmosphere, in order to continue to
enhance experiences and attract more repeated tourists.
Given the increased tourist flows and the unique characteristics of
the region, there is a need to further enhance the place branding of
West Thessaly as a religious destination and activate the interested
groups in this specific tourist market. The importance of networking
in the future development of religious tourism is underlined.
Motivational factors and activities identified in the research show that
collaboration between the local authorities, the Church, the tourist
sector and other interested groups is necessary.
These findings can be used by researchers and managers to study,
frame and model empirical research into the area of religious tourism.
Understanding the different motivation of visitors at religious tourism
sites is an important step towards promoting religious tourism and
hence contributes to sustainable regional development. Destination
marketing organisations (DMOs) could promote tourism at religious
sites with the aim of diversifying the tourism product offerings,
rejuvenating failing economies and generating funding for
preservation and conservation.
LIMITATION AND SUGGESTION FOR FURTHER
RESEARCH
This study is limited to dealing with Christian religious tourism.
The study was also conducted in a specific setting –the region of West
Thessaly in Greece. A future study in other settings that have different
destination attributes would have been useful. Future research could
also be directed towards foreign religious tourists and their
experiences during their vacation in Greece, offering a more complete
picture in the religious tourism context.
This paper provides interesting findings which can inspire for indepth interviews in the future. In-depth interviews can be used to
deeply explore the respondents’ views, thoughts and feelings
conducting a more concrete quantitative survey.
As the religious tourism market becomes increasingly competitive
(Weidenfeld and Ron, 2008), the promotion of a marketing plan
designed to meet religious tourists’ needs is essential to attract more
visitors, improve visitor satisfaction and drive repeat visit.
Consequently, further research is needed to explore tools for the
promotion of religious tourism and the possibility of collaborating the
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relevant groups of interest (i.e. enterprises, tourist organizations,
tourist policy agencies, Church, visitors).
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Each issue includes the following sections: editorial, research papers,
research notes, case studies, book reviews, conference reports,
industry viewpoints, and forthcoming events.
JOURNAL SECTIONS
Editorial
The Editorial addresses issues of contemporary interest and provides
a detailed introduction and commentary to the articles in the current
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issue. The editorial may be written by the Editor, or by any other
member(s) of the Editorial Board. When appropriate, a “Guest
Editorial” may be presented. However, TOURISMOS does not accept
unsolicited editorials.
Research Papers
For the Research Papers section, TOURISMOS invites full-length
manuscripts (not longer than 6000 words and not shorter than 4000
words) from a variety of disciplines; these papers may be either
empirical or conceptual, and will be subject to strict blind peer review
(by at least three anonymous referees). The decision for the final
acceptance of the paper will be taken unanimously by the Editor and
by the Associate Editors. The manuscripts submitted should provide
original and/or innovative ideas or approaches or findings that
eventually push the frontiers of knowledge. Purely descriptive
accounts are not considered suitable for this section. Each paper
should have the following structure: a) abstract, b) introduction
(including an overall presentation of the issue to be examined and the
aims and objectives of the paper), c) main body (including, where
appropriate, the review of literature, the development of hypotheses
and/or models, research methodology, presentation of findings, and
analysis and discussion), d) conclusions (including also, where
appropriate, recommendations, practical implications, limitations,
and suggestions for further research), e) bibliography, f)
acknowledgements, and g) appendices.
Case Studies
Case Studies should be not longer than 3500 words and not shorter
than 2500; these articles should be focusing on the detailed and
critical presentation/review of real-life cases from the greater tourism
sector, and must include - where appropriate - relevant references and
bibliography. Case Studies should aim at disseminating information
and/or good practices, combined with critical analysis of real
examples. Purely descriptive accounts may be considered suitable for
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this section, provided that are well-justified and of interest to the
readers of TOURISMOS. Each article should have the following
structure: a) abstract, b) introduction (including an overall
presentation of the case to be examined and the aims and objectives
of the article), c) main body (including, where appropriate, the review
of literature, the presentation of the case study, the critical review of
the case and relevant discussion), d) conclusions (including also,
where appropriate, recommendations, practical implications, and
suggestions for further study), e) bibliography, f) acknowledgements,
and g) appendices. All Case Studies are subject to blind peer review
(by at least one anonymous referee). The decision for the final
acceptance of the article will be taken unanimously by the Editor and
by the Associate Editor.
Research Notes
Research Notes should be not longer than 2000 words and not shorter
than 1000; these papers may be either empirical or conceptual, and
will be subject to blind peer review (by at least two anonymous
referees). The decision for the final acceptance of the paper will be
taken unanimously by the Editor and by the Associate Editors. The
manuscripts submitted may present research-in-progress or my focus
on the conceptual development of models and approaches that have
not been proven yet through primary research. In all cases, the papers
should provide original ideas, approaches or preliminary findings that
are open to discussion. Purely descriptive accounts may be considered
suitable for this section, provided that are well-justified and of interest
to the readers of TOURISMOS. Each paper should have the following
structure: a) abstract, b) introduction (including an overall
presentation of the issue to be examined and the aims and objectives
of the paper), c) main body (including, where appropriate, the review
of literature, the development of hypotheses and/or models, research
methodology, presentation of findings, and analysis and discussion),
d) conclusions (including also, where appropriate, recommendations,
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practical implications, limitations, and suggestions for further
research), e) bibliography, f) acknowledgements, and g) appendices.
Book Reviews
Book Reviews should be not longer than 1500 words and not shorter
than 1000; these articles aim at presenting and critically reviewing
books from the greater field of tourism. Most reviews should focus
on new publications, but older books are also welcome for
presentation. Book Reviews are not subject to blind peer review; the
decision for the final acceptance of the article will be taken
unanimously by the Editor and by the Book Reviews Editor. Where
appropriate, these articles may include references and bibliography.
Books to be reviewed may be assigned to potential authors by the
Book Reviews Editor, though TOURISMOS is also open to
unsolicited suggestions for book reviews from interested parties.
Conference Reports
Conference Reports should be not longer than 2000 words and not
shorter than 1000; these articles aim at presenting and critically
reviewing conferences from the greater field of tourism. Most reports
should focus on recent conferences (i.e., conferences that took place
not before than three months from the date of manuscript
submission), but older conferences are also welcome for presentation
if appropriate. Conference Reports are not subject to blind peer
review; the decision for the final acceptance of the article will be
taken unanimously by the Editor and by the Conference Reports
Editor. Where appropriate, these articles may include references and
bibliography. Conference reports may be assigned to potential
authors by the Conference Reports Editor, though 239 TOURISMOS
is also open to unsolicited suggestions for reports from interested
parties.
Industry Viewpoints
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Industry Viewpoints should be not longer than 1500 words and not
shorter than 500; these articles may have a “commentary” form, and
aim at presenting and discussing ideas, views and suggestions by
practitioners (industry professionals, tourism planners, policy
makers, other tourism stakeholders, etc.). Through these articles,
TOURISMOS provides a platform for the exchange of ideas and for
developing closer links between academics and practitioners. Most
viewpoints should focus on contemporary issues, but other issues are
also welcome for presentation if appropriate. Industry Viewpoints are
not subject to blind peer review; the decision for the final acceptance
of the article will be taken unanimously by the Editor and by the
Associate Editors. These articles may be assigned to potential authors
by the editor, though TOURISMOS is also open to unsolicited
contributions from interested parties.
Forthcoming Events
Forthcoming Events should be not longer than 500 words; these
articles may have the form of a “call of papers”, related to a
forthcoming conference or a special issue of a journal. Alternatively,
forthcoming events may have the form of a press release informing
readers of TOURISMOS about an event (conference or other) related
to the tourism, travel, hospitality or leisure sectors. These articles
should not aim at promoting sales of any products or services. The
decision for the final acceptance of the article will be taken by the
Editor.
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NOTES FOR CONTRIBUTORS

Manuscript Submission Procedure
Manuscripts should be written as understandably and concisely as
possible with clarity and meaningfulness. Submission of a manuscript
to TOURISMOS represents a certification on the part of the author(s)
that it is an original work and has not been copyrighted elsewhere;
manuscripts that are eventually published may not be reproduced in
any other publication (print or electronic), as their copyright has been
transferred to TOURISMOS. Submissions are accepted only in
electronic form; authors are requested to submit one copy of each
manuscript by email attachment. All manuscripts should be emailed
to the Editor-in-Chief (Prof. Paris Tsartas, at ptsar@aegean.gr) and to
the Editors (Prof. Evangelos Christou, at e.christou@tour.teithe.gr
and Prof. Andreas Papatheodorou, at a.papatheodorou@aegean.gr),
and depending on the nature of the manuscript submissions should
also be emailed as follows:
• Conference reports should be emailed directly to the
Conference Reports Editor (Dr. Vasiliki Galani-Moutafi), at
v.moutafi@sa.aegean.gr.
• Book reviews should be emailed directly to the Book
Reviews
Editor
(Prof.
Marianna
Sigala),
at
marianna.sigala@unisa.edu.au.
• Full papers and all other types of manuscripts should be
emailed directly to the Editors (Prof. Evangelos Christou
and
Prof.
Andreas
Papatheodorou),
at
e.christou@tour.teithe.gr
and
a.papatheodorou@aegean.gr.
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Feedback regarding the submission of a manuscript (including the
reviewers’ comments) will be provided to the author(s) within six
weeks of the receipt of the manuscript. Submission of a manuscript
will be held to imply that it contains original unpublished work not
being considered for publication elsewhere at the same time. Each
author of a manuscript accepted for publication will receive three
complimentary copies of the issue, and will also have to sign a
“transfer of copyright” form. If appropriate, author(s) can correct first
proofs. Manuscripts submitted to TOURISMOS, accepted for
publication or not, cannot be returned to the author(s).
Manuscript Length
Research Papers should be not longer than 6000 words and not shorter
than 4000. Research Notes should be not longer than 2000 words and
not shorter than 1000. Case Studies should be not longer than 3500
words and not shorter than 2500. Book Reviews should be not longer
than 1500 words and not shorter than 1000. Conference Reports
should be not longer than 2000 words and not shorter than 1000.
Industry Viewpoints should be not longer than 1500 words and not
shorter than 500. Forthcoming Events should be not longer than 500
words. Manuscripts that do not fully conform to the above word limits
(according to the type of the article) will be automatically rejected
and should not be entered into the reviewing process.
Manuscript Style & Preparation
•

•

All submissions (research papers, research notes, case studies,
book reviews, conference reports, industry viewpoints, and
forthcoming events) must have a title of no more than 12 words.
Manuscripts should be double-line spaced, and have at least 2,5
cm (one-inch) margin on all four sides. Pages should be
numbered consecutively.
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•

•

•

•

•

•

•
•
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The use of footnotes within the text is discouraged – use
endnotes instead. Endnotes should be kept to a minimum, be
used to provide additional comments and discussion, and should
be numbered consecutively in the text and typed on a separate
page at the end of the article.
Quotations must be taken accurately from the original source.
Alterations to the quotations must be noted. Quotation marks (“
”) are to be used to denote direct quotes. Inverted commas (‘ ‘)
should denote a quote within a quotation. If the quotation is less
than 3 lines, then it should be included in the main text enclosed
in quotation marks. If the quotation is more than 3 lines, then it
should be separated from the main text and indented.
The name(s) of any sponsor(s) of the research contained in the
manuscript, or any other acknowledgements, should appear at
the very end of the manuscript.
Tables, figures and illustrations are to be included in the text and
to be numbered consecutively (in Arabic numbers). Each table,
figure or illustration must have a title.
The text should be organized under appropriate section
headings, which, ideally, should not be more than 500-700
words apart. • The main body of the text should be written in
Times New Roman letters, font size 12.
Section headings should be written in Arial letters, font size 12,
and should be marked as follows: primary headings should be
centred and typed in bold capitals and underlined; secondary
headings should be typed with italic bold capital letters; other
headings should be typed in capital letters. Authors are urged to
write as concisely as possible, but not at the expense of clarity.
The preferred software for submission is Microsoft Word.
Authors submitting papers for publication should specify which
section of the journal they wish their paper to be considered for:
research papers, research notes, case studies, book reviews,

•

•
•

conference reports, industry viewpoints, and forthcoming
events.
Author(s) are responsible for preparing manuscripts which are
clearly written in acceptable, scholarly English, and which
contain no errors of spelling, grammar, or punctuation. Neither
the Editorial Board nor the Publisher is responsible for
correcting errors of spelling or grammar.
Where acronyms are used, their full expression should be given
initially.
Authors are asked to ensure that there are no libellous
implications in their work.

Manuscript Presentation
For submission, manuscripts of research papers, research notes and
case studies should be arranged in the following order of presentation:
•
First page: title, subtitle (if required), author’s name and
surname, affiliation, full postal address, telephone and fax
numbers, and e-mail address. Respective names, affiliations and
addresses of co-author(s) should be clearly indicated. Also,
include an abstract of not more than 150 words and up to 6
keywords that identify article content. Also include a short
biography of the author (about 50 words); in the case of coauthor(s), the same details should also be included. All
correspondence will be sent to the first named author, unless
otherwise indicated.
•
Second page: title, an abstract of not more than 150 words and
up to 6 keywords that identify article content. Do not include the
author(s) details, affiliation(s), and biographies in this page.
•
Subsequent pages: the paper should begin on the third page and
should not subsequently reveal the title or authors. In these
pages should be included the main body of text (including

209

•

tables, figures and illustrations); list of references; appendixes;
and endnotes (numbered consecutively).
The author(s) should ensure that their names cannot be
identified anywhere in the text.

Referencing Style
In the text, references should be cited with parentheses using the
“author, date” style - for example for single citations (Ford, 2004), or
for multiple citations (Isaac, 1998; Jackson, 2003). Page numbers for
specific points or direct quotations must be given (i.e., Ford, 2004:
312-313). The Reference list, placed at the end of the manuscript,
must be typed in alphabetical order of authors. The specific format is:
•
For journal papers: Tribe, J. (2002). The philosophic
practitioner. Annals of Tourism Research, Vol.29, No.2,
pp.338-357.
•
For books and monographs: Teare, R. & Ingram, H. (1993).
Strategic Management: A Resource-Based Approach for the
Hospitality and Tourism Industries. London, Cassell.
•
For chapters in edited books: Sigala, M. and Christou, E. (2002).
Use of Internet for enhancing tourism and hospitality education:
lessons from Europe. In K.W. Wober, A.J. Frew and M. Hitz
(Eds.) Information and Communication Technologies in
Tourism, Wien: Springer-Verlag.
•
For papers presented in conferences: Ford, B. (2004). Adoption
of innovations on hospitality. Paper presented at the 22nd
EuroCHRIE Conference. Bilkent University, Ankara, Turkey:
3-7 November 2004.
•
For unpublished works: Gregoriades, M. (2004). The impact of
trust in brand loyalty, Unpublished PhD Tourismos. Chios,
Greece: University of the Aegean.
•
For Internet sources (if you know the author): Johns, D. (2003)
The
power
of
branding
in
tourism.
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•

•

Ηttp://www.tourismabstracts.org/marketing/papersauthors/id3456. Accessed the 12th of January 2005, at 14:55.
(note: always state clearly the full URL of your source).
For Internet sources (if you do not know the author): Tourism
supply
and
demand.
Ηttp://www.tourismabstracts.org/marketing/papersauthors/id34
56. Accessed the 30th of January 2004, at 12:35. (note: always
state clearly the full URL of your source).
For reports: Edelstein, L. G. & Benini, C. (1994). Meetings and
Conventions. Meetings market report (August), 60-82.
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