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INTRODUCTION

Science is the knowledge of the existing, which systematically totally
covers a sector of issues. Science is one and its purpose is the
understanding of all phenomena. Due to human's incapability of
mental controling the whole of universal rules, sciencedivided to
partial "sciences" and each one covers its objective field.

The science of tourism can be divided in two pafitse sciences of
understanding the tourism phenomenon and the sciences of the
enterprises of hospitality and their management.

Dealing with sciences leads to complete studies whose purpose is the
understanding of the reality. These studies are set to be published in
refereed scientific journals. Their publication jisdjed for being
original, complete and correct, by members of threcademic
community. Then, these publications are considered as valid and can
be used by other researchers for the spread of knowledge.

Aim of the magazine is the spread of knowledge related to the
scientific fields of tourism. In Tourism Issues therelaimg published
original articles and obligatorily new researches. The writing language
can beGreek English , French or German. The scripts will be evaluated
by three- memberedscientific committee whose members have deep
knowledge of the specific fields.

LaloumisDimitris
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WRITING GUIDELINES

In &Journal of Burism Research OF'y 06S Lldzof AAKSR 2NARIAYLFE | NI
tourism topics. The articles and the studies should hasserbeen publishedefore.

Every scientific paper should not exceeedthaximum oB000 words and should be seintelectronic form
at info@dratte.gr

The paper can be written in Greek, English, French or German.

Papers should be typewritten in black, dowsigaced on A4 or US letter sized white paper and printed on
onesideofil KS LJ LISNJ 2yfé&s G6AGK M oy AYOK YINBAYya 2Yy
should be numbered consecutively.

¢CKS FANRO LI 3IS 2F GKS LI LISN) akKz2dz R Ay Of dzRS Ay
affiliation, postaladdress, telephone and fax numbers, email address, acknowledgements. In the case
co-authors, their full details should also appear (all correspondence will be sent to the first named author
Also include an abstract of 250 words, and up to fiveslywords.

The second page should contain the title of the paper, an abstract o2200words, and up to five
keywords. Damotinclude the author(s) details in this page.

Subsequent pages: main body of text; list of references; appendices; endeoigdsotes should be kept
to a minimum).

Every paper should be accompanied by a-M0d abstract. The text of the abstract is not allowed to be
part of the paper. Also, the author should propose 4 key words associated with the main fields dealt wi
in the paper. The aforementioned (name, title, abstract and key wosti&uld begiven in English and
Greek, as well as in the language of composition in case this is French or German.

Tables, figures and illustrations should be referred to and included ineki in gray tint. Each table,
figure and illustration should be numbered consecutively (in Arabic numbers) and titled. Tables, figur
and illustrations should not exceed one page and should be kept to a minimum.

The text should be organized under appriate section headings. Section headings should be marked as
follows: primary headings should be typed in upper case and bold If¢TRODUCTIQNsubsection
headings should be in upper and lower case and bold {@grism Planniny
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Quotations should & taken accurately from the original source. Alterations to quotations should be noted
vdz2dFGA2Y YIEN]a o6da €0 akKz2dzZ R 6S dzaSR (42 RSy2i
denote a quote within a quotation.

Papers should be supported/lveferences. These should be set out according to the standard Harvar
atietsS a Ftt26a0 Ly GKS GSEiG NBFSNByOSa akz
bracketscF 2 NJ SEF YL S 6aAft SNE HnnnT AINADINZO mHmmmizQ & .
two or more references to one author for the same year, the following form should be used (Smith, 1999
or (Smith, 1999b). Where references include two authors the form (Clarke & Little, 1996) should be ust
Where refereces include three or more authors the form (Riletyal., 1996) should be used. The
reference list, placed towards the end of the manuscript, must be typed in alphabetical order of author:
The specific format is:

1 For papers injournal8langy S. & Mison T. (1995) Ecotourism and minimum impact pohAcyals

of Tourism Resear@0(2), 357360.

1 For books and monographkiskeep E. (199I)ourism Planning: An Integrated and Sustainable
Development Approagh.ondon: John Wiley & Sons.

1 For chapters indited booksHall C.L. & Jenkins J.M. (1998) The policy dimensions of rural tourisr
and recreation. In R. Butler, C.M. Hall & J. Jenkins {Exsi¥m and Recreation in Rural Ardasndon:
John Wiley & Sons, 42.

1 For reportsHovland N.P. (198%ocalEconomic Impact for Travelling Business: Examples from the
Municipality of Risoemreport no. 24, Telemark Research Institute, Boe.

Every papewill be examinedyathreeY SY6 SN a0OASYGAFAO O2YYAGGSSo
cognitive fielé relevant to the paperftopics I YR NBOSA @S GKS LI LISNER ¢
dzy RA&AO0f 2aASRd ¢KS 2dzRIAY I LINE OS a thraghdut. ThedjuSigesVil Y LJ
propose to theeditorial committee the accemnceor the rejection of a paper to be published or the
possibility of publishingn article after corrections suggested by the judging committee.

' FGSNI GKS LI LISNBQ 2dzZRISYSy iG> GKS | dzi Kppshi#eorack.f f
The approved papers will be published according to priartghronological order.
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DEVELOPING TEAMWGGHRHLLS IN HOSPITALMANAGEMENT COLLEBIBEIDENTS

Sandra Kapoor
Collins College of Hospitality Management, California SRatgtechnic University, U.S.A.
Belinda de VillaLopez

Collins College of Hospitality Management, California State Polytechnic University, U.S.A.

ABSTRACT

Teamwork skills are among the most important skills desired by hospitality managemen employment

recruiters, yet, teamwork skills are frequently deficient in collegegraduates.The purposeof this study wasto

determine whether hospitality managementcollegestudents who participaed in a team projed with the sane

small group of students for one 10-week academic quarter alongwith teamworktraining or a reviewof sucesgul

teamwork skills, and feedback about their teamwaork skills improved their teamwork skills. Anonlineteamwork

skillsquestionnairevasadminigered to studentsin an introdudory, and an upper division hospitality management
course before and after the 10-week courses. The introductory hospitality management course contained
teamwork training and the upper division course provided a review of sucesgul teamwork skils, and in both

the introductory and upper division courses, students worked on a small group team project, and receiwed

feedbackon teamworkskillsthroughout the 10-week period. Pairedt-tests were used to compare the student)
pre- and postteamwork questionnairescoresin the introductory and upper division courses,and a t-test was

used to compae the studenii &pfe-teamwork questionnaire scores in the introductory course with the

studentsQ post-teamwork questionnaite scores in the upper divisiln course Statigical analyss revealed
& 0 dzR $edniwbiR scores improved significantly from before the introductory to after the introductory

hosptality managemen 10-week cowse and from before the upper divison to after the upper division

hospitality managementLO-week course,and studentda ®amwork scores improved from before the introdudory

hospitdity managementcourseto after the upper divisionhospitalitymanagementoursewhen students were

provided teamwolrk training in the introductory courseand a review of successfuteamworkin the upper division

course, worked on a small group team project, and receivedfeedbackon teamwork skills over 10-weeks in the

introducory and upper division hospitality management courses. These findings suggst hospitality management
& 0 dzR $egmwarkskils can beimprovedwith teamwork training or areview of successfulteamworkpractces,
the opportunity to work on ateam project with a smallteam, andteamworkfeedbackovera 10-week period.

Keywords: Teamwork1,Hospitality Management2,Hositality ManagementEmployment3,Teamwork Skills4
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INTRODUQION

Teamwork skills are important for students to develop while in college to obtain a hospitality
managementposition as well as to be successfu in a hogitality management career (The
Congtrence Board, 2008;Mayburry & Swagger,2010). Yet, little researchhas been conducted to
determine if college students are trained in teamwork participate in teamwork, and are provided
feedbackon their teamwork skillsimprovetheir teamwork skills.

The purposeof this study was to determine whether hospitality managementcollege studentswho
participatedin a team poject with the same smalteam of studentdor one 18week academic quarter
alongwith teamwork trainingor areviewof sucessul teamwork practices, and self, peer, and instructor
feedbackabouttheir teamworkskillsimprovedtheir teamwork skills.

In this study, hospitality managementcollegestudentsin an introductory, and upper division course
were given a task appropriate for a team to complete. Teamwark training was provided in the
introductory course, and a review of how to work sucesdully in a team was provided in the upper
divison course. Following students in both courses worked in teams of 3-6 memberson a 10-week
project. Eachstudentwas provided with sef, peer, and instructor feedback about his/her teamwork skills
throughou the 10-week project. At the beginningand end of eachcourse, studerts participatedin an
online teamwork questionnaire to assesschangein & G dzR $egniwark skills during the 10-week
period, and from the begiming of the introductory courseuntil the end of the upperdivisioncours.

Team VersusGroup

Instructors often use the terms team and group interchangeabl/ but they are not the same. Kozlowsi
and llgen (2006) provide a multifaceted definition of a team as & § two or more individuals who (b)
scocially interact (faceto-face or, increasimly, virtually); (c) possessone or more common goals; (d)
are brought together to perform organizatonally relevant tasks; (e) exhibt interdeperdencies with
resped to workflow, goals, and outcomes; (f) have different roles and respmsibiities; and (g) are
together embeddal in an encompassingrganizationalsystem,with boundariesand linkagesto the
broadersygem contextandtaskS y @A NR Y YSy (i @ ¢

Teans are not just a group working together (Katzenbah & Smith 1993, 2005). Teans rely on
collaboratbn amongteam membersto create a product that is more than the sum of the individual
parts, and are comprised of individuals with complkementary skils and abilities. Furthe, team
members hold themselvesesponsibldor the quality of the final produd.

Groups, on the other hand, are commonly defined as a collection of two or more interactive
individualswith a stable pattern of relationshps between them who share common goalsand who
perceivethemselies asbeingagroup(Greenberg2010, p. 252).

Groupsdo not rely on collaborationamongteam members. Rather,group membersoften work alone,
andthen combine their individud partsto produce the final product. In comparisonto team members,
group membersoften have similar skill levels in relation to the assigrd task, and hold themseles
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responsilbe only for their part of the project.

Teamwork Defined

Teamworkinvolves people working collaboratively together as a team for a common goal or
purpose(Southen Qross Universty, 2013).

Teamwork Skillsand Employment

TheDepartmentof Education,Science and Training (2006) identified a set of skills needel to prepare
young people for both employment and further learning. Teamwork was listed as one of eight
skillsemployess think makes a good employee It is describal as being able to work in a teamin a
mannerthat contributes to produdive working relationships and outcomes. The aspects of teamwork
that employersthink areimportantto enter, operate, andthrive in the world of work are:

Workingwith peopleof different ages gendes,races religionsor politica persuasons Workingasan
individual andasa memberof ateam Knowindiowto definearole aspart of ateam Applingteamwork
to arangeof situations Identifyingthe strengths of teammembers Coachingpentoring, andgiving
feedback.

Teamworkin Organization

Teamwok of some type is utilized in most, if not all organizatias today (Hills, 2001; Kosbwski & Bel,
2003; kX, 2002; Lawler et al., 1995; Morgeson et al.,, 2010). A survey of 240 manages attending
aUniversty of WisconsinQ aortinuing educaton program noted that managers are typically serving
on 3teamsat any giventime, and severalmanagersagreedthat it wasnot uncommonfor managers
to be ontwelve different teams simultaneou$y (Antonioni, 1996). Blanchard et al., (1996 alsoprovided
evidencethat showed managersspendfrom 60%to 90%of their time in team activities. Moreover,
employeesare likely to work in different types of teams including projed teams action teams
production teams, and managementeams.

As a result of the prevalerce of teamsin work organizations,companiesare increasinglyseeking
job candidateswho possessteamwolk skills.

Both employersand reauiters listed colleged NJ- R dabilitySaiw@rk in a team ascritical to compete
for jobs Areport by The Confeence Boad (2008) noted that prospective employes listed
teamwork/collaboration as secondin importance to only oral communicatias of eleven applied
skils required for job sucess for four-year college graduats. (ollege recruiting professional
members of the National Associationof Collegesand Employers(2013)rated & I oyAid worlk in a
team structuret as the mostimportant of ten candidate skills/qualtiesin the JobOutlook 2014 survey.

The ability to work as part of a team was ranked by senia hiring executives who represented
varioussectas of the hospitality and tourism industry as the most desiredattribute of elevenskillsand
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abilitiesfor collegeanduniversitygraduatesof busiress and hospitality education programstoo (Tesone
& Ricai, 2005). In anothe study (Mayburry & Swagger2010), twenty two leading expertsn hospitality
managemaet listed team building as one of the knowledge, skills, and abilities (KSAS) from their
experence and obseavation that graduates from four year postsecondary institutions currently
needed to possessfor successin the hospitalityindustry.

In the AmericanManagement! & & 2 O A (ANIA) (20302012 Criicd Skils Survey manages and
executivesindicated that collaboration/team huilding was one of four skils measurel during annual
performanceappraisalsand that job applicantswere assessedin theseareasduringthe hiring process.
Nearly seventy three percent (72.6%)of managers and executives agreed or strongly agreed that
collaboration/team building was a priority for employee development, talent management,and
successiomplanningin the nextone to three years.Threefourths (74.6%)of managers and executives
who respmded to the AMA surveysaidthey believedcollaboration/teambuilding skillswill become
more important to their organizationsin the nex three to five yeais for four reasons. Listed from mogt
important to leag important, they are 1) the pace of change in business, 2) global competition, 3) the
nature of how work is achievedtoday, and 4) the way organkations are structured. The AMA 2012
Crticd Skils Survey showed almog sixty percent(59.1%)of managersand executivesbelievedit is
easier to develop these skills in students and recent graduatesthan it is to developthem in
experenced workers. These reaults substantiate the need for college educatas to develop
collaboratian/teamwork skillsin students.

While teamwork skillsare valuedat all levelsof employment,they may becomeincreasinglyevident
andimportant as positions of seniorityare attained in organizatians (Hughes & Jones 2011).

Teamworkin Management Education

Managementinstructars often use team activities to accomplisha number of educationalgoalsand
to get students to be more involved in their educatian than in traditional coursework (Loyd, et al.,
2005;Raelin,2006; Zantow, et al., 2005). Instructors also use team basedlearningmethodsto develop
the interpersonal and teamwork skills that students often do not have yet, are very important in
organizatims and to recruiters (Alsg, 2002; Boni, et al., 2009; Verzat et al., 2009).

Benefits of Teamwork ills

Jdhnson and Jchnson (1989) believe learning to work together in teams may be one of the most
important interpersond skills a persa can devel@ in order to gain employment,be productive,and
achievecareersucess. The importance of colleges and universties implementing strategies designed
to help studertsdevelopteamworkskillswasfurther substantiated in a 2013 poll conduced on behaf
of the Assaiation of American Golleges and Universties (AACU)in which 67% of employes said
collegesshould place more emphasison teamwork skills and the ability to collaborae with others
in diverse group settings (Hart Researh Assaciates, 2013, p.8).
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Further, TheAssociatiorof AmericanCollegesand Universitie AACU)isted collaborativeassignments

andprojects as on®f eleven widely testetkeachingand learning pacticesthat provide value to colleg

students especially to students from historically underservel backgrounsin its report, College_earning

for the New GlobalCentuy (NationalLealership Councilfor LiberalEducation and AY S N Rbdmi3&i

2007). They noted in Appendi A, A Guice to Effective Educationd Practice (p.54) thata / 2t £ 6 2 NI G A @
learning combinestwo key goals:leaming to work and solve problens in the compary of others, and

sharpening2 y So@riunderstandingby listening seriausly to the insighs of others especiallythose

with different baclgrounds and life experiences. Approachesrangefrom forming study groups within a

course o team-basedassignmentsand writing, to cooperativeprojectsandNB & S | NOK ® ¢

Chapmarand VanAuken (2001)explainedthat it is believed studentsdevelop a better understanding
of the difficulties, challengesand rewards of working together in teams through team projectsThey
notedthat there are severdother benefits studentswill gan by workingon team projects.They canhelp
studertsto:

Becomebetter communcators
Learnto work productively with others

Developa better undergandingof the complexities challenges and advantagesf working effectively
in ateam

Gainskillsin managinggroupprojects
Recogniz¢he valueprovided by the divisionof laborwhenworking on alargeproject

Simulateexperiencessimilarto the & @dlg 2 NJbnResthey will encounterwhenthey are assigred to a
teamaspart of anorganization.

Chapmanand Van Auken (2001) also indicated that students interviewing for jobs are often asked
to explainhow they handledproblemswhenworkingon teamprojects.

Kuh(2008)listed teamwork and problemsolving in his book, HighimpactEdu@tional Practicesasone
of eightintellectualand practicalskillsstudentsneedto preparefor twenty-first-century challengesHis
listing was developedthough a multiyear dialoguewith hundreds of collegesand universites about
needed goalsfor studentlearning;analysisof a long seriesof recommendationsand reports from the
busnesscommurity; and analysisof the accreditationrequirementsfor engineeringbusiress,nursing,
and teacher education. Kuh indicated collaborative assignnents and projects are techniques that
educatas may use to strengthena i dzR 8wélieciugl and practical skills. They have been shown to
help marny college student from avariety of backgrourds.

14



EducatorsDevelopment of Sudentseamwork kills

Many faculty membersin higher education do recognie the educationalbenefits of group-based
learning, andthe needfor studentsto developteamskills, andindudeteam projectsin their clasgs (Bai,
et al., 2009; Michadsen et al., 2004). Neverthelessthe quality of studentsQXeam experiencs is often
not as good as it couldor should be (Pfaf, & Huddlesbn, 2003) and teamworkcompetercies and skills
arerarelydeveloped(Chengtal.,2004).

Helping students to develop team skills is not easy even when university and college instructors
andprofessas incorporateteam experiencesnto their courses. Thereare manyreasas why students
may not developgood team skillsin college.Studentsoften find teamwork challengingand struggle
with it. Otherreasors students may not develg goad team skills indude the following: they dividethe
projectinto partsand completetheir parts individually;there is poor communcation or conflict among
team members,and sone students would rather work alone, didike group work, or lackinterpersonal
skills (Shankar& Seow,2010). Loafers who contribute little to the team, are also commonplacein
studentteams (McCorkleet al., 1999),and, as a result, gain minimal teamwork experience. Sudents
may grow frustrated and resentful of shirking team members (Comer 1995) and fear their individual
gradeswill be affected by working on ateam projed or that the work will not be divided equally
amorg team membess (Jasawalla, et al., 2009; Oakley,et al., 2004). Anotherconcen of studentsis
that teamworkistoo time-consumingdueto the time requiredto schedulaneetingsandthe time spent
attendingmeetingsthat I NJSafn@yi$asproductiveasthey couldbe.

The development of teamwork skills requires faculty to teach students what it meansto be an
effective teammate provide students with opportunities to work in teams offer feedbak to students
about their teamworkskillsand givethem the opportunity to practicetheir teamwork skillsagain(Fink,
2003).

Training Sudentsto be Effective Teammates

Trainirg students in teamwork may teach them how to be better team players resulting in better
teamwark experienes (Bacm, et al.,, 1999). A course on teamwork might be added to the curriculum
or shorter teamworklessonsmight be incorporated into a variety of coursesthat offer team learning
activities.

Bradley et al., (2003) and Young and Henauinet (2000) also foundteamwork training can mcrease
studenii &e@m satisfation with team performarce. Team membersQsatisfaction is important to a
G S| wrédactivity. Lovelland Nunnery(2004)found that team Y S Y 6 satigdaction was almog as
criticalto a i S | Wr@dactivity as team performance.Likewise, 00 { §(RI?) researt showal that
sdisfied, cohesivdeamsperformed better. Researcloy Lembke& Wilson (1998) also indicated that the
effectivenessand productivity of teams canbe improvedby team memberswho viewthe teamasa unit
andan attractivearrangement.

Teamworktraining mayaddresgopics sut asthe stages of group development communication within
agroup, rolesthat group memberscanplay, and conflict resdution. Describingpast experiences with
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team failuresandsuccessemaybe usedto discussappropriate behavior in ateam.

Feedbak on Teamwork Skills

In order for students to improvetheir teamworkskillsthey need to receivemeaningfulfeedback about
the quality of their teamwork skills. Hughesand Jmes (2011) indicate feedback needs to focus on
the teamwork proces that was used to create the projed rather than on the quality of the pNB 2 SOl Q &
outcomes.While studentsneedto sharea group gradebasedon the quality of the teaY” Qftnal project
to ensue their commitmentto the collaboration, it is not enoughto help students impove their
teamwork skills.Feedback must be provided on the quality of the team process.This is the bask for
the individual grade. { (i dzR $wgivild@alontributions must also be rewarded Feedbad may come
from studenta gerswho are likely to see their teamwork skillsin action or from instructorsor professors
who may seetheir teamwork skillsin a more limited manner. Irrespective of the source, feedback
about teamwork performance is esntial for students to improvetheir teamworkskills,and faaulty
must plan for it to take place (Hughes & Jores, 2011).

Studies (Thomas, et al., 2011) have supported using sef and pee evaluatims as a method to
provide students feedbad about their teamwork contributions. Selfand peer evaluations can teach
students about teamwork encourage students to reflect on team processs, their own team
contributions and their i S Y Y | dorrdbuflons; and provide students with developmental
feedback (Daminick, et al., 1997; Gueldenzph & May, 2002. Fa these reasons sef and peer
evaluatiors can help studentsleam to be more effective team members(Brutus& Donia, 2010; Oakley,
et al., 2004).

Providingstudentswith peer evaluaton instruments and explainirg them before student teams begin
working as a team, teachesstudentswhat is expeded of them and what behaviorsare accepgble
andunacceptablein team members,and can help teamsto develop shared expedations for team
members(Ohlard et al., 2012). Gueldenzop & May (2002) note that students must be provided a
clearunderstanding abou the 1) Who (Which students will evaluatethem?),2) What (What doesthe
evaluation include?), 3) When (When will the evaluation take place?, 4) Why (Why are peers
performingthe evaluationy, 5) How (How will peer evaluationsaffect their grades?).Answes to
these questions are necessay in order for studentsto evaluatetheir peerseffectively,andfeel like the
evaluationprocesssfair.

Selfand peer evaluationsmay alsobe usedto provide studentsfeedbackto increasetheir team skills
anddevelop reflective andelfmanagemenskills whichhelp them becomdifelonglearners(Dochy et
al., 1999; Felde & Brent, 2007; Young & Henquing, 2000).

In addition to showing students how their team contributions will be evaluated, self and peer
evaluatilns can motivate students to contribute to their teams increa® the amount studentsQ
grades refled their contributions to team assigments, and reduce free riding. Team memberswho
free-ride causingother studentsto do more work or get a lower gradethan they want is a primary
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reasonstudents are dissdisfied with teamwork (Oakleyet al., 2004; Pfaf & Huddeston, 2003).

Hernande (2002); Millis & Cottel (1998) also noted that peer evaluationscreate accountabilityto

team members and provide season for contributingo I G S Y Q & re&F i gddll. dikase 2
Bacon @005) determinedfailure to implementindividual accountabiity in team activities can reduce
student learning. Further,peerevaluations makstudents consciouf how their peersview them, and

accordirgto Mayo, et al.,(2012)this canleadto greaterself-awarenessand encourae learning.

Becauseself and peer evaluationsare often used in work organizations, completing them as part of
cdlegeclasss prepares studentsfor the workplace (Druslat & Wolff, 1999).

Chapmanand Van Auken (2001)and Pfaff & Huddleston, (2003) found students were more likely to
havepositive attitudes toward teamwork if instructors discussedteam managment concens and
individualperformancewithin ateamwasevalated, suchas by a peer evaluation Attitudes of students
can perform acritical function in learningand the quality of the results (Marzang 1992). Glazer et
al,, (1987) further determined that teams with a positive attitude toward their assignments
performed better. Lembkeand Wilson (1998) alsofound that & (i Batork is a function of how team
members perceive the team and their role in it. Highly productive teamwork requires that team
membersrecognizethe team asa unit andasan attractive work arrangement (p. 927). Basically the
above researchindicates that the effectivenessand efficiencyof teamscanbe improvedwhenteam
membersworkingin ateamhaveapositiveattitude.

METHOD

Forty six students in an introducory and thirty four students in an upper division hospitality

managementlO-week collegecourseparticipatedin an online TeamworkSkillsAssessmentSpector et

al.,2005) at the beginnirg of the 10-week courses. The Teamwok Skils Questionnaire wasestalished

as areliableand valid teamwork assessmentool. Theteamwork questionnaie was comprised of 36

guestions. Asamplequedion is, & 2hen | work as part of a team, | respect the thoughts and opinions

of others in the i S I YR@sponsechoices to each question were, GAImost never=1, Sometimes=2,
Often=3, and Almostl f ¢ @ AT n ®¢

Teamworktraining was provided to students in the introductory hospitality managementcourse
with a power point presentatbn, disassion, and severalhandouts. The discussio and handouts
addressad the teamdevelopmentstagesfeamnorms,communctation within ateam, conflid resolution,
student advie on how to work in a team, a team expedation agreemen form with expectations for
teams to agree to, and a sef & peer evaluatian scoring rubric for students to evaluatethemselvesand
their team members. Studentsin the upper division course received a review of how to work
sucessfullyin a team, and a self & peerevaluationscoringrubric for studentsto evaluatethemselves
andtheir teammembers.

Teans of three to six students were identified. Teams in the introdudory 3 hour and 20 minute 10-
week coursewere assigneda menu and recipe costing project with humerous parts due in stages
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throughout the 10-weekperiod. Teamsn the upper divisioncourseparticipatedin a 30 hour/week 10-
weekmanagementteam project operating a handson student run restaurant sewing four lunches
or three dinnersto the publiceachweekduring7 of the 10weeks.

Studerts in both courses received self, peer, and instructor written feedback on their teamwork
skils throughoutthe 10 weekperiod.

At the end of the 10 week period, the studentsin the introdudory and upper divisian courses repeated
the 36 question online TeamworkSkillsQuestionraire.

Thisresearh projectreceivedinstitutional ReviewBoard(IRB)approvalfrom the Califonia Polytechnic
Universty, PomonaHumanResearclProtectionsProgram.

RESLTS

The introductory and upper division hospitality management 10-week courses were statistically
analyzedo determinethe meanscaeson the pre- and postteamworkquestionnaires for both
coursesand if there were significant differencesin the scoreson the pre- and postteamwork
guestionnaireausingpaired t-tests. The mean scoke for the pre-teamwolk questionnaire in the
introductory course was 3.2440, and the meanscorefor the postteamworkquestionnairewas
3.3484.Themeanscorefor the pre-teamwark questionnaie in the upper divisioncoursewas 3.2933
and the mean scorefor the postteamworkquestionnaie was 3.5082.Theresultswere asexpected
(Fnk, 2003). Thele were significan differences on the pairedt-testsin both coursesThepost
teamworkqguestionnairescoreswere statisticallyhigher(or better) than the pre-teamwork
guestibnnaire scoresin both the introductory and upper division hospitality managementcourses
when studentscompletedteamworktraining in the introductory courseand a review of teamwork
skilsin the upper division course followed by participation in a 10-week team projed with self, peer,
andinstructor feedbackthroughoutthe 10-weekperiod in both courses. The resuls of the paired t-test
in the introductory course showed significant improvemert in teamwork scores with a p = 0.0455.
The results of the paired t-test in the upper division course showed significart improvement in
teamwork scaeswith ap =0.0009.

The pre-teamwork questionnaire scores from the introductory couse and the postteamwork
guestionnaie scoresfrom the upper division coursewere also analyzedto determine if there wasa
significant difference in these scores using at-test. Thele was a significant difference on the t-test from
thed  dzR PrectéainRork questionnairescores in the introductory course and the & G dzR 8pper & Q
divison postteamwork questionnaire scoes. { i dzR Sgbrésbfthe postteamwork questionnaire
from the upperdivisioncoursewere significantlyhigherthanthe stdzR S y§doréson the pre-teamwork
guestionnairefrom the introductory course The results showed a significant improvementin studertsQ
teamwork scores from prior to theintroductory courseto afterthey conpleted the upper divisioncourse
with ap =0.0044.
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DISCUSSION/CONCLOIS$S

The results of this study indicate that students will improve their teamwork skills if faculty teach
studerts how to be an effective teammate, provide students with opportunities to work in teams
offer feedback to studentsabout their teamworkskillsand givethem the opportunity to practice their
teamworkskillsagain.The sample siz of the courses was small, with n=46 in the introductory course
and n=34 in the upper division course This was a limitation of the study. Nonethekss the signficant
differences found indicae faculty can improve studS y (tear@work skills by providing students the
combination of teamwork training, teamprojectopportunities, andfeedback.

While there was a significant difference in studentsQpre - and post-teamwork questionnairescaes
(p =0.0455) in the introdudory course an indication thali & (i dtRahwidikasklllsimproved, the
improvementcould have been greater. There are severalfactors that may hawe attributed to this.
They include 1) Studentsonly met 3 hours and 20 minutes/weekfor 10-weeks in the introductory
course 2) Two thirds @& the students in the introductory course took it as a hybrid course. A hybrid
course meetsfaceto-face only half the time with the remaning meetingsbeing conducted online. 3)
Theteamwork skillsof the studentswere quite high prior to begiming the introductory course, rating
3.2739 with 4.0 asthe highest score possible 4) Other reasms Shankaand Seav (2010 noted are that
students in the introductory coursemay not have improved their team skills more becausethey
divided the project into parts and completed their parts individually;there was poor comnunication
or conflit amongteam members, and some students preferred to work alone disliked group work,
or lackal interpersanal skills 5) Furthermore students may have grown frustrated and resertful of
shirking team members (Camer, 1995), and feared their individualgradeswould beaffected by warking
on a team project, or that the wok wouldnQ (i 0 8d equAll AnrfRng team membe(3assawallaet
al., 2009; Oakley et al., 2004). 6) Anather concem of students was that team work was too time-
consumingdue to the time required to schedule meetingsand the time spent attending meetings
that 6 S NJayWasasproductive asthey couldbe.

StudenisQteamwork skills in the upper divison course improved greatly as demonstrated by the
significantdifferencein & ( dzR Bre- dnd @st-teamworkquestionnairescores(p = 0.0009).Thee are
severalfactorsthat may have contributed to the substantial improvemert in studenta feamwork
skills while in the upperdivisin course They include 1) The upper division course was a capstone
course culminating studentsQpatrticipation in numeraus teamwark projects in their lower and
intermediate level hospitality managementcourses. 2) Sudents in the upper divisicn course met 30
hours/week for 16weeks versus the 3ours and 20minute/ wek in a traditional hospitality
managementcourse. 3) The teamwork project in the upper division hospitalitymanagementourse
wasoperatingarestaurantopento the publicfor 4 lunchor 3 dinner periodseachweek. Thisprovided
studentswith ad NfB@perationalhandson businessexperierce.

Given that teamwork skills are important for students to develgp while in college to obtain a
hospitality managementposition as well asto be successfuin a hospitality managementcareer(The
ConferenceBoard, 2008; Mayburry & Swagger, 2010), this study shows providing hospitality
managemen college studerntswith teamworktraining, alongwith anopportunity to practice teamwork

18



skillsand receivefeedback about them will enable studentsto improve their teamwork skills. Sine
teamwork of some type is utilized in most, if not all organizaions today (Hills, 2001; Kosbwsk & Bell
2008; Jex 2002; Lawler et al., 1995; Morgeson, et al., 2010),and teamwork skills are valued at all
levelsof employment,(Hugles & Jores,2011), the findings of this study may be usefd to educatas
in many disciplines. Further researchisrecommended.
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ABSTRACT

During the period of Modernityl y R SALISOALFf & Ay (GKS mdcnas Ay DNEBS
of buildings, particularly ithe hotel setting, offered a plethora of successfully completed settlements in

every aspect. A series of hotel facilities designed from 1955 to 1965, on public or private supervision and
funding, including a number of Xenia Hotdlsublic investment progam) and Amalia Hotelgprivate

1 write Oomodernd with a capital oM6 meaning that it
it is OoOmoder nd, Pheseaténrhe d980shens: Paratidti®edi.4p 12.

2 Under the Xenia project, since 1950, 53 hotel complexes, méteand tourist pavilions have been
designed and implemented by the Technical Services of GNTO, scattered in archaeological sites, islands and
mainland of Greece. The Xenia project was completed in 1974 and officially terminated in 1983. However, since
1970 reaching its climax in 1980, many of these hotel facilities declined, left abandoned and been deserted.

3 The hotel group «Amalia» is one of the oldest hotel chains in Greece and includes six luxury hotel
establishments in different areas, implemented datifferent dates in over 35 years.
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investment) are typical examples. In these projects, not only did the architects who developed them
emphasize the design itself of the buildisbells, as morphological and functional entireties, but they

also move forwardo the design of the interior spaces and their individual components, approaching
each building as a whole. In this way, they were not only involved in the architectural design of the shell;
they designed equally both interior spaces and each element aoedan the buildingshell, such as

special structures (partitions, fireplaces), lighting, and even the decorative elements including works of
art selection (paintings, sculptures), but mostly they placed emphasis on their furniture design of both
communalareas (reception, living rooms) and private spaces (room space).

Architects such as Aris Konstantinidis, Jason Triantafillidis, Nikos Valsamakis and many others,
developing hotel complexes, also designed, as a continuation of their architectural study, the furnishings
of both interior and exterior areas intmlistic aproaclH. This designing approach did not only

encompass the functional organization of spaces but it also proposed matex#alsesconstructions

colors, so that the qualitative characteristics of these works were in harmony with Modernity and its
principles, which the building itself containe@ihese buildings had a voice through their construction
details, overall designs and architectural structure

The designing quality of the furniture is a reference point for designers as far as design, materials a
technology of the time, are concerned. The use of metals, with the example of the standardized cross
sections, brings the concept of the standardization technology and the construction economy, the use of
wood and its processing in ways of connectioatthenerate results, and an aesthetic similar to that of

the architecture they represent. It is a design that is entirely consistent with the aesthetics and

principles of Modernity, where the furnishing is its "Miedachitecture" approach in micrecale as if

the designer is rereating the building itself through the furniture design and its construction details

and reformulates the aesthetic principles he has used with clarity and completeness.

This paper focuses on the exploration of the functional erorphological principles that have been

dzZaSR Ay K2GSftf SldZALSYyiQa RSaAA3IY RdAzZNAYy3I (GKS LISNR 2|
developed between projects of public and private investments and their relationship as well as the basic
principles offunctionality and form of the architectural works, is investigated during this period. As a
methodological tool, case studies and archival material will be used: the Xenia hotels of Mykonos (1960)

and Poros (1964), projects of the architect Aris Konstédhi, the Xenia Hotel of Nafplion (1958), a work

of Jason Triantafyllidis, as well as the Amalia hotels of Athens (1958) and Delphi (1963) works of the

architect Nikos Valsamakis.

4 Georgiadou } ., Frangou D., Marnellos D., 2015. Xenia Hotels in Greece: A Holistic Approach to Modern
Cultural HeritageJournal of Civil Engineering and Architecture, Volume 9, Number 2, February 2015 (Serial
Number 87), pp.13G-140.

SPepe A.,2015Two Buil dings of ModeroArchihi ¢eetcs dr dag®zirse c
University Graduate Architects, SADAS), March/April 2004, pp. 28-29.
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The case of furniture design of the hotel spaces passes through the atainitledesign of the building
and is inextricably linked with the style, rhythm, quality of space and architecture, in general.

Keywords Modernism, Furniture Design, Interior Design, Xenia Hotels, Amalia Hotels
INTRODUCTION

In the early 1960s thtourist "stream" was beginning to flood the Greek country with tourists from all
places of the earth At the same time, architects like Jason Triantafillidis and Aris Konstantinidis,
who is in his greatest prime but also younger ones, such as Nikos \d&isamho represents a

powerful vanguard architecture, create important works. Konstantinidis, as the head of the technical
bureau of Greek Tourism Organization accomplishes a series of hotel facilities in Greece (Xenia), does
not deviate from the modermovement, but at the same time he exceeds it, introducing locality and
uniqueness without scenographic lapses. Valsamakis is oriented to the summarization of the modern
movement teaching an idealized, perfect formalistic version that rejects the Ipealincialism and

gives the most advanced response to the modernizing Vision

In the late 1950s and early 1960s, buildings of the aforementioned architects concerning hotel
complexes, are recorded as "milestones” in the history of Greek architectur¢hiBuecord does not
introduce the parameter of holistic designing as one of the criteria which, in our point of view makes
furniture a part of an inseparable unity of the designing whole. What is supported is that the result of
this approach was to desigand produce new forms of furniture, or the selection of furniture and
equipment, which follow as a continuation the architectural setting of the hotel complex and the
aesthetic choices of the architecture they express. The basic principles followezlderieral

architectural setting, with regard to the simple form, natural materials, color and textures, as well as the
standardization of furniture and equipment, are also key components in the interior design of the Xenia
hotel complexes.

Triantafyllids in his presentation of his project, Xenia of Nafplion (196#&jers to the furniture
he has designed and to fabrics, lighting and artwork; he takes care of all these and also charges his
contemporary artists with their care. Konstantinidis, in his pdpbout the first Xenia hotel that he
studied and built, that of Andros (1958), mentions inter alia that he had also designed all the furniture
(beds, chairs, armchairs, tables, light fixtures) and chosen whatever is needed for the hotel to operate
(dishes, glasses, cutlery); he had ornamented (not "decorate") even the bedrooms with his own photos
of the stone walls of the island, even for placing sculptures in the reception areas.

¢ Konstantinidis A., 1992. Experiences and Eveta Autobiographical Narrativithens: Estia, vol. 1,
pp.138139.
" Yiakoumakatos A., 2003.History of the Greek Architecture: 20th CeAtimgns: Nephele, p. 87.
8 Triantafyllidis J.,1961. Xenia Hotel in Nafpliod. o u r Arad h i6t ,eSkpOat 961K issde 29, pp. 23
34.
° Konstantinidis A., ibid, p. 270.
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N. Valsamakis had taken care of the interiosing dividing banners andrhiture’®in both
Amalia hotel of Athens (1957) and Amalia hotel of Delphi (1963), where he had given special care to the
decoration and furnishing that have been studied so as to complement the architecture of theltyhole
as he himself believes that b eng the painting of the facades, a building is completed by the way it is
constructed and the arrtangement of the interior s

All these reveal the strong relationship developed by architects through their entire work, both
of the building and the imrior and especially of the furnishing.

C!'b/¢Lhb![ !b5 ahwth[hDL/![ twLb/Lt[9{ hC &-9bL! ¢

A. Konstantinidis building studies and constructions had an exclusive relation with the special functions,
the integration of the idea, materials and utility into a whole, something which was his primary concern.

Figuresl,2: left-Standardization in hotels Xenia, wings for rooms, rigflehia of Mykonos. Architect A.
Konstantinidis, source: Konstantinidis A, 1981. Projects + buildings, A. Konstantinidis, Athens: Agra Ed.
and A. Konstantinidis, p.218.

In order to understand the case of the designing we will have to look at the design principles that
govern the construction logic of these buildings. In the study of 'Xenia' hotels the aim was the
standardization, for economic and technical reasons, sgchuick execution but also as a mass product
production. In an effort to keep the cost low, a rational construction system was applied almost to all

10 FessaEmmanuel E., 1983.Hotels and Office Buildings by Nikos Valsamakis. Afi&hs; p. 4.
1 Valsamaki M. - Trantali O., 2007. Nikos Valsamakis Architeathens: Benaki Museum, p. 64.
12 Zygos 1962, issue 76, p. 44
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Xenias consisting of reinforced concrete frame (the construction carrying: pillars/colbeams- slabs)

and brick walls, stone or glazings that fill the gaps between the columns of the frame (the structure
carried). The frame that is carrying is noticeable almost always and everywhere and stands out from the
elements that dress the construction. The colunafishe frame are arranged in a rectangular grid (4x4 or

4x6) (figure 1,2) and upon it all spaces (public spaces, rooms) are composed, sometimes smaller and
sometimes bigger using multiples of this grid. The furnishing of these spaces is generallyneraligith

this logic, i.e. it complies with this grid (using its aliquots) and is "moulded" within the spaces with the
adequate fluctuation of their dimensions and the needs they serve.

In this way standardization has been produced in both buildings amfLiimishings, so as to apply to all
cases. (Figures 3, #s Konstantinidis (1992) characteristically mentidS&sandardization in

construction. Savings in material and in construction time. In the construction, the elements that carry,
are distinguishd from the elements that separate. The form comes out of the sincerity of the
constructionln short, one should give as much as possifile"

TYNIKO AQMATIO XTA ZENOAOXEIA ZENIA:
STANDARDIZED BEDROOM IN XENIA HOTELS:
ZTHN KAAAMIAKA / IN KALAMBAKA

ZTO NAAHOYPI / IN PALIOURI

ZTON MOPO / IN POROS

ZTHN OAYMNIA (1) & (2) / IN OLYMPIA (1) & (2)

Figures 3,4: Model bedroom in Xenia hotalghitect: A. Konstantinidisource:Konstantinidis A
1981, ibid, p.219.

1 Konstantinidis A., 1992. The Architecture of the Architecfi@y NotesAthens: Agra ed., pp. 8182.
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Field of pursuit and exploration (if not of experimentation as well) are also the "new" industrial
materials in terms of the way they shall be useddnd whatever would once be achievable only by a
wooden structure will now be achievable with materslgh as aluminium and slabs of ply wood, as
well as slabs of other materials produced by the newest technblégy this spirit, A. Konstantinidis
adzYYFNAT Sa 2y 6KI { deddtinip@BilecantiRioninke?irdyfeRbratisy thé
human being and serve it in all its functional and spiritual neetis beautiful when it dominates the
materials, it uses without adulterating their features and without distorting them with decorative
depositions; we are not to play with it with aesthetic pltsut does not speak of monuments, neither it
performs or de% Thuswe urfderstandtithateevesy arehijeettral externalizes
internal discipline®$, which in combination with the fact that in the construction one has to find the
appropiiate and limited materials for each occasion, which must show their characteristics, whether
natural or artificial; this act thus emerges balanced,-sgllent and unpretentious.

In a "new" or "Modern" building, as well as its furnitures, one mustnatju NBI R (G KS @2f dz
morphology concerns and pursuits of cubism or expressionism; the building must acquire its substance
through its legibly constructing structure and the form should not be depend on covering, coating or
upholsteryfabric (if we refer toa piece of furniture) that covers indiscriminately everything

Just as the overall picture is dealt with, so is the partial picture treabég ones and small ones
alike; they all form a unity and form also all together the same synthesish e thait the fimest
detail and the grand total to result from the same origins (spirit, feeling, mood) so as to lead to a simple
perfection And that all the constructing components coexist, so when one is missing the others will be
lost 8 Thus the entire athitectural work together with the furniture should have some common
features, characteristics that lead to the desideratum which is the standardization.

The new hotels of Greek Tourism Organization are thus not only units of operating service butegso cor
of functional pleasur¥.

With the basic principles of unity, synthesis, sincerity of manufacturing, simplicity and functionality, the
design options in the interior and mainly in the selection and design of Xenia hotels furnishing have been
sought.

& ! dRessing "decoration”, not as an overlay or fragmentary perception, but as an integral element of
the architectural composition and in accordance with the principles of the modern movement.
Standardization of equipment is accomplished through the philogaghihe modern movement in
most of the hotel units, the clear position of accommodating the needs, the combined use of modern

1 bid, p. 88.

15 |bid, p. 173.

16 |bid, p. 262.

17 Konstantinidis A., 1992. Contemporary True Architectéhens: Aris Konstantinidis, p. 24.
18 Konstantinidis A., The Architecture of the Architecibie, p. 333.

19 Konstantinidis A., Experiences and Eveiftl, p. 259.
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and traditional materials (usually metal and wood) and the aesthetics of the industrial model that
dominates, whether this be comon (for example Nordic school furniture) or recognizable aesthetically
by the uniqueness of its design (for example, Barcelona armehaMies Van der Rohe 1929, LC2, 3,

the grand comfort armchaiiLe Corbusier, etc), principles and forms which A. tamisidis embraces in

a series of furniture he designs for Xenia hotels. And this is not only a position of A. Konstantinidis, but
also of other Xenia architects, like J. Triantafillidis etc. Generally, the forms of furniture are geometrical
and the naural wood is combined with leather and fabric, which it contributes calse to highlighting

the geometrical volume. The special structures designed for the public spaces are completely integrated
in it (such as bar, reception, shelves, cabinets etbg.presence of purely decorative elements in the
furniture is generally missing, but wherever it can be found it is so percetitaited that it thereby

LI NIHAOALI GSa Ay GRS aAYLX AOAGeE 2F GKS aLl OS¢

¢ KS T ONX RAGA 2 yisahe cotnésSoneyit. R&shdfakisiaéchitecture, and by extension in

the Amalia hotels he designed, especially his first one Amalia in Athens. As mentioned by Valsamaki and

Trantali (2007 he adopts certain pointgrinciples in his work, such as not changing style and

vocabulary without a reason, the indication that architecture is an abstract composition of lines and

volumes, the perfection in the finishing of the designed construction, the luxury of materials and the

(OflFaaArololtn RSaAIy A ylo8)diNiadtedizés\hgtal AmabaoMihéndllsian CA £ A LILJ

FfGSNYIFGAGS LINP2SOG G2 Y2yallyldAyARAAQ - SyAlFLaszs Ay

20aSNDI GA2YY G¢KS ! GKSya !'YFEALF A& | YAYAYFE FyR

andwith sliding aluminum doors and windows .... Particular attention has been given again to the public

areas on the ground floor with wood covering ceilings without any visible beams and lighting holes from

the open area, neat details in the mezzanine steil and continuous glazing behind the protection of

the perimeter columns. Valsamakis, innovative as he might have been, was not provocative. This helped

to ensure that complaints about his buildings will not be heard, which allowed him to proceed even

fuNId KSNJ G2 G4KS NXftSFHaS 2F DNBS]T I NOKAGSOGAZNE FNRY i
+

O2dzN) 382dzate aArSa o0+xly58w2KS0 FyR bSdziNI} Q& GeLRf 2.

Amalia of Delfoi (1963) is situated nearby the village, on a slope with the sea view. The same design
principles use of grid, wingystem, simple forms, integration of the building in the ground curves, use

of model room, standardization in both buildings and furnishings, are used. The minimal aesthetic

choices for the constructive materials (concrete sture, stone walls and floors, plastered white walls)

are combined with strong international styled details, as the hanged fire place in the middle of the open

living- room. The design of the furnishing pieces and dividing surfaces, and also the useoflkatas

GKS OSNIYAO (GAftSa 2y GKS 0SRNR2YaQ ¢gltfax ONBFGSR

20 Georgiadou} ., Frangou D., Marnellos D., 2015.Xenia Hotels in Greece: A Holistic Approach to Modern
Cultural HeritageJournal of Civil Engineering and Architecture, vol. 9, no. 2, Feb 2015 (Serial Number
87).

21 Gombrich E.H., 1979. The Story of ArOxford: Phaedon Press.

22\alsaméeki M. - Trantali O., 2007, ibid, p.14.

Z Filippides, D., 1984.New Hellenic Architectufghens: Melissa pp 292294.
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the finest details, the contribution to the whole, coming out from the same origins, the same spirit,
producing a simple perfection.

DESIGNCHARACTERISTICS OF FURNETTHREE STUDIes

Xenia of Mykonos (1960) designed by Konstantinidis, is located just outside Chora (the capital)
overlooking the sea and the island, consisting of one and two floors seven buildings freely arranged of
its parts, @hieving in this way a unity with the surrounding nature, due to its particular location. The
typology followed is distinguished by its realism and naturddifined character.

In this Xenia hotel, concrete without plaster was used at first in ordeotmect the traditional
local stone walls and the modern concrete frames. It was a main option to give prominence to the local
granite stone, leaving aside the lime that dominated the houses on the island and had been imposed by
the Metaxas dictatorship fohygienic purposegFigure 5)

In the 1960s Mykonos, thanks to Xenia hotel, enters dynamically in the world map of tourist
destinations and bases its economy on this sector. It has been renamed "Mykonos Theoxenia" and
renovated by modifying the total dhe inner furnishing design turning it to a boutighetel and
maintaining the original form of the shell. It has come to the hands of private investors and is a member
of the Louis group and the Design Hotels of the WdHiure 6)

Figure 5,6Xeniaof Mykonosarchitect A. Konstantinidigeft-General view (1960)spurce: Konstantinidis
A (1981), Projects + buildings, A. Konstantinidis, Athens: Agra Ed. and A. Konstantinidis, pp.218.Right
Inside, current situation s our ce: hotel’' s site.

Xenia of Poros is located on a small peninsula called Neorio facing the city of Poros and its hill, in an
area surrounded by pine trees that end into the sea.

It was designed in 1964 by Konstantinidis.The buildings have a-eastlorientation, with cagcity of
80 beds, and are developed in four wings of bedrooms, which are connected through the public spaces
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and the reception hall. The natural ground curves lead to high gradation and integrate a building height
from two to four levels. In the functionalnd morphological structure of the compound, with the use of
grid, the enclosed and covered open spaces follow the built enclosed spaces. Thus two external
balconies are created: one internal stebailt and a roof, covered occasionally with cane sunestse

with a full view to the sea, are placed. This resort was the first to be assigned to the first private investor
in 1981, and was renamed Poros Hotel. Today is under new management and is called Poros Image
Hotel?“. (Figures 7,8)

S o S et
(ER PR R R LB R KR R v
FRLFR\FRIFR L. R.FR R e tp

Fig. 7,8: LefiXeni of Porossource Konstantinidis (199RightPoros Image Hotes o ur ce hot el ' s ¢

Xenia of Nafplionbuilt in 1958, is situated on the old fogtAcronafplia, in a parallel position
standing out from it, overlooking the bay of Nafplion and the sea. The architect is J. Triantaphyllidis and
the total capacity of the hotel is 58 rooms, out of which 40 areliles and 18 singles. The building
structure is developed in a single three floors volume. On the ground floor the public spaces are
situated, in a direct succession of the closed and open spaces, which cover certain functional needs such
as an outdoor reggsurant with an open view(Figures 9,10)

24 Georgiadou Z., Frangou D., Marnellos D., 2014.Xenia Hotels in Greece: Rejection -as&& A Holistic
Approachin the proceedings of the 4th International Conference on Tourism and Hospitality Management, June
19-21 2014, Athens, Greece, ed. D. Laloumis, publ. by Activities for the Development of Tidsm and Tourism
Education and Tourism Research Institute, p 24.
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Figure 9,10: Xenia of Nafplio (1958), architect: J. Triantafyllstisrce Benaki Museum Photographic
Archives, Photographer: D. Charisiadis.

Today it has come to the hands of private investeesjaining closetf and abandoned, almost ruined.
(Figures 11, 12)

% |bid, p. 32 0The three hotels which consist of the Xenia of Nafplio were leased to private investors in 2000 for a
period of 30 years. As it is reported by members of the Parlideasetidlder company functions and cashes in on the
two of the three hotels, as the third one (designed by Triantafyllidis) remains closed, ten years after the execution of t
agreement. The refurbi shment oddurdwasircludedas &term of thesagréement. a k e r
Additionally, although Acronafplia region is part of an archaeological area, which restricts new constructions, the hotel
company has already bui | tNewspameeAvgi, byeHs Miliod, 150&20i0d es Naf pl i a
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Figures 11, 12: Xenia of Nafplio. Today's situation, source: https://
nafplio.wordpress.com/2009/03/12/ v A19582009/, accessed 14/05/2015.

In all three above cases of Xenia hotels, dnehitects studied all spaces to the last detail.
However, in Xenia hotels designed by Konstantinidis, there is a specific typology and standardization in
general of the constructions, which are designed at the same time with the building, and panicilarl
the furniture. The idea of their design and manufacture follows the setting of the building shell itself in
the logic of the grid and the frame as well as the other components are carried through it. (Figures 3,4)

A certain aspect that characteriziésis the model standarized room (Xenia of Kalambaka,
Paliouri, Poros, Olympia) which follows the 4x6 m. grid and carries along in this constructive concept, all
the subspaces organized in it, as well as all the furniture pieces in them. The furniaredimposes
the typical double room is: the bed (two single beds) with their bedside table, the specially designed
complete system containing the closet, the luggage table and thedieslsing table (within the system
of carrier and carried), a seatodl, as well as a low height side table and an armcligigure 3)

The manufacturing procedure is mainly in accordance with the ideas of industrialization
through standardization, of the first (mainly) atkle second generation of Modern designers, in order
to perceive carrier/carried system at first, and secondly to obtain a clear structure in which all the
elements cooperate in supporting the construction by receiving the féfces

The system containingné closet, the luggage space and the ddsssing table is structured
within the core idea of the carrier/carried. Carrier is the construction of the frame, essentially four
vertical braces (cross section of type 'L') from the floor to the ceiling,yapkets and accordingly of
horizontal ones in positions where a certain connecting surface is required. As carried fuaittioa
flat surfaces, made either from particle board, covered with formica and strips of wood in the finishing
or solid wood (gips of oak wood) for the surface of the luggagdle. The section of the wardrobe is
complemented with a sliding protectiehiding curtain of hanging clothes and a cist closet. The image of

% parmenides G. & CharalambidouDivani S., 1989, The Form of the Designed Object: the Problem of
DescriptionAthens: Paratiritis, p. 126.
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this construction points to the image of the building itselthin the idea of the supporting frame and in

GKS £23A0 2F GKS o0dAfRAYIQa fS@Sta | & Adixedsl & |yl €
system of deskiressing table and luggage table is designed. The manufacture idea remains the same,

with the carrying structure of the frame (cross section of type 'L') dominating as an uninterrupted

construction on two levels, and with the same manufacture details. This frame carries at its higher level

a construction in the form of an open box, without drens, made of particle board, covered with

formica and wooden strips in the finishing.

At the lowest level it carries oak strips with gaps between them for placing the luggragere 13). In
Xenia of Poros it is used, only with its highest level, asa@epif furniture for the organization of spaces,
for placing the lamp fixtures et¢Figure 14)

Figuresl3, 14:Left Furniture designed by A. Konstantinidisurce Konstantinidis A., 1981, ibid. p.
232. RightHotel Xenia of PorosarchitectA. Konstantinidis (1964%ourcej our n a |l “Arhitekto
Sept-Oct. 1964; yree-is. 47 , p.1631.

The bedroom table, as well as other sitibles, are also made of the same metal frame within the
same idea of structure, providing a continuih its shape, as the final surface placed on top is glass
transparent.(Figure 15)
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Figure 15: Side and coffeable at Xenia hotels, designed by A. Konstantingisrce Konstantinidis A.,
1981, ibid. p. 230

The hall table, as characteristicalbferred to, in the manufacturing designs, complies with the same
design idea (painted metal frame) with a glass surface, but given the specific length, the construction
has no longer the form of a framework, focused on lergintinuity. This option prades a

"transparent” piece of furniture constituting an element that does not impose itself in siggipire 16)

Figurel6Hall table sourcekKonstantinidis A., 1981, ibid. p. 229.

The bed is also made of painted metal frame, solid cross section of type ‘L' (carrier) with the
necessary finishing in its legs for joints, using reinforcing blades. It is a rigid framework upon which the
metal construction (spring support/ bedstead) oaping the mattress is suspended. The entire system

37



takes its final form by placing the composite wood surfaces (carried), with the solid wood finishing all
around, for boxing the mattress at the bottom, and the headboard to hold the cus{fagure 17)

Exactly the same manufacturing idea we can notice also, concerning thestexias a miniature of the
bed.(Figure 18)

ENINAA ITA ZENOAOXEIA ZENIA
FURNITURE IN XENIA HOTELS

i *ta 3
3 = ¢
“a ‘
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Figures 17, 18: Designs of furniture pieces at Xenia hotels by A. KonstantinidBeteRightSeat
stool, source:Konstantinids A., 1981, ibid. pp.22829.

With regard to the design of the seats placed in the public spaces, at least three different types
of seats are distinguished, with morphological characteristics that comply with the game between the
carrier/carried idea. A typical example is the seat "Grand Comfort" (Le Corbousier, P. Jeanneret, Ch.
Perriand, 1928) which is redesigned and used extensively in the Xenia hotels. It consists of a shaped
metal frame of circular cross section, painted whiteblack as opposed to the shiny stainless finishing
of the original, for holdingboxing of the cushions and cross section of type ‘L' in a frame also painted,
which serves as a suspension basis of the bedstead and by extension of the seat. The amchair i
completed with the construction of five pillows (three peripheral and two of varying thickness at the
bottom) made of foamy material dressed in fabric or leather, in a black with white frame or white with
black frame, intending to highlight further thée@r manufacturing structurgFigures 19,20)
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Figures 19,20: Furniture, Xenia hotels. LAfimchair designed for Xenia Hotels by A. Konstantinidis.
Source: Konstantinidis A., 198bjd, p. 231. RighXenia of Samosrchitect K. Stamatisource Benaki

Museum Photographic Archives, Photographer: D. Charisiadis.

The choice of the specific seat is made, on the one hand, due to the comfort it provides and the
convenience of manufacturing (in the manner it is redesigned) and, one the otimel, because it
reintroduces the nature of the material, manipulated through the industrial processing, expressing the
possibility of manipulating the matter through the awareness of the new technol®gigsthe entrance
of Xenia of Poros, along with au$gture by G. Zongolopoul&s the image produced is a typical one,
that promotes Modernism and demonstrates the connection of the building form with its furniture and
the relationship the architect has developed with his design work as a whole. (Figure 21

% parmenides G. & CharalambidouDivani S.,1989, ibid, p. 122.

" . When, that is, | had managedto include paintings and sculptures into the hotel buildings, so the
gualitative inclusiveness of our architectural work is more convincing ..." Konstantinidis A., 1992, ibid, p. 294.
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Figures 21,22: LefHotel Xenia of Poros, architect: A. Konstantinidisysej our nal “ Ar hi t ekt o
Sept:-Oct. 1964; ibid. RigHthair Design for Xenia Hotels by Konstantingtiarce: Konstantinidis A.,
1981, ibid.,p. 231.
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From Konstantinidi® manufacturing seat designs (figure 22) again we can understand the core idea
0SKAYR (KS &aStSOGA2Y YR - SyAl TFdzNYyAGdzZNSEQa RSaAdy
of the English colonial chair, in middp & K O & ya$ dedhbfabturédo be used by the British officers

in India. It is lightweight, foldable, easy to carry, stable on uneven ground without the risk of breaking

and reasonably comfortable. Its parts are joined without glue, but the whole structure stands on, by

receiving thdorces with a combination of leather strips and thin pieces of wiiasla typical example

in terms of its formal simplicity and independence from decorative elements, resulting from the

designer's limited interest in solving the specific operationdlart e c h ni ¢4 | probl em”

This is K. Klint% "safari" armchair (1933) where the analytical and pure manufacturing process
contributes to promote functionalit§. (Figure 23)

The above analysis determines the @eof the particular seat to meet the needs of both public and
private spaces in Xenia hotels. (Figure 24)

Figures 23, 24: Left NY OK | A NJ & { I F I NSource: RiGpaulod\, 2a4 Andthek wail to afted
Athens: Ellin ed., pp 2Bigh- Xenia hotel of MykonasThe main lounge, architect: A. Konstantinidis,
source: journal “A®chitektoniki”ibid. pp. 92

Xenia in Nafplion furnishing differs from the above described typology as it was preceded by its
design (1958) (figure 25), so the choices are in alignment with the manufacturing principles which rather

2 Konstantinidis A., 1981, ibid p. 231.
%0 parmenidis G., 1984 The sean 1920 Athens: Paratiritis, p. 43.

31 Kaare Klint, Danish architect and furniture designer, known as the father of modern Danish furniture
design. Style was epitomized by clean, pure lines, use of the best materials of his time and superb craftsmanship
(1888-1954).

32 |liopoulos B., 2004.Another way for ArAthens: Hellin, pp. 27-28.
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tends to luxury with the selection of wood or its dexd products as the dominant material, complying
Yy2alife ogAGK GKS O2NB ARSI 2F (GKS TFdNYyAGdZNBE 6AGK |
Modern designers. In some cases of furniture and structure where all elements work together in

receiving the forces, such as stools and seats in the bar area, design principles of the second generation

of modern designerfSare used. (Figure 26)

CA3IdzNB& HpX HcY -SyAl 2F bl FTLX A2 6 mdbpoyréeBeakiz 1 St Qa
Museum Photographic Archives, Photographer: D. Charisiadis.

In the typology of the furniture in the rooms, we notice only movable furniture, as there are no
permanent and stable structures and systems. There is no closet as piecritfre, but there is one at
the entrance of the room as part of the structured space in a recess, i.e. between the walls, the front
side is covered by a sliding curtain (figure 27). In this-tesenovable pieces of furniture are the bed,
with the sepaate bedside table at the headboard, the sofa that can be converted into a bed (the
concept of flexibility enters), the furniture of deskessing table, the seat, seatmchair, the additional
low height table and the additional seatool. Normally thedrniture is designed for this particular
space, so the construction of the bed and the sbéal is based on the manufacturing idea of the frame
which however in this case is covered because of its use, and the only part that is not covered is the
bottom around it for its protection(Figure 28)

% Parmenides G. & CharalambidouDivani S., 1989, ibid, p. 126.
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Figures 27, 28: Xenia of Nafplio (1958), architect: J. Triantafyllidisl L2fti S f Qsourd¢IBEn¥KE
Museum Photographic Archives, Photographer: D. CharisRidist Sofa planssourcejournal
“Arhitektoni ki?” 1961 ; yr E', i s . 29, p. 36.

However, the manufacturing structure of the sdfad furniture is carefully designed to solve
the finest detail in a combination of traditional (joints of wooden parts) and contemporary techniques
(base slidingystem); the fabric cover possibly is used in order to have an optical balance between this
dual manufacture. The degkessing table is one of the most interesting design samples. It is part of the
carrier/carried core idea regarding mostly the main pafrthe furniture (desktop, braces, crosspieces)
in relation to the secondary part (dresser) carried by the main part. Of particular interest is the design
process of all the individual details that lead to an interesting whidliggure 29)
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Figure 29: ¥nia of Nafplio (1958), architect: J. Triantafyllidis. Desk ptamsgcejournal
“Arhitektoni ki?” , 1961, i bi d, p . 37.

This procedure and also the combination of the materials show perseverance in the design and details
with parameters, such as the usgfition of any technology, quality, economy and standardization. The
desktop where a number of materials is used, is a clear example having an effect that complies with the
above parameters: the plackage wood, as light material resistant to deformatioarembwith plywood

with a top finishing of formica, due to its durability and aesthetics (variety of colors); additionally
combination of the above described materials with processed finishes from solid walnut wood, an
option that gives an extra quality aritlixury” in this furniture that essentially is "connected" to the
structure. Special attention in terms of the design is also given to the other items of equipment such as
the construction of the "dressing table mirror" with its detailed design and tterradtives of its

dressing material (straw, fabric, paper or porcelain tiles with patteiiisgure 30)

The same manufacturing structure and typology has been applied to the design of the bar, with regard
to the counter and showcase, elements designedipalarly for this space and are incorporated in it by
the construction of the buildingFigure 31).
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Another piece of furniture with features that are in line with the core idea of the furniture with frame,

is the stoof"tambour"”. (Figure 30). It condgsof two components: shaped solid metal painted frame of
circular cross section (carrier) and the cushion made of foam flexible material and plywood (carried) at
the bottom dressed with fabric. The construction is simple giving special attention togetadh as the
FSSiQa 06020G2Y 6AGK Y2Rdzf I NJ FAYAAK®D

.......

Figures 30, 31: Xenia of Nafplio (1958), architect: J. TriantafyllidisPlagfs of stool and mirror. Right
Bar plans and detailspurcej our nal “ Ar hibidepk3%.oni ki ”, 1961,

Hotel Amalia in Athens (1958) with a capacity of 93 rooms, lounges, breakfast and conference rooms,
spread over 11 floors (including the basement), is located at the centre of the city of Athens, on the
corner of Amalia and Xenophon streets, near Syntagquare and opposite to the entrance of the
National Garden. It is a hotel that is built into the city construction system of continuum, represents one
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Its exterior is in alignment with the architecture prevailing morphology at that time in the centre of

Athens (clad with white marble) but also is focusedMndernism. The use of a grid (figure 22)d the

separation of the different functions are clearlypggssed on the facades of the building. The public

areas are placed on the ground and the first floors (with a base subsidence for creating a passageway)

and the rooms on the other floors (designed as module rooms). However, in recent years, the interiors

have been renovated having as a result, apart from the modification of the arrangement and aesthetics

of the original spaces, as the replacement of the whole furnishings originally studied and designed by
Valsamakis, has taken pla¢Eigure 33)

Figures 32, 33: Left Amalia of Athens (1958), architect: N. ValsarBakisce Archives of Nikos and
Mari a Val samaki s’ ARighthhie bl aftar thearénovatibrfouraefrchivelo® 5 8 .
Amalia Group of Hotels, 2006

34 FessaEmmanuel E., 1983, ibid, p. 3.
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It is a city hotel where the market demands combined to private investment subject the
unfavourable institutional framework (building regulations, etc.) and the underdeveloped structural
technology (conventional and lelevel construction methods and liteid manufactured materials) had
to be addressedTlhe design of Amalia Hotel in Athens, in those years conveys the basic principles
applied to the overall architectural composition of the shell, the architecture of interior spaces in terms
of the form simpicity, natural materials, color and textures, as well as the standardization of furniture
and equipment, in a holistic design concept, and with absolute consistency in the principles of early
Modernism.It is an example of architecture of the Modegperiod, with the persistent study of details
and the application of money saving standardization in the configuration of the interiors. (Fig86.34
In parallel with the combination of luxurious materials, such as domestic marble, wood, aluminium, glass
and colors like the natural color of the materials, large lighibred surfaces, vibrant colors on the
furniture and curtains, a harmonious and simple result is achieved.

Figures 34, 35: Hotel Amalia of Athens (1958), architect: N. Valsamakid.dwgfge in the
Mezzanine. RighEntrance hall and loungspurcej our nal “ Ar hibidekL&8i ki 7, 196

As for the public areas, especially the furnishing, they are highly distinguished for the simple
clarity of their forms and materials. Tispace itself creates stable furniture such as the bar and the
reception, which are made of wood with uniform surfaces of bold "stripes”, a design that requires
special handling of the manufacturing details. (Figures 36, 37). The movable furniture aisd rclositly
of Modern style, and also more classical ones complement the spaces with their presence in bold colors
and organized parallelogram formatior{Eigure 38).
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Figures 36,37: Amalia of Athens (1958), architect: N. ValsamakisbaefRightreception,source:
Archives of Nikos and Maria Vjapbtsamaki SsAr Arcédkt emcit |
ibid, p. 22.
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Figures 38, 39: Hotel Amalia of Athens (1958), architect: N. Valsamaki@ I dzy R Ff 2 2ND & LI |
bedroom,saurce:Ar chi ves of Ni kos and Maria Val samaki s’ Ar

The rooms are also designed within the same spirit and ideas. (Figure 39). Beds, nightstands and
headboards are made of wood, with simple processing but bold "stripes", with uniform surfaces so as to
make one item depend on the other, giving continuityspace, thus all this construction operates
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eventually as a organic entity. It establishes a general synthesis based on the principles of Modernism
with a simultaneous feeling of luxury, but without leading to excess.

Amalia hotel in Delphi (1963) with apgacity of 400 beds, today contains 185 rooms (before the
extension it had 90 rooms), lounges, restaurant, cafe, conference room and shops. It follows an issue in
typology initiated by Konstantinidis with a refined approach. The relationship of the togiildth the
natural environment as well as its development in four buildings are characteristic features of the
composition. The three wings of the bedrooms are {ilmred and were arranged parallel to the
contours of the ground, while they became indeplent from the public spaces building, overlooking
the valley of Amfissa. (Figures 40, 4lhe private ownership and short stay in this hotel resulted in
placing emphasis on the indoor public places in order to keep its customers longer.

Figures 4041: Amalia of Delphi (1963), architect: N. Valsamalet ¢ General view (1963%ource:
Archives of Nikos and Mar i a RiybtGenaahview ftoddysoukaec hi t ect |
Archive of Amalia Group of Hotels
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A characteristic featuref the public spaces is the use of low walls and furniture, all designed by the
architect, to organize the different functions of the reception, lobby and sitting room. The use of

concrete without any plaster in the carriframe and ceilings, of white ugh plaster on the wall

coating, stone, wood on the door and window frames and slabs of the local Pelion stone as well as wood
on the floors, indicate the harmonious coexistence of modern and local characteristics. This synthetic
option is complemented andupported by the special emphasis given to the furnishings and the feeling

of intimacy, bypassing the impersonal style of a hotel which is actually intended for one or two nights

A0l ed ¢2RF® Al 2LISNI (54 64 0K2 dzirs, ngodrSlbdd@saidh 2y & Y1 R

furniture in general, with the exception of the restaurant where pieces of furniture have been removed.
(Figures 42, 43).

Figures 42, 43: Amalia of Delphi (1963), architect: N. Valsamakisliliefy room (1963),aurce:
Arhitektonika Thematais. 1, 1963, p. 26R05.Right The living room (2004¥0urce:Archive of Amalia
Group of Hotels
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The material that dominates the furnishing is wood (natural material) both in the public spaces and the
NE2Yad ¢KS NR2Yaz tA1S tf GKS K23GSfQa aLl O0OSasx dza
view and the furnishing comes as a continge to serve the needs of sleeping, relaxation etc. So the
coating of the backeadboard of the beds is made by wood surfaces, which have however visible vertical
connections giving sincerity to the construction, which also carry pieces of furnitureealett, the
bedside table, the des#ressing table, the lamps, etc. (Figure 44). Generally, the core idea of furnishing
again, is developed on the basis of the "carrier/carried" type, there is a frame (carrier), metallic (rarely) or
wooden, which supportshie element that is "carried" (seat, mattress, surface), but at the same time each
piece of furniture has a continuity in relation to itself, there are no bold elements of differentiation or
decoration. However, the use of wood in furniture is now made \wag that leaves the manufacturing
structure clearly visible, as all efforts for "decoration" begin and finish there.

An example is the room armchair (but also the bed) where the parts of the frame are connected with
visible joints(figures 44, 45). We aanotice particularly the way the feet and the arms are connected in

the angular connection (connection with lapped machioet dovetail joint) (figure 46) becomes a key
element in the design without giving up its main task (stability of individual ated)o This philosophy
SEGSYRa |f&az2z (2 (GKS LlzofAO &LI OSEQ FdzNYAGdNBZ 4?2
same idea, as for example, the backs of the seateches do in the restaurant, or they have a clearly

visible structure as fonemple the armchairs and stools, whose frame is made of wood, and their seat or

the back is a traditional rope knitting creation. Even in cases where it is covered with a pillow, at the
bottom or at the back, this manufacturing structure can be seen.

% lliopoulos B., 1997.The Form in the Design of Connecting Jaititsns: lon, pp. 3841.
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Figures 44, 45: Amalia of Delphi (1963), architect: N. Valsamakig.tyyeital bedroomsource:Archives
of Ni kos and Mari a Val s a Rightdetail of badroonhfurtiteree ®unce: al of f i |
Arhitektonika Thematas. 1, 1967, p200-205.

A characteristic element in the furnishing is also the bar stool. Its frame (stand/brace) is metallic with
solid and visible connection to the floor and the curved seat with screws, while the seat along with the
small contiguous back is made framood and seems to be a monolithic element. Thus it is made with
joined pieces of wood (laminated wood beams) in a way that not-omkes them look like a single

part, but also their joints are visible without any effort of beautification (paint or cwgtiThe bar itself

is structured in the same idea, as its basis is built of stone without any plaster and the top surface is
made of natural wood with particular processing and emphasis on the detail, a creation of a-haihdle
on the surface finish(Fgure 47).
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Figures 46, 47: Leftconnection with lapped machineut dovetail joint, surce: lliopoulos B.,
1997, The Form in the Design of Connecting Joints, Athens: lon;3§.RBBjht Amalia of Delphi
(1963), architect: N. Valsamakis. Detéihee bar and stools,airce:Arhitektonika Thematal967,
ibid, p. 206205.

What the architect of the hotel had setas agoalK S 0 dizAof FoAey 2 bui |t i nt 8" t he L
- applies to the interior spaces too; to be incorporated into the same landscape and also for the furnishing
to be incorporated into the "landscape” of its interiors. The manufacturing of the furniture is aligned with

% Valsamaki M. - Trantali O.,1983, ibid, p. 64.
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the constructive core idea of the Hding itself, with the same synthetjirinciples to reveal its continuity
and organic entity.

CONCLUSIONS

Xenia and Amalia hotels are prominent examples of public and private buildings during the Modernist
postwar Greece. Their architectural design cluéeastics are clearly reflected in their interior spaces and
furnishings. The pieces of furniture used, are designed through their rational organization and the
industrialization of their elements. Their design moves in a parallel direction with thef éha mdustrial
production by standardizing their parts, a process which is more important than their morphological and
symbolic origin. Their design synthesis is expressed through the idea of industrial production process and
is based on a certain conatitive system. This system is expressed through the carrying frame (carrier),
made of materials such as woadetal ("hard" materials) and the carried elements (carried) made of
materials such as fabreather ("soft" materials). This design approach, véhéne structure of the
furniture piece can be recognized, is dominant so that this structure takes a form of a symbolic character.
Thus the furniture becomes an element that defines the space by the user, and establishes a relationship
that is not just aelationship between observer/observation, but this coexistence tends to be transformed

in a unsegregated entity. This is expressed even in the manufacturing designs, as for example in
Y2yall ydAyARAAa RSaA3Iya 7F2N (K SectiossyakdnagmEtricldiaiingdi ¥ NB Y
(as threedimensional and measurable design plans) are also used, an element that defines-a three
dimensional space and supports the analysis of the form, of the geometrical ggpectstructure and

details of the furnitire, but also supports the processing of the space without misuse and distortion.

Through this design approach applied to these furnishings, the architects express common, core ideas of
the Modern Movement’, such as the rational synthesis of the elemeantsd of the form, the management

of the industrial production materials, the economy through the simplicity of the form, the rejection of
ornamentation, the composition through the functionality of the furniture.

Through the holistic study of the buildimgtel facilities such as Xenia and Amalia, in an effort to
produce furniture with new technologies in the spirit of their period of creation, and the period what was
coming very fast, a sequence of phageging was applied which is the understanding &f fthoject, the
collection of information, their analysis, the creative procedure, the general control, the standardization
of the parts.

Through this exploration of the functional and morphological principles applied to the furniture
design during the péod of Modernism in Greece, we understand that for the architects the natural
organic nature of the form is conceived as a system of forces which is crucial for the form. The form is
materialized with the least amount of material possible (exploiting thetemal and its geometry) to

% Parmenides G. & CharalambidouDivani S.,1989, ibid, p. 113.
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receive the static forces (and not with the mass) and expresses a dynamic conception of the matter that
is consistent with the modern concept of design.

So we can understand Marcel Breuefsvords about the new Architecturena the Modern
FdzNY A G dzZNB RS & A 3 yTheRaihidhof tHe Modetn iMovedghtIwasmdt technological, for
technology had been developed long before it was thought of. What the New Architecture did was to
civilize technology. There are certainly nenaterials ... and ... the modern designer tries to understand
their laws without bias. He/she tries to find the language of their forms. But the foundation of the modern
architecture is neither the new materials nor the new form, but rather the new spityjtuThe Modern
Architecture would still exist even withou® the

The new spirituality of this era was expressed through the overall buildiegor design with
particular emphasis on the faiture of the hotels during the period of the Greek Modernism, through
the design of Xenia and Amalia hotgBigures 4&7).

FiguresA8, 49: Leftg Xenia of MykonosRight Interiors ¢ Xenia ofMykonos architect A.
Konstantinidissource:j o u r Amha@ektontki 1 9 6AQis. 2-23ypr 92-99.

% Marcel Lajos Breuer (19021981 ), architect and furniture designer. He studied and taught at the Bauhaus in
the 20s, stresing the combination of art and technology.

%9 Parmenidis G.,1984, ibid, pp. 197198.
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In most of the buildings that are listed mainly in terms of the shell, i.e. morphological elements,
method and time of manufacture, etc., the interior is more rarely examined, such as constructions or
furnishings (usually not preserved) and complies whth period during which the building was designed
and constructed. Under certain circumstances and beyond the legal framework, the protection of the
architectural project in its whole should be considered. The benefit is multiple, mainly the building is
overall preserved and creates targeted destinations so that a kind of cultural tourism is organized
addressing the broader circle of people involved in art or architecture, and more. The visit but mainly the
stay in such a hotel or in a network of hotels tihaintain their organic entity, as the morphological and
aesthetic standards of the time they were created, would be in itself a tourist experience enhancing and
developing further the "architectural tourisn{®.

Figures 50,51: LeftXenia ofPoros, surce:;j our nal “ Ar hi t ekt oni3kRight 1964
Interior ¢ Xenia of Poros Andros, architect: A. Konstantinidisyce:
http://blog.sias.gr/buildingstories/6430-be-traditional-is-to-be-contemporarypart-02-
infrastructurein-postwar-greece, accessed 14/05/2015.

40 Studies show that 63% of tourist visitors in a city are involved in an activity that is directly related to the
architecture”. Website: www.greekarchitects.gr/gr/archiraveling, Alexios Vandoros, Sandra Kalliagra,
Anagnostou Maria, 10/06/2011, accessed 25/05/2015.
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Figures 52, 53: LeftXenia of Nafplio,@urce: http://www.tourismlandscapes.gr/content/1960
xeniahotelnafplio-ioannistriantafyllidis, accessed 14/05/201Right Interior ¢ Xenia of Nafplio,
architect: J.Triantafilid, ource:j our n al “Arhitektoni3ki” 1961

;o yr E'

58


http://www.tourismlandscapes.gr/content/1960-xenia-hotel-nafplio-ioannis-triantafyllidis
http://www.tourismlandscapes.gr/content/1960-xenia-hotel-nafplio-ioannis-triantafyllidis

Figures 54, 55: LeftAmalia of AthensRight Interior ¢ Amalia of Athens, architect: N.
Valsamakis,@irce:j our nal “Arhitektondi2ki ” 1963 ; yr Z'

Figures 56, 57: Left Amalia of Delfoi. Rightnterior ¢ Amalia of Delfoi , architect: N. Valsamakis,
source:http://domesindex.com/buildings/3enodoxemmaliastoysdelfoys/ accessed 14/05/2015.
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THE LOWEST PRICE@®S ENOUGH! AN EMRZRL ANALYSIS OFGRE OFFERS IN
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Baierl Ronny
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ABSTRACT

Special offers earn growing interest in the international hospitality industry. As an example, HRS

Deals alarged the application area from national to international contexts. However,
consequences of such special offers are still underresearched. Besides first insights from an
empirical study with a sample of about 100 German hotels presented in 2014, antggearch on

that interesting and timely topic is available. Therefore, we carefully collected data on 339
international hotels that participated in a special offer between August 2013 and November 2014.

Our efforts in collecting this data were twofoldrgt of all, we collected variables that are available

from the respective special offer (e.g., discount, number of stars, evaluation). Moreover, we
complemented this data with information gathered via an intense Internet inquiry (e.g., distance

to main sation, number of inhabitants of the respective town).

hdzNJ 'yl fteaira aKz2ga (GKFG GKS 2 N#WdEd ¢ Fof T{eRINRAGASH KD | INR
discount from 48% to 66% (M51%; S>x3%). Even more interestingly, the quality indicated by

guest evalations was quite high in all hotels @I77%; SB11%) and correlates significantly with

the number of stars (M3.7; SEn dc O d ! ALISOAlE F20dza 2F GUKA& @S|
additional benefits. Overall, 1 to 13 (®4; SD=2) additional benéits were offered. Some

additional F&B was included in 40%, spa entrance in 45%, parking in 49%, Breakfast in 54%, and
Internet access in 78%. Therefore, Internet access remains the most important additional benefit

in such special offers.

Our additional mternet inquiry resulted in an average capacity of 129 rooms (SD=187; min=5;
max=2500) much higher than in the German subsample. The average distance from the hotel to the

main train station was quite low (M=16km; SD=29km; min=0km; max=300km). The nufmber o
inhabitants varies from 50 to more than 20 Million. First analyses indicate that the offered discount

Ad OSNEBR adlrotSed 126SOSNE Fa fIFNASNI GKS (26y> (K¢
the amount of additional benefits are. Despite cappeihd some details on the additional benefits,

no significant differences between private and chain hotels are observable. Further results based

on multiple regression analyses are presented at the conference.

Keywords:Special Offer, International Hotel Market, Empirical Analysis
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INTRODUCTION

During the last few years special offers typically distributed via relatively new online channels earned
growing interest by hotel managers and customers. However, scholaredrtiss chance to evaluate the
nature of these offers in a systematic way. Therefore, this paper focuses on special offers in the German
hotel market. Although other suppliers such as the international corporation TravelBird or the German
speaking portal alin-den-urlaub-deals.de are present, this paper focuses on special offers by HRS (Hotel
Reservation Service) covering more than P80 hotels worldwide and having about 80 million users per
year (HRS, 2014a). As such HRS in general and HRS Dealsilapapiesent the most valuable example

for the German hotel market.

i Double room (for 2 pers.)
- incl. Breakfast

X |
—1_ £35.66
.. £86.72
iRl svoiscounT
e " R BR PR

I

L=t

DEAL - )
AVAILABILITY INFO & PHOTOS LOCATION EVALUATION
* Kk k
STAR INN COLUMBUS GO TO BOOKING ¥)
™ BREMEN - CENTRE
HISTORIC HANSEATIC CITY
In the heart of the beautiful Hanseatic city, the 3-star ) Good!
Hptel Star lr\n Columbus welcome; its guests with a . 7.6110 Points
friendly ambience and attentive service to a carefree (440 Evaluations)

stay. Stroll through the charming Schnoor
neighbourhood and the picturesque historic
centre with its landmark, the splendid town hall.

On the western side of the town hall, you will find the Evelyne L.:
bronze statue of the famous Bremer "l was at this hotel many
Stadtmusikanten — the perfect subject for a times. The location is very
photograph. central. Very friendly reception
and very helpful staff.
The Deal Price includes following services: Breakfast was great. | will
« Overnight stay for 2 persons in a double room come back again. "

« Rich breakfast buffet

* Free parking directly by the hotel

« 1 bottle of mineral water in the room
« Free use of the sauna

* Free Wi-Fi access in the room

Figurel: Example of a HRS Deal

Figure 1 shows a typical example of such a HRS Deal (HRS, 2014b). The website offers additional
information about the respective hotel, including some photos, the relevant location and the evaluation
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of former guests. The subsequent paragraph provides somee information about the observable
phenomenon of these special offers in the German hotel market.

Characterization of thgghenomenonin practice

HRS guarantees three specific criteria (HRS, 2014c). First, every offer involvbsitepth at leasb60%
discount. Second, it compromises hotels with three to five stars. Third, chosen hotels are characterized
by a high guest valuation. Moreover, each offer runs for five days, whereby customers have the possibility
to be informed via a daily-mail newsgtter. Contrary to other special offers based on a voucher system,
customers directly book a certain date as current room availabilities are visible on the Internet site of HRS
Deals.

Figure2: Example of a HRS Deal

Figure 2shows an overview of room availabilities in relation to the introducing example above (HRS,
2014b). As each special offer faces a limited contingent of rooms, this illustration showsl#énding

on the targeted arrival and departuroom pricesvary S 6 SSy GKS f24Said LINKROS 2-
price. Moreover, under some circumstance the available rate exceeds this value resulting in a room price

2F M MMOo® | 26SOSNE RdAdZNAY3I &a2YS LISNA2RA 2hfthali A YS | €
customers pay when departing from the hotel. Therefore, the required credit card is only necessary for
guaranteeing the room (HRS, 2014c).

Procedure of Analyzing the Special Offers

We carefully collected data on 107 hotels that participated inRSHDeal between August 2013 and
January 2014. Our efforts in collecting this data were threefold. First, we operationalized variables that
were directly available from the respective special offer. Second, we complemented this data with
information gathere via an intense Internet inquiry. Third, we called the hotels for collecting some more
information on their pricing strategy and offer satisfaction.
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Data Taken from the Special Offer

First of all, we were interested in the most important and obviousdatint: the discount offered by the
respective HRS Deal. As such, we collected the resulting discount score in two ways: First, as an absolute
number indicating the percentage of that discount. Second, as a dummy variable indicating if the discount
is hicher than the minimum of 50% required from HRS (1 if the discount was higher than 50%; 0O
otherwise).

Moreover, we also recorded the absolute room price to control for effects of premium hotels. In a similar
vein, we captured the number of stars from three five, whereby superior hotels got .5 stars. As an
example, a four star superior hotel was included with 4.5 points in that category.

In addition, as every special offer clearly indicates the hotel's name, it was possible to generate another
dummy variabé accounting for the character of chain hotels. This variable is 1 if the hotel belongs to a
hotel chain and O otherwise.

Finally, we counted the number of additional benefits provided by the respective special offer such as free
parking, free usage of latnet access or spa, a bottle of water, or free fruits at arrival. As breakfast was
included in every special offer, we only counted additional benefits here. Therefore, our introducing
example would have earned four points.

Another two dummy variables werintroduced to account for the location of the hotels. One represents
the location within a major city with more than 1@00 inhabitants, the other one for a location within a
metropolitan area with more than 50000 inhabitants.

Data based orinternet Inquiry

In addition to the data directly observable in the special deals, we employed an intensive Internet inquiry
to find some more detailed information about the hotel. First of all, we looked for the average room size
as an indicator of qualt Hereby, we careful looked at accordance of categories. Hence, if the special
offer included a junior suite, we also looked for the average size of this junior suite at the website. We
were able to gather this information from 64 hotels.

Similarly, we loked for the total number of rooms in the hotels accounting for their capacities. 88 hotels
out of our data set offer this information on their Internet site.

To account for the geographic distribution along Germany, we took into consideration the podtabt
each hotel. As these codes follow a specific logic from north to south and from east to west, this is a good
indicator of geography.

Finally, we were interested in some more detailed information concerning the specific geographic
situation. Takenhe example above, there is a huge difference if the hotel is located in the centre of
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Bremen or in the suburbs. Neither the postal code nor our dummy variables concerning being part of a
major city or a metropolis nor any other information from the specitiér is able to account for this
circumstance. Hence, we needed to construct a respective measurement. Therefore, we calculated the
distance by car from the hotel to the main station of the respective city. To ensure highest quality data,
we always follved the same request: We typed in the hotel's address and calculated the route to the
main train station of the respective city. The first result from Google's Maps in kilometres were taken to
deny any errors due to the usage of different motorways.

Similaly, some hotel's unique selling proposition is not gigntred. Instead, these hotels focus on other
points of interest (POI) such as airports or recreation areas. Therefore, we calculated the distance towards
these specific POls in a similar way. Weenale to identify 82 POlIs.

Data Taken from Mystery Calls

To really understand a hotel manager's intention behind participating in such a special offer, we called
the hotels. However, as German managers are typically very conservative in communicatmesdus
related details to universities for research reasons, we followed another condéydtery calls. For
collecting unbiased and true information we designed a unique way to gather this information.

We called each hotel by telling them that we, unforaiely, missed the five day deadline of the deal and
kindly asked for the same or another discount. As an additional option, we asked if the hotel is planning a
similar special offer for the future months as we indicated to be very flexible concernirdatbeof our

stay. During the resulting conversation about the hotel and such special offers in general, we tried to find
out about the general satisfaction of the respective employee with these deals. Therefore, we recorded
the perceived satisfaction scoom a scale from 1 [low] to 10 [high], evaluated from the interviewer.

Descriptive Analysis and Correlations

Table 1 summarizes our variables concerning their minimum and maximum value, their mean and
standard error, their standard deviation, and theireskness and kurtosis including the respective
standard errors.
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Tablel: Descriptive Analysis of Data

Min  Max M SE SD SK SE K SE

Dependent Variables
(1) Discount 50 62 518 0,3 2,8 2,0 0,2 3,7 0,5
(2) Discount above 50% 0 1 0,5 0,0 05 -02 02 -20 05
Independent Variables
(3) Offering Price 29 129 512 15 155 18 0,2 6,4 0,5
(4) Stars 3 5 3,7 0,1 o5 -03 02 -08 05
(5) Room Size 10 65 246 1,0 8,2 2,3 0,3 8,9 0,6
(6) Hotel Chain Industry 0 1 0,7 0,1 05 -09 03 -12 06
(7) Additional Benefits 1 9 4,0 0,2 1,8 0,6 0,2 0,0 0,5
(8) Capaciy 25 360 120,7 7.6 71,7 1,2 0,3 1,0 0,5
(9) Major City 0 1 0,7 0,0 04 -10 03 -09 05
(10) Metropolis 0 1 0,6 0,1 05 -04 03 -19 05
(11) Postcode n/a n/a n/a n/a n/a 0,0 02 -13 05
(12) Distance Main Station 0 78 140 1,7 166 1,7 0,2 2,7 0,5
(13) Distance POI 0 418 233 54 492 6,6 03 522 05
Notes:

Min = Minimum; Max = Maximum; M = Mean; SE = Standard Error
SD = Standard Deviation; SK = Skewness; K = Kurtosis.

First results for the interrelation of these variables can be found when looking at their correlation
coefficients as illustrated in Table 2.

Table2: Correlation Coefficients

QO @ E @ 6 6 O @ © d0 a1 @12 d3)

Dependent Variables
(1) Discount 1 091 -002 0,21* 0,03 -0,27* 0,28+ 0,01 -0,38* -0,39** 0,01 0,13 0,21

(2) Discount above 50% 0,82** 1 0,00 0,25+ 0,01 -0,23* 0,28* 0,01 -0,29* -0,35** 0,11 0,13 0,18
Independent Variables

(3) Offering Price -0,02 0,00 1 0,32 0,23 -0,38* 0,24* -0,22* -0,16 -0,33** 0,04 0,21* 0,06
(4) Stars 0,18* 0,24* 0,27* 1 0,32~ -0,05 0,18 0,44 -0,21* -0,18 -0,08 0,15 0,12
(5) Room Size 0,02 001 017 0,26* 1 0,23 0,27 020 -0,22 -0,24 -0,21 0,08 -0,06

(6) Hotel Chain Industry  -0,24* -0,23 -0,32** -0,05 0,20 1 -031* 048 0,26* 0,32* 0,02 -0,07 -0,20
(7) Additional Benefits 0,22* 0,25* 0,18 0,15 0,19* -0,27* 1 -0,15 -0,48* -0,51** 0,04 0,22* 0,10

(8) Capaciy 0,01 0,00 -0,15 0,34* 0,24 0,40 -0,11 1 0,07 0,18 0,06 -0,01 -0,08

(9) Major City -0,34** -0,29** -0,14 -0,21* -0,19 0,26* -0,43** 0,06 1 0,82* -0,02 -0,07 -0,16
(10) Metropolis -0,35* -0,35** -0,28** -0,17 -0,12 0,32* -0,45* 0,15 0,82* 1 -0,05 -0,13 -0,28*
(11) Postcode 0,00 0,09 0,03 -0,06 -0,14 0,01 0,03 0,04 -0,02 -0,04 1 -0,12 0,06
(12) Distance Main Station 0,09 0,11 0,14 0,11 0,06 -0,06 0,17+ -0,010 -0,06 -0,11 -0,08 1 0,39**
(13) Distance POI 0,15 0,15 004 0,00 -0,04 -0,16 0,07 -0,06 -0,13 -0,23* 0,03 0,27* 1
Notes:

Below diagonal Kendall-Tau-b; above diagonal Spearman-Rho.
**p<.01; * p <.05; two-tailed.

For reasons of convenience, significant correlatioefficients are marked in bold. Interestingly, the
respective discount correlates with the number of stars (positive), the belonging to a hotel chain
(negative), the number of additional benefits (positive) and the dummy variables for major cities and
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metropolises (both negative) on a significant level. Obviously, some variables account for the same
phenomenon inducing the problem of muttollinearity in regression models.

Statistical Results

To illuminate the effects of each variable on the absolutealist, eleven regression models were run.
Table 3 presents the results of these analyses, whereby significant coefficients are marked in bold. Again,
the belonging to a hotel chain (negative), the number of additional benefits (positive) and the dummy
variables for major cities and metropolises (both negative) show significant results.

Table3: Results of Linear Regressions

Dependent Variable: Discount (Linear Regression)

Independent Variables

Offering Price -0,030,73

Stars 0,08 0,43

Room Size -0,06 0,64

Hotel Chain Industry -0,21 0,08

Additional Benefits 0,24 0,01

Capacity -0,06 0,58

Major City -0,30 0,00

Metropolis
Postcode
Distance Main Station

-0,24 0,04
-0,030,79
0,100,30

Distance POI 0,06 0,58
Statistics

Adjusted R Square 0,00 0,00 0,00 0,03 0,05 0,00 0,08 0,04 0,00 0,00 0,00
Sig. Change in F 0,73 0,43 0,64 0,08 0,01 0,58 0,00 0,04 0,79 0,30 0,58
Notes:

The first black scores indicate the respective values for Beta; the second grey scores indicate the respective values for significance.

Following a similar procedure, Table 4 shows the results of logistic regressions on the danable
indicating a discount higher as 50%. Additionally to the results presented above, the number of stars
(positive) and our two distance measurements (both positive) become significant.
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Table4: Results of Logistic Regsions

Dependent Variable: Discount above 50% (Logistic Regression)

Independent Variables
Offering Price 0,00 0,99
Stars 0,97 0,02

Room Size -0,03 0,34

Hotel Chain Industry

-1,12 0,05

Additional Benefits 0,38 0,00
Capacity 0,000,76
Major City -1,46 0,01

Metropolis
Postcode
Distance Main Station

-1,60 0,00
0,000,20
0,03 0,07

Distance POI 0,02 0,10
Statistics

Cox & Snell R-Quadrat 0,00 0,06 0,02 0,05 0,10 0,00 0,09 0,12 0,02 0,04 0,05
Nagelkerkes R-Quadrat 0,00 0,08 0,02 0,07 0,13 0,00 0,11 0,16 0,02 0,05 0,07
Notes:

The first black scores indicate the respective values for B; the second grey scores indicate the respective values for significance.

Detailed results are available upon request.

To better interpret the results of these two different regression analyses, Table 5 presents a synopsis
illustrating these results in a condensed way. Therefore, the results are categorized in three parts. First,
variables without significant rests neither within linear nor within logistic regressions are presented.
Second, robust significant variables in both analyses are shown. Third, mixed significant variables are
illustrated.

Table5: Overview of both Regression Aysés

Synopsis of Linear and Logistic Regressions

Non-Significant Variables

Offering Price -0,030,73 0,000,99
Room Size -0,06 0,64 -0,03 0,34
Capacity -0,06 0,58 0,000,76
Postcode -0,03 0,79 0,000,20

Robust Significant Variables

Hotel Chain Industry -0,21 0,08 -1,12 0,05

Additional Benefits 0,24 0,01 0,38 0,00

Major City -0,30 0,00 -1,46 0,01

Metropolis -0,24 0,04 -1,60 0,00

Mixed Significant Variables

Stars 0,08 0,43 0,97 0,02
Distance Main Station 0,10 0,30 0,030,07
Distance POI 0,06 0,58 0,02 0,10
Notes:

The first two scores represents the results of linear regressions.

The second two scores represents the results of logistic regressions.

Detailed results are available upon request.
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Conclusions

This study was set out to broadening our understanding of special offers in two dimensions. First, we
looked at antecedents, i.e., at variables that are able to explain the nature of offered discounts. Second,
we regardedconsequences of participating in such special offers from the perspective of hotel managers.
As such, our results contribute to our understanding of the phenomenon of special offers in the German
hotel market.

On the one hand, our statistical results show some solid insignificant determinants. First, the price of each
offering does not affect the discount. This is somewhat surprising as one could have argued that higher
prices will lead to higher discounts toti@ct guests. Second, the average room size does not affect the
discount. Therefore, a suspicion that smaller rooms will lead to higher discounts does not find support.
The same holds true for the overall capacities as larger hotels could be seen asgiateppliers of
higher discounts. Finally, we did not find any effect on geographic distribution along Germany.

More interesting, the analyses found some important significant results. First, belonging to a hotel chain
is an important determinant on sp&td offers’ discounts in two dimensions. Although hotel chains
participate in these offers (51 offers), they typically do not offer more than 50% discount, i.e., the
minimum required discount to benefit from HRS deals. Especially the result of the loggtssion

shows that hotel chains prevent higher discounts. Second, the number of additional benefits positively
influences the discount. One explanation here could be that hotels with lower attractiveness need to offer
more benefits and a high discoutaigether in order to attract more guests. Third, both belonging to a city

or a metropolitan area decreases the respective discount. As hotels in such an area typically show a higher
average bed occupancy rate, this result is in accordance with what weekaeeted.

Finally, our analyses also offer some mixed significant results. While the number of stars and our distance
measurements do not affect the absolute discount, there is an effect concerning our dummy variable. As
such, the higher the number of st the higher the probability of a discount higher than 50%. The same
holds true for our two distance measurements: The higher the distance to the main station or another
point of interest, the higher the probability of a discount higher than 50%.

On theother hand, our mystery calls indicated that 35 hotels also propose a special offer after the official
booking deadline when mentioning the expired HRS Deal (M=13%; SD=15%; max=51%). While the
perceived satisfaction of participating hotels was 5.8 (SD=2@Bhotels indicated to proceed in offering

such special offers, whereby only five hotels clearly denied. This indicates a high general satisfaction with
such special offers.
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ABSTRACT

The reporting of Corporate Social Responsibility (CSitats plays a crucial role in the assessment of
their sustainability activities. Research shows, that if the CSR commitment of hotels is interpreted by
guests as a real public interest, CSR has a positive impact on brand evaluation as well as on guest
satisfaction. However, the sustainability efforts of hotels are often perceived as purmsaist and the

charge of greenwashing is in the air. Thus, standards in CSR reporting are urgently required. In hospitality
so far, neither guidelines for CSR repag nor third party monitoring organizations exist so far. This paper
presents a sistep framework encouraging bilateral sustainability communication in the hotel industry.
The common method to proclaim sustainability via reports or websites is typmadhglirectional from

the hotel to the guest (typically referred to as signalling approach). In the long run, this is not enough.
Thus, the other direction (typically referred to as screening approach), should particularly be considered
as well. Screeninig achieved through the use of user generated content (UGC) and electronic word of
mouth (eWOM) via evaluation platforms, which nowadays enjoy wide acceptance by guests.

In the presented framework, CSR reporting and CSR rating are outsourced to the gdetiiea
corresponding crowd. This procedure includes several advantages for hotels. First, the efforts and costs
of CSR reporting are reduced. Second, the general public is used as-patttyréontrol mechanism for

the CSR reporting (typically referredas monitoring approach). Finally, following this monitoring aspect,

the perceived credibility of the CSR reporting in turn will be higher.

Since the credibility and reputation of eWOM largely depend on the number of existing reviews, it is
important to generate sustainabiliyoriented eWOM and to utilize guests for CSR reporting issues.
Therefore, based on the wdthown phases of service marketing, a fstep-approach is integrated in the
framework.

Key Words Corporate Social Responsibility, SustaigtdReporting, Crowdsourcing, Communication
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INTRODUCTION

Corporate Social Responsibility (CSR) and Corporate Sustainability (CS) play a more and more crucial role
in the development of hotel business. A study of the French hotel company Accor shows, that
sustainability is a determining factor of the booking decision of hotel guests. Overall 68 per cent of the
guestioned people rather or fully agreed to the question, if they would accept the idea that the hotel
might be a little less well localized if thetebimplements policies or services in favour of sustainable
development. Regarding the question if they would accept the idea that the room rate might be a little
higher if the hotel implements sustainability services, an overall share of 66 per ceet aatfully agreed

(Accor 2011). A study of a German research department shows, that more than 40 per cent of the people
guestioned, wished their holidays to be ecological immaculate. And for more than 46 per cent of the
guestioned people, their holiday$isuld be socially acceptable as well (Forschungsemeinschaft Urlaub
und Reisen e.V. 2013). The results of these studies finally show, that guests and even society becoming
more eceminded and more aware of the social responsibility of hotels and that tlie gg8formance of

hotels has a positive impact on the satisfaction of the guests.

Research shows, that if the CSR commitment of hotels is interpreted by guests as a real public interest,

I {w KFa I LRaArAdAdS AYLI Ol -Rofeaw Idicefdux, 30BN dsozkliipgchy ot I
3dzSald aldArAa¥FrOaAzyd LT 3dzSa i aserding indliies, dzéirSatisiatdon K2 G St
will decrease, particularly in the case of service failures. Conversely, when guests perceive a society
servingmotive, their satisfaction will be enhanced by CSR initiatives as long as service quality is high. (Gao,
Mattila 2014). In this regard, CSR can be seen as an excitement factor in hospitality business (Kano 1984).

However, the sustainability efforts of hdteare often perceived as pure séiterest and the charge of
greenwashing is in the air. This problem is mainly caused by thekin@hNn asymmetry of information

between the guests and the hotel. Due to the immateriality of hospitality business, thesgaresfaced

GAOK 'y dzy OSNIlAyde yR N3 RSLISYRAYy3 2y | GNYzAGG.
CSR performance.

For this reason, standards in CSR reporting are urgently required (De Grosbois 2012, Holcom, Upchurch,
Okumus 2007), but imospitality, neither guidelines for CSR reporting nor third party monitoring
organizations exist so far.

COMMUNICATION OF CORPORATE SOCIAL RESPONSIBILITY

Preventing the charge of greenwashing can be seen as the main challenge in the communication of CSR
activities in the hotel business. Guests tend to insinuate that hotels are serving orAlyteadsts and not
publicserving motives with their CSR efforts. In this respect, typical signs of greenwashing can be seen,
when companies are using labels tihabk like third party endorsement or when companies are just giving

no proof or evidence for their scalled sustainable activities (Futerra Sustainability Communications
2008). As a consequence, it is highly important that CSR communication is transgpatenédible to the

guests (Schrader, Diehl 2010).
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A possibility to ensure this credibility is the use of reporting guidelines like the G4 guidelines from the

Global Reporting Initiative or consistent and widely accepted sustainability standards ar [EfveiGlobal

Sustainable Tourism Council is nowadays working on criteria for a sustainable tourism, but a global
adzadFAylroftS adrkryRIENR F2N SalLISOAlLtfte (GKS K2aLAGL € )
communication is the use of sustainablmtel search engines like bookdifferent.com. The +non
governmental organization bookdifferent.com provides a search of hotels which are labelled with at least

one of 15 different international ectabels. Contrary, this huge amount of different internatibeac

flroSfta AYLIANR GKS ONBRAOAfAGE YR GNIXyaLl NByoe 2

In summary, all these common methods to proclaim sustainability with reports or labels are typically one
directional from the hotel to the guest and aretsuitable to reduce the uncertainty by the side of the
guests.

USER GENERATED CONTENT IN THE HOSPITALITY BUSINESS

User generated content (UGC) or electronic word of mouth (eWOM) via evaluation platforms enjoys
nowadays wide acceptance by guests in tlspitality business. The users of evaluation platforms like
tripadvisor.com benefit from hotel evaluations from other users in different ways. It provides help for the

users in their decision making and booking process in that way, that it helps to couliffarent hotels

and enhances the perceived trustworthiness and credibility of the hotels promise of performance (Serra
Cantallops, Salvi 2014). A study of the German Travel Industry Club shows that more than 85 per cent of

the questioned people agree tihe question, that online hotel evaluations are useful and are a reliable

source of information (Travel Industry Club 2011). In a study of two German research institutions, 86 per
OSyil 2F (GKS 1jdzSaitA2ySR LIS2LX S | y cedblN & eval@atiodsk S 1j dzS
2T 20KSNJ FdzSaidia 2y GNI @St LI FGF2NYVEAKE SAGK GONBRA.
This success of UGC and eWOM in hospitality business and in special of its high credibility is mainly
founded in its bilateracommunication approach. The guests are not only the receivers of information,

but the creators of information as well, based on their own made experiences. This approach helps
substantially to reduce the uncertainty by the side of the guests.

USER GENERAD CORPORATE SOCIAL RESPONSIBILITY COMMUNICATION

FRAMEWORK FOR A BILATERAL SUSTAINABILITY COMMUNICATION IN THE HOSPITALITY BUSINESS

This paper follows a sstep framework encouraging bilateral sustainability communication in the hotel
industry. In this strategic framework CSR reporting and CSR rating are outsourced to the guest and the
corresponding crowd. This is achieved throughuke of UGC via evaluation platform$ie framework is
presented in the followingrigure3.
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Sustainability as

strategic vision

Consolidation of the created
network

Selfselection and involvement of
stakeholders
Stimulation of the Interaction through
involvement of employees.
/ The crowd as critical potential for CSR reporting \

Basic decision for externalization of CSR reporting

Figure3: Framework for bilateal CSR communication
6026y CATdzNBE | OO2NRAY3A (2 CNaatSNE .IASNI wHamno

The framework is based on the fundamental decision of the hotel to externalize its whole CSR
communication and reporting. This means a completely change of the common perspective: Natethe

is reporting from an internal perspective about its CSR efforts, but the stakeholders assess from an
objective and external view the hotels CSR activities. The next step is to recognize the crowd as the critical
potential for the CSR reporting due the shown advantages of UGC and eWOM in the hospitality
business. The third task in the framework is to stimulate an interaction between the crowd and the
employees of the hotel. This is a requirement for the-selection and involvement of the stakelders

in the next step in the framework. The stakeholders must be encouraged by the employees to take part
in the voluntary assessment and reporting process with UGC. If it succeeds to consolidate this network of
voluntary stakeholders in the next stepthie framework, the goal of sustainability as the strategic vision

of the hotel is achievable.

CROWDSOURCING AS AN EFFICIENT CSR COMMUNICATION APPROACH

CSR communication as a crowdsourcing approach consists of three main steps: In addition to the
traditional signalling step, a screening and a monitoring step are added to the approach. As first step, the

hotel provides information about its CSR effortsaddress potential guests and to sensitize them for
sustainability topics. The second step addresses the former guests with the goal to win them for their UGC
Fo2dzi GKS /{w STF2NIEADP ¢KS GKANR aY2yAlG2NJayIé aidS
independent thirdparty control mechanisnmThese three steps are shown in the following figure.
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Beside the already mentioned advantages of the higher perceived credibility &SRereporting and the

use of the crowd as a control mechanism, this approach provides an advantage in reduced costs and
reduced efforts of the CSR communication. In this way, CSR communication over crowdsourcing is not

only effective, but also very effat for the hotel.

Stimulation of sustainabilityoriented user generated content
1. Step: Signalling

The first signalling step concerns the awareness of the guest for sustainability and CSR topics. Only when
guests know about sustainability and CSR, thityevaluate the CSR performance of the hotel later. To

address this lack of information, another figeep-approach, based on the wdthown phases of service

marketing, is integrated in the framework, shownFigureb.
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Figureb: 5-StepApproach for CSRignalling
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In the first step, before the guests are booking the hotel, it is important to give information about the CSR
FOGAGAGASEAE 2F GKS K2GSft G2 GKSY® 5dzNAy3a GKS 3Idz€
sustainability efforts of the hotel and get in tolu with the topic of CSR and sustainability for the first time.

This can be done by the hotels website, by traditional CSR reports or CSR labels.

In the second step, between booking and arrival, it is important to continue with the sensitizing of the
guegs for sustainability issues. For this purpose, for example information abodfriecally transfers to
the hotel could be used.

At the arrival, when the guests and the hotel staff meet the first time, the sustainable reputation of the
hotel should betil 1 SY SR® ¢ KA & OFYy 06S | OKASOSR o6& 3IAAGAY3I AYyT

The fourth step, during the stay, is the big chance to convince the guests about the CSR engagement of
the hotel. The hotel should transparently show all the CSR efforts ¢ogilests, for example by
demonstrating sustainable technologies which are in use in the hotel.

¢KS f1ad adsSLyE | FOGSNI GKS RSLI NIdzZNB 2F (KS 3dzSadacxz
O2yaz2ft ARIF(GS (KS 3dzSa G arformanyelaMide Bokelk Thig should beXddmé byiising / { w
social media like facebook or twitter.

Overall, CSR related UGC should be stimulated by an involvement of the hotel employees. The staff as the
GlU24Ky (e G2 GKS 3IdzSada ake ABRRactiitigstta deNsitizé k&m fardzS a G &
sustainability issues. Therefore, the training and motivation of the hotel employees for sustainable
development is vital.

2. Step: Screening

The second step within the overall model, the screening approach, eetiisthe question, how the

guests can be utilized for CSR reporting issues. Important review generating factors are that UGC creates

for the users a social identity and provides a sense of community belonging for them (Cantallops, Salvi
2014).Indetailii KS gAff Ay3daySaa (G2 3ISYSNIGS ! D/ RSLISYRa Yl A
can be described as the tendency of individuals to associate and bond with similar others. Due to this
insight, for the purpose of CSR communication, it is necessametde a network for the guests where

GKS& OFy 02YYdzyAOIF (S 6AGK SIOK -ZARKBER WX § Sé2 &
(Delloite 2011 p. 2) This can be done by building up online platforms which focus precisely on the target
guest segmentd~or example, the platform couchsurfing.org focuses on travellers who shun conventional

tourist accommodation, whereas wayn.com focuses on younger travellers, and silvertraveladvisor.com
targets mature travellers (Ayeh, Au, Law 2013). For the purpos8Rfd@mmunication, it is suggested to

build up a suitable network or platform where the guest can exchange theirél&Bd content with each

other and where they get a sense of belonging to a sustainabiitgmunity.
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3. Step: Monitoring

The third stepheadlined as monitoring addresses not only the former guests, but the whole public. The
public is used as an independent thipdrty control mechanism, which reviews the @8Rted UGC of

the guests in the term of consistency. This is a very importampt stguarantee the high credibility of the
CSRelated UGC (Mauri, Minazzi 2013). Research shows that the credibility of UGC is in particular high,
when there is a big amount of reviews. When there are more reviews present, guests increase their
behaviouradintention. Further they perceive them to be more informative which reduces the uncertainty
FYR GKS LISNDSA PSR N&Gugvara 2008 As’a Eobsedlielzbe] theye Ehouldb&aNigly”
diffusion and consolidation of the buigp network in the public to ensure the function as a thipérty

control mechanism.

A strategy to reach this necessary critical mass of reviews could be the intensive use of social media like
facebook or twitter. These modern-directional communication channepgovide the possibility to stay

in contact with the guests and the whole Ci&Rrested public or stakeholders, and to reach a high
diffusion very fast. To achieve a viral dissemination in the crowd, it is important to stay in contact in an
interactive way Research gives several recommendations for companies to force the interaction with
their clients and guests (Griesam, Baierl 2013):

Be proactive: Take the initiative to begin an interactive exchange about your CSR efforts with the guests.
Be honest: Comunicate only your realised and true CSR activities.

Be interesting: Report only about effective CSR efforts.

.S Y2RSaidGY 52y Qi SEIFI3I3aASNIGS SAGK @2dzNJ / {w LISNF 2 N)Y
.S y2yLINRPFTSaaAazylty !'asS Fy Slaeé dzyRSNaGIFYyRFIGES 1

These recommendations can first be used to consolidate the lupl@Skhetwork, second to prevent the
origin and initially shown difficulty of CSR communicatj@reenwashing; and in result, to achieve the
superior goal of a sustainable hotel.

CONCLUSIONS

This paper presented a framework to prevent greenwashing in the CSR communication of hotels.
Therefore, a change in the perspective of CSR communication is suggested. The actual CSR communication
should be outsourced to the crowd. This bringseral advantages to the hotel: The costs and efforts for

CSR communication are lowed, the credibility of the CSR communication turns higher and the crowd is
used as thirgparty control mechanism. The builth of a CSR network is therefore a fundamental
requirement to give the former guests the possibility to create UGC.

Further research should be conducted about the buifdof a suitable CSR network or platforms. Due to
the effect of homophily, there should be a network to bring {ikended people togethr. This could be
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done by creating new CSR platforms or by the expansion of existing online review platforms like
tripadvisor.com. Therefore, it should be taken into account in which way the target guest segment could
be most accurately addressed.
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ABSTRACT

The aim of this paper is to explore the potential for integrated rural tourism development in border
regions, drawing attention upon local products and traditions festivities. Local festivals associated with
local products are considered to be significanttural 'assets' that can substantially contribute the
preservation and promotion of traditional products and related production methods. Consequently, they
consist part of the local cultural identity, an essential element of the originality and brgrafi rural
areas, and may act as tourism attraction poles.

The paper argues that, the networking of local production activities and festive attractions can stimulate
co-operation and partnerships among border rural areas, reinforcing local economies|lass the non
SO02y2YAO0 WAYy(lly3aArAoftSQ aLISOGa -20Eal MASEE Febtivdls amie y I Y A |
Tourism development in crodsorder cooperation Greeee dzf 3 NA | ¢ A& dzaSR Fa GKS
the proposed methodology. The sitiian analysis in the study area, illustrated by -Gi&pping reveals a

large number of local fairs and festivals associated with local agricultural and traditional handicraft
products, which attract visitors from the broader region. However, until noweltisearch has been

undertaken to study the tourism development perspectives of these events. Based upon the results of a
jdzSaidA2yylANS adaNWSe 2F 20t FTSadAortaqQ 2NBFYyAT S
the implications of locaktakeholders networking for crodsorder tourism initiatives that can help

bridging local production and tradition with economic activities at the local and regional level. It is
suggested that, the development of crdssrder synergies in order to supfdocal products festivals

and reinforce the involvement of local interest groups (e.g. local authorities, universities, producers,
organizations, communities) from both sides of the borders, is essential for the successful implementation

of joint ruraltourism branding strategies.

Keywords rural tourism, cros$order,festivals
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INTRODUCTION

¢2dzNRAY Aa oA R Soheof thelriost inpottaBtiRéh&c® indusiries in the global economy,

Ly FOGAGAGE SaaSydaiart G2 GKS tATFS 2F yrdAizya o06SOF
SRdzOF A2yt &aSO02NR 2F ylrdAz2zylf a20AS0OBECBR0IRY R 2V
2 AGK adzmaidl yaAl (GSHINBIKISK LA ya (0 22dSNASINY £ 2 RSOIF RSa Ay
LIN2EY2GA2Y KFa 0S02YS 'y AYLERNIFYyd SO2y2YAO RS@St 21
HnnloZRdzNJ S fol governmemsigna local authorities that are increasingly recngiits

potential to diversify and stimulate economic growth and social contribution. (Martin et al., ZDARjsm

has the ability to create jobs, attract foreign currency and stimulate national, regional and local economic
growthandl & | NBjadd&Eyild tAea afdMB 2 aSR G2 060S | @AFLoftS YSEya
NEIA2yad Ay 020K RSOSt ISR KI \Wie aipots ftsgialidigtabutioreaddy” G NX S 2
development of tourism include, among others the concepts of rural tougsoh crossborder tourism
collaboration(Crozier, 2011).

wdzNJ} f dZBAd2NBR aE¥>ZaYlrff a0l f SAKAY R RE&MMiREAASRyMoting eveyi O K I N.
development patterns in rural setting®, LISY Ay 3 yS¢ o0dzaAySaa YFNHASE ADBEK
GKS SEA&GAY I | 3Ndg@rdirt aned@DO) undsitick: thelzalitleinhdrent to rural settings,

such as personal contact, authenticity, heritage, and individual&snindicated by Briedenhann and

Wickens (2004), the clusterirad tourism activities and attractions in rural areas, stimulates cooperation

and partnerships between communities in local and neighboring regions and serves as a vehicle for the
stimulation of economic development through tourisim recent years, festiva and special events

became one of the fastest growing types of tourism attractions, increasingly recognized to be a cost
effective way to boost local economies. strong theory and evidence base exists linking tourism
development in rural areas and befits from the organization of festivals delivering not only economic

results, such as income growth, job generation, revenues, but also intangible ones such amatgce

and community identity. As a result, worldwide national governments and local atities are using

festivals and special events as key elements within regional development strategies.

Local products festivals tourism, as a modern form of experiential tourism, is widely considered as a means
of promoting crossorder tourism competitieness and attaining regional developmental goéalscal
products combined with stories and values of their respective areas play an important role in the
development of a destinationThe promotion of traditional products in local festivals may highly
contribute to the local development of an area, by making a region popular for visitors and thus
enhancing the income of the local community and facilitating the cash flow in the re§ioall scaléocal
festivalsseen as best tourism marketing tooleay act as mechanissiio encourage regional economic
developmentand tourism attraction(Kostopoulou et al., 2013)In recognition of these facts, many local,
regional and national authdies worldwide make strategic decisions to embark on a collaborative
approach to the development of local products tourism.

Culture, traditions, local products and food festivals can provide a better basis especially fdvanss
collaboration in touism development, with a shift towards personalized experiences characterized by
authenticity. Border areas are said to be often marginalized areas within a country, due to their
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geographical position on the periphery of the countiNevertheless, in theaurism sector global
experience indicates that political and administrative borders are not suitable means to delineate tourism
destinations and tourism development, since tourists do not keep to strict borders and tend to visit
regions, rather than an aeewithin a defined political boundary. Crassrder collaboration in tourism

thus provides a means of coping with changes in regional droster dynamics, as well as preparing the
way for the sustainable exploitation of local resources and the maintemaha durable tourism industry
(Inskeep 1994; Hall 200Q)oint crosshorder tourism development initiatives fall under the scope of
cooperative or collaborative tourism planning (Reed, 1999 and Timothy 1998) offering a means of creating
linkages and coagration between tourism destinations in rural settings in order to increase economies
of scaleCooperative planning among key play&r$estival tourism development is widely acknowledged

to be crucial to respond to global changes and regional eposder dynamics, by means of building
institutional or informal networks.

In this paper an attempt is made to explore the potential for integrated rural tourism development in

border regions, drawing attention upon traditional local products festivals. Th& g@® i - kofah C ¢
products Festivals and Tourism development in ctomsler cooperation Greeee dzf 3 NA | ¢ A a dza S
case study to illustrate the proposed methodology. A large number of local fairs and festivals associated

with local agricultural andraditional handicraft products exist in the area, attracting visitors from the

broader region. However, until now little research has been undertaken to study the tourism development
perspectives of these events. Based upon the results of a questiondalteNIISe 2 F f 2 Ol €
organizers, carried out within LOFT project, the paper highlights the implications for local stakeholders
networking upon joint crosborder tourism initiatives that can help bridging local production and

tradition with economicctivities at the local and regional level.

REVIEW OF THE LITERATURE

Worldwide, festivals and special everatie widely acknowledged tmake an important contribution to

the economic development of their local areas, as they provide opportunities fatstoupromotion,
commercial outcomes and increased inward investment in host regions (Getz 2007; Van de Wagen 2005),
contribute to the extension of the tourism seasffuanget al. 2010; Boo and Busser 2006; Mehmetoglu
and Ellingsen 200&nd help recreateltte image of a place. Festivals range from mega, hallmark, and
regional/local events: megavents are designed to reach a global audience and thus make a positive
impact upon the national economy of the host country, whereas community events are primesigned

to deliver benefits to local stakeholder&nall scale localevents usually require minimal capital
development and thus, have the potential of generating substantial returns on small financial investments
(Gursoy et al. 2004Moreover,ssuccessful events can change the perception of places and the sense of
being in and belonging to a community. As a result, céties regionswvidely applyfestivalbranding, due

to the growing importance of cultural industries within the contemporary eaogppfor visitors, as well

as for the local population (Kavaratzis and Ashworth, 2010:5)
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While an extensive literature on the various social, cultural and economic elements of festivals does now
exist (see Get2008for a comprehensive review), festivallidiesmainly focused upomegaevents and

other hallmark eventgeavingregional andsmall community eventsather underexplored (BreandDavis

2001), even though rural festivals have gained increasing attention academically (Higham and Ritchie
2001; Goman-Murrayet al.2008; Kostopoulou et al., 201.Empirical studies afmall, povincialfestivals

all pointto economic benefitsusuallyconcernedwith shortterm impacts and direct, tangible outcomes

such as extra jobs, hotel roorasd business revengeHowever, as identified by Getz (2008) researchers
should be critical and position studies within broad social, economic and environmental discourses.

Festival tourism is viewed as travel focused on experiencing cultural environments, including landscapes,
visual and performing arts, and special lifestyles, values, traditions and events. It involves not only tangible
or visible heritage such as sites asettlement patterns, but also intangible heritage such as societal
structures, traditions, values and religion. Contemporary tourists are more and more looking for true
experiences, for getting to know other people and other culturereasingly the focus shifts to
personalized tourist experiengeearch for authentic atmosphere, specific character of the visited place,
with predominance of intangible elements of cultuglpply. Over the past decad#ourism businesgs

have beenrying to meet this newdemandby emphasizingn local products that have the potential to
become a unique selling propositidrocal fairs and festivals associated with local products can contribute
substantially in the preservation and promotion of traditional products, ralapeoduction methods,
infrastructure and equipment. Consequently, they consist part of the local cultural identity, an essential
element of the branding and originality of each region, and function as poles of tourist attraétivlocal
festivals to saceed and be beneficial for the branding of the host areas, attention must be given to the
strategy of networking all stakeholders involved: local and central governments, local business
community, sponsors, media, branding agencies and moreover, netvgplddal festival organizers.

Networking refers to a wide range of -operative behavior between otherwise competing organizations
and between organizations linked through economic and social relationships. Network relationships are
widely acknowledged &aa significant part of the development of intangible capital through their role in
providing social capital which underlies much economic development (OECD, E@f8ience shows

that networks are an effective means of informing, inspiring and empowdoogl people in rural
communities and thus networking is widely adopted as a tool for supporting and promoting sustainable
rural development.Rural development networks have as main goals to improve thebeelp, capacity

and resilience of rural commuies by promoting interaction between, and action by, different rural actors
and stakeholders. This is a very important function that is described by Ward et al. (2005) as the
mobilization of intangible intellectual assets through learning, innovationtaaduilding of human and
social capital. The most important reasons for local people to access rural networks thus are to receive
advice and information; share local learning and experiences; develop creative ways to address local
problems and needs; iaify sources of fundingENRD, 2012).

Local fairs and festivals associated with local products are significant cultural ‘assets' for rurbbecdess

areas often promoting a rich tourism potential on both sides of the borders usually based on beautiful
and varied nature, cultural heritage, authentic crafts and customs, delicious food and warm hospitality. In
this context, there is an opportunity for both enhancing cooperation between local products' festivals in
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disadvantaged crogsorder rural regionsiad further developing tourism through these events. However,
local fairs and festivals associated with local traditional products in droster areas have been rather
poorly publicized thus indicating a lack of coordination initiatives that can jointisnpte, reinforce and
further develop local festivals.

¢ KS t NP 2 SL®dal péoflubts Bestivals and Tourism development in 4roster cooperation

Greece. dzf A NAI ¢ | RRNB&aasSa GKAA 2LIR2NIdzyAide o6&- LINBLR
border region. The Project LOFT is included in the Territorial Cross Border Cooperation Operational
Programme GreecBulgaria 2002013, an important program under the European Territorial
Cooperation Objective. Within the context of the European Unioficpoborder regions are now
considered to constitute opportunities for development. In particular in the European periphery, such as

the border zone between Greece and Bulgaria, problems of uneven development, differences in the
institutional context andtransitional processes make the planning of spatial cooperation processes in
border regions a matter of special importance. At this end, the research analysis focuses at the challenges

FYR 20ail0f Sa (261 NR& Sy 02 dzNI &Ik nedvorks Kos tONEpbriiie2 y 2 F

harmonious, balanced and sustainable development of the etumsler area under study.

METHODOLOGY

In order to explore the dynamics of networking local products festivals so as to support rural tourism
development in crosborder areas, a research survey was carried out addressed to the organizers of local
products festivals within the crodsorder areaGreeceBulgaria. The survey has been realized within the
LINE 2 S O-lLocdl prédacts Festivals and Tourism development in drosser cooperation Greeee

.dzf AFNRF ¢33 Fdzy RSR dzy RSNJ G KS 9 dzNP LIS-Bufaria Z00ROR30 2 NR | §

At first, a list of organizations and institutions involved in holding festivals on local products in the eligible
crossborder areaGreeceBulgaria of the European Territorial Cooperation Programme "GrBedgaria
2007-2013" was combined. The list inded Local Authorities, Cultural Associations, Business
Associations etc. in the districts of Blagoevgrad (BG413), Smolyan (BG424), Kardjali (BG425) and Haskovo
(BG422) in Bulgaria and in the Regional Units of Evros (GR111), Kavala (GR115) (as adjacémthie
(GR112), Rodopi (GR113), Drama (GR114), Thessaloniki (GR122), Serres (GR126) in Greece.

Thereafter a recording of the local festivals in the eligible clussler area Greec®ulgaria was

a

I

elaborated. The recording includ@d fields of data foeach festivahamely, identityy’ dzy o SNE FSadA @

name, range, theme, website, social medialates, duration, frequency,location (regional unit,
municipality), site, number of visitors angbarticipants and the contact details of the organzémame,
address, phone numbefax, email, communication manager, websit&japping local products festivals
took place in the context of creating a WebGIS tool that was formed for LOFT pamjecteractive tool
that allows easy navigation into local events anddarcts providing an abundance of information for
visitors (products, festivals, location, transportation facilities etc.).
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A total of 103 festivals was recorded within the Greek eligible ebasder area namely, in the Regional

Units of Thessaloniki (3@dtivals), Serres (13 festivals), Drama (10 festivals), Kavala (13 festivals), Thasos
(6 festivals), Xanthi (9 festivals), Rodopi (5 festivals) and Evros (11 fesfifedsypatial structure of the
registered festivalgevealsa rather unevenspatial distribution within the Greek studyarea, with a
significant concentration in the Regional Unit of Thessaloniki (34%), where Thessaloniki the major urban
center of Northern Greece is located, followed by Serres, Kavala, Drama, Evros and Xan@¥io]1:8%d

a smaller one in Thasos and Rodopi (7% and 5% respectively). Within the Bulgarian eligitiderdeyss

area a total of 107 festivals was recorded in the Districts of Blagoevgrad (44 festivals), Smolyan (20
festivals), Haskovo (30 festivals) and Kardzfialifestivals). The total of 210 local products festivals
recorded in the crosborder area is presented in Map 1
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Map 1. Local products festivals in the crdesder region Greec8ulgaria

An indepth research followed recording local festivals byitgproduct. Their identification was based

on the delineation of the main categories of intangible cultural heritage, according to the definition of
UNESCO Convention for the Safeguarding of Intangible Cultural Heritage and the categorization of WTO
(2012) handicrafts and visual arts, gastronomy and culinary practices, social practices, rituals and festive
events, music and the performing arts, oral traditions and expressions, including language as a vehicle of
intangible cultural heritage, knowledge andaptices concerning nature and the universe. On the above
basis, the main cultural assets related to local/traditional products were described and identified leading
to the elaboration of inventories for each administrative unit of the crbesder area GeeceBulgaria.

The topics of the festivals recorded cover a wide range of subjects that were identified in both sides of
the borders.

86



In the Greek study area, the festivals organized were grouped into four subject categories (Figure 1):
Festivals dedicatkto local agricultural productsFood/culinary festivals; Festivals of traditional crafts;
Festivals based on cultural / historical heritage (tangible and intangilBlelklore festivals Festivals on
traditional rites / rituals; Festivals of gifts nature/natural resourcesiAs shown in Figure 1, in the Greek
side the prevalence of agricultural products and food festivals is significant.

120% -

100%

80%

60% -

40% +

q ﬁ % |

TgE?KSISAL SERRON [ DRAMAS |KAVALAS | THASOU | XANTHIS |[RODOPIS| EVROU
O Agricultural Products / Food/culinary | 72% 89% 100% 69% 67% 50% 100% 64%
festivals
B Festivals of traditional crafts 11% 0% 0% 0% 0% 0% 0% 9%
O Cultural / historical heritage Folklore 11% 11% 0% 31% 33% 50% 0% 9%
0O Gifts of nature/natural resources 6% 0% 0% 0% 0% 0% 0% 18%

Figure 1. Local products festivals in the Greek ebasder area, by theme

In the Bulgarian study area, seveypés of festivals on local products have been identified (Figure 2):
Folklore festivals; Food/culinary festivalestivals dedicated to local agricultural products; Festivals of
traditional crafts Festivals on traditional rites / rituals; Festivals oftsgof nature/natural resources
Festivals based on cultural / historical heritage (tangible and intangibkeshown in Figure 2, in the
Bulgarian side the prevalence of folklore festivals is significant. Moreover, folk music and/or dances are a
key commnent of the events organized in the four Bulgarian administrative districts under review, even
for festivals where they do not consist of the central theme.
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Figure 2. Local products festivals in the Bulgarian ebosder area, by theme

A more detaiéd recording of the local products festivals per subject and/or specific agricultural product

has shown that the most widespread local festivals organized in the Greekloraiey area, are festivals
on agricultural products such as cherry, wine, potdtoney, while on the Bulgarian side of the cross
border area, the most widespread festivals are the folklore ones.

The research survey realized within the LOFT project aimed to analyze the opinion of the organizers of

local products and traditiondestivals in relation to the key issues regarding the organizational

OKF N} OGSNR&AGAOa
tourism growth in the crosborder area.

The survey was conducted online in Bulgaria by email and/or personal interviews in Greece, by use
of a questionnaire, common for both sides of the crbssder area, so as for the results to be comparable.

FYR YFEyF3asySyi

2040l Ot Sa

27

The questionnaire included 28 open and closed type questions in order to gather boitatiumland
guantitative information from the organizer§he questions were organizedtimo parts: the first part
included questions about the demographic data of respondents, (age, gender, education, position in the
festival organization) and the typ festival organizations, and the second part included questions about

the organizational issuesd management obstacles local festivalsThe questionnaires were sent to 53

festival organizers holding a webmail address in Bulgaria and 103 in Greeiog, tthe period January
March 2014. Twentpne completed and valid questionnaires were received from the Bulgarian festival
organizers and thirty two from the Greek festival organizers, forming a response rate of 39.6% and 31.1%

respectively.
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RESEARCRESULTS ANALYSIS
Age of respondents

Regarding the age of respondents over the Greek ebosder area, it can be inferred that Greek festival
organizations employ rather young staff, since 63.6% a#S3gears old, while onli8.2% are 4&5 years

old and 18.2% are 565 years old.In the Bulgarian crossorder area, results analysis shows that the
majority of the staff of festival organizations are middiged, since the predominant share of
respondents (55.5%) were 4® years old. The age structumd the respondents reveals that the
workforce engaged in Greek festival organizations is expected to be more creative in introducing new
tourism development and marketing tools than the respective festival staff in Bulgaria. This is an element
that the Bugarian organizations are challenged to take into consideration in order to support the future
development of their festivals, since the participation of the new generation is essential in their
organization.

Education of respondents

The educational levedf the staff in both countries is relatively high. More specifically, in the Greek
organizations 91% of the respondents have a higher education degree (45.5% are University graduates,
27.3% are Technological Educational Institutes graduates, 18.2% arerMaatiuates), whereas only

9.1% are High School graduat8amilarly, on the Bulgarian side 82.0% of the respondents have a higher
education degreeThe high educational level of the staff of festival organizers contributes to the better
and more effectie organization of local festivals.

Position of respondents in the organization

Regarding the position of respondents in the festival organization on the Greekhooisr area, 72.7%

are executive employee&8.20 are administration staff and 9.2% are volunteers. On the Bulgariar cross
border area, participants in the survey occugypert positions by 64.0%, secretary positions by 27.0%,
while 9.0% are members of the management board. From the analysis of the structure of the Greek and
Bulgarian samples, we may conclude that the vast majority of respondents are highly ranked in the
organizational bodies of festivals, and therefore have a good knowledge and well established view of the
obstacles and challenges that organizers deal with during the organization of a local festival.

Type of festivals organizations

Thepredominant part of the festivals on local products in the Greek cbmsder area is organized by

cultural organizations (54.5%) and/or local authorities (45.5%) that could greatly benefit from
partnerships with NGOs, professional associations androtinganizations connected with cultural

heritage and local development. In the Bulgarian side there are four types of organizations, local

Fdzi K2NRGASAaY Odzf GdzNIF £ AyadAddziazya o602wednpiisi e OSy
that the typeof organizations is more diversified in Bulgaria compared to Greece, an element that gives

an increased variety of incentives for organizing festivals in Bulgaria.
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Reasons for organizing local products festivals

One of the main questions of the researstirvey concerns the reasons for organizing festivals on local
products. The importance of predefined variables was assessed by using a 4 point Likert scale ranging
from 1 (not important) to 4 (very important).

In Greece, festivals are organized mainly to support local products and traditions (81.8% very significant
and 18.2% significant) and inform the public on a specific product at a similar rate; tourism increase is also
considered of major importance (72.4%ry significant and 27.3% significant), while entertainment and
local economy are both evaluated very significant at 63.6%. Other considerable reasons for organizing
local festivals includthe creation of a brand name in the festival sph&s4.5% veryignificant and 45.5%
significant), the reinforcement of the good reputation and prestige of the area (45.5% very significant and
54.5% significant) anthe contacts with sponsors, advertisers and other people invol&xd3% very
significant and 36.4% siificant). Historical reasons are also considered important in organizing local
festivals (9.1% very significant and 90.9% significant), while religious reasons are not considered of major
importance (36.4% and 18.2% respectively).

In the Bulgarian croslsorder area respondents consider that raising the prestige of the host area and the
promation of local products and traditions are the main reasons for organizing local festivals, together
with creating a brand name of the festival and reinforcing tourisowgin. The entertainment aspect and
informing the public are also indicated as of significant importance. Bulgarian respondents evaluate that
reasons related to history and religion are not of major importance in organizing local festivals. Making
contactswith advertisers and sponsors, as well as public opinion leaders, and economic factors are also
considered to be significant reasons for organizing local festivals.

The results show the important role that tourism plays in the organization of local preéestivals and
events on both sides of the border. While a few decades ago cultural institutions organizing local festivals
focused their attention on the preservation and promotion of local culture, today an important part of
their motives is related tahe strengthening of tourism and the increase of tourist inflows at the
destination.

9@k fdzZ GA2Yy 27T andbeBefitF SAaGA DI f Qa NBf S

Regardinghe evaluation of the festivals' role and benefits, a differentiation appears between the two
sides of the bordes. Onthe Greek side, respondentensidered agerysignificantandsignificanthe role

of local festivals for economic and touristic issues and also for local communities and busivesges
specifically, the role of local authorities is recognizedey significant by the majority of the respondents

in terms of promotion of the local industry (36.4%), benefits for the local community (45.5%), creation of
opportunities for recreation and leisure, (72.7%), opportunities for socializing (72.7%) antkexpend
cultural exchange (81.8%). Moreover, the majority of respondents evaluate as significant the role of local
festivals for the attraction of tourists (54.5%) and the increase of municipal revenues (45.5%).

In the Bulgarian research argasults analysis revealed that respondents assessed at a relatively low rate
the results achieved in terms of attracting tourists and promoting local business. The lowest benefit is
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indicated in the increase of municipal revenues, which is rather expesieck this is not considered to

be one of the important motivations for holding a local products festival. Benefits associated with local
businesses and local communities are higher than average, but still do not reach a very good score. The
opportunitiesfor entertainment and exchange of experience and culture are the top ranking benefits
according to organizer3he results of the survey on both sides of the crossler area GreeceBulgaria
underline the considerable cultural aspect of festivals, velasr the economic aspect is rather
underestimated.

Evaluation of event characteristics

A number of specific characteristics of local products festivals were also assessed by the orgathigers
same way on both sides of the borde fivepoint Likertscale was used, ranging from Poor (1) to
Excellent (5)From the research results analysis it can be concluded that in both sides of the cross border
area the majority of the event characteristics are of the same importance, except for the technical
equipment and advertisement which are both very significant for the Greek organizers whereas they are
of minor importance for the Bulgarian organizers.

Evaluation of the difficulties in the organization of festivals

Regarding the difficulties that organizersadlevith during the organization of local festivals, problems
seem to be common in Greece and Bulgaria. Assessment was based on a five Likert scale ranging from 1
(not important) to 5 (very important). In Greece the organizers indicate tti@main difficulties arising
duringthe organizatiorof alocalfestivalmainlyinvolve insufficient funding (evaluated as very significant
54.5% and significant 45.5%), lack of active participation from the local community (evaluated as very
significant 27.3% ansignificant 36.4%), while lack of tourism infrastructure is evaluated as significant at

a lower rate (27.3%).

As for the Bulgarian organizers when asked about the main difficulties confronted, they indicated
insufficient funding as of major importance, lfmlved by the insufficient popularity of the event, lack of
interest by local population and local businesses and poor tourism infrastructure, while respondents also
underlined insufficient volunteer activity. Regardless of the difficulty indicated innigntlie necessary
financial resources, the majority of the organizers do not consider as necessary the introduction of
participation fees.

The results of the survey dmoth sides of the crosborder area clearly show that the organizers are
encountered by rore or less the same problems. The deficient popularity of the events and insufficient
funding, followed by the lack of interest from the local community and inadequate tourism infrastructure,
are common obstacles that both Greek and Bulgarian organizers to overcome in order to improve
local festivals and create new successful ones.

91



Preferences on tha&uration of festivals/fairs

The duration that local festivals should have, according to the answers of the respondents in the research
in both Greek and Bulgarian arga 2 to 3 daysMore specifically72.7% of Greek ans0.0% of Bulgarian
respondentsbelieve that the ideal duratio should be 2 days, whereas 27.3% of Greek and 30% of
Bulgarian respondents believe that it should be 3 d&m ek and Bulgarian organizers therefore share

the same opinion about the ideal duration of local festivals.

Evaluation of respondents about theype of visitors

Research results analysis indicates slight differences in the origin of visitors to local festivals, in the Greek
and Bulgarian areas. Greek festivals have a local and regional range of visitors, while Bulgarian festivals
have a rather bwader national and regional range of visitors.

C S a (i fumtling shufces

The funding sources of local festivals appear to be different in the Greek and Bulgarian sides. In Greece,
the funding of local festivals, already acknowledged as a significant fafdtwe organizational difficulties,

is based mainly upon festival incomes (50%) followed by funding from municipalities (25%) and at a same
rate (25%) by funding from donations and sponsorships.

In Bulgaria, the largest share of funding comes from thmicipal budget, sponsorships and donations,

as indicated by 82% and 73% of respondents respectively. Almost half of the respondents indicated
festival revenues and less than a third funding from European projects. Overall, the results indicate
untapped pdaential for funding from national and European programs.

C S & (i addrtisirig Modes

The advertising types used by local festivals are actually a mixture of traditional and moderrsiyyles,

for both Greek and Bulgarian festivals. In Gre@&4% of respondents prefer the internet, 18.2% flyers,
18.2% mailing lists, 18.2% regional media and 9.1% personal contacts. In Bilgamast popular
advertising type is regional media (indied by all respondents). The Internet ranks second (91%),
national media are indicated by 64 % of respondents, almost half of respondents rely on personal
contacts, while a relatively small percentage use mailing lists, brochures and printed medial,Overal
results confirm that considerable opportunities for joint actions in advertising emerge in both countries,
in order to save money and support the increase of clomsler tourism.

Participation mode

wSIFNRAY3I GKS GeLIS 27T rsthétd ahaperteataye ard réglildr Ositdrdingbata A G
Greece and Bulgaria. In Greét27% of respondents reported that some of the participants were regular,

whereas 27.3% reported that all participants were regullarBulgaria, a large percentage afjanized

events (36%) have no regular participants, 46% have some regulars and 18% state that almost all their
participants are regular. The large percentage of festivals organizers who fail to attract regular
participation in the events could be explainkg the fact that several festivals are taking place only for a
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few years; however, it could also be the result of inefficient management. The percentage of events that
fail to attract regular participants also indicates lack of sustainability and fudiegelopment of the
event.

Degree of authenticity

When traditions are used for tourism purposes, it is essential that they be interpreted and presented
authentically so as to avoid a negative impact on the culture of the local commumitye Greek side it
appears that festivals present local products and traditions in an authentic way. More specificeghs

of respondents believe that local festivals represent authentically local traditions and products and 72.7%
also consider thatitey probably do. On the Bulgarian side, etlewugh almost all respondents mentioned

that they have good knowledge of traditions and typical local products, the survey results reveal a
disturbing trend of neglecting authentic representation, where 18%espondents believe that local
events do not represent local tradition in an authentic way and 18% believe that this representation is
only at some extent.

Finally, the participants in the research survey in the Greek dyosser area mentioned local tdational

products that in their view represent better the area: wine, cheese, pastries, traditional pies, buffalo
products, buns, potatoes, beans, kavourmas, sausages, garlic, asparagus, and traditional sweets like halva,
malibi and retseli, sauerkraut, twsi, grapes, cherrieSimilarly, participants in the Bulgarian crdssrder

area mentioned: herbs, chestnut, sesame, peanuts, walnuts, beans, cherries, sericulture, weaving, sheep
breeding, wood industry and wood products, viticulture and enology, pesttobacco, bagpipmaking

and bagpipe playing. Many products are identical due to similar geophysical and climatic characteristics,

Fy StSYSyd GKFG YIFe adzZJR2NI FSadAgrfaqQ LI NIySNAEK.
routes).

CONCLUSIGN

The overall conclusions from the research survey in Greek and Bulgarian local products festival organizers
indicate that festivals on both sides of the border have many characteristics in common, such as
organization process and structure, goals and miees etc. Another important factor that both sides
have in common is the high educational level of the organizers that ensures, at some extent, the progress
of festivals. Both sides also share the main incentives for organizing local products fegtadilslly
changing from the initial pursuit for promotion and representation of local traditions and culture into
touristic motives with visible economic results for the host regions. However, significant differences also
emerged, hence in matters of lesiggnificance. For example, the age of the organizing members is
different in Greece than in Bulgaria, as well as the type of the organizations and institutions involved in
local festivals. Nevertheless, these differences could be overcome through jagrapns for the
organization of local products festivals.
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The main difficulties in organizing the events in both sides are related to insufficient funds and insufficient
or ineffective advertising. In this regard, more attention should be paid to oppditsnprovided by the
European operational programs. More effort should also be made to raise the participation rate of local
festivals and enhance the visibility of the festivals by integrating festival planning, organization and
promotion into local andegional tourism strategies and promotion plans. To this end, broadening some
of the local festivals scope could also prove helpful since the predominant part of festivals adayne
events of local or regional importance. It is advisable to anchor otsivils of a region to the ones with
national or international scope. This connection could take i.e. the form of advertising other festivals or
creating some parallel demonstrations/events regarding their themes, during the international/national
ones. 8rvey results also reveal the need to focus towards supporting festival organizers to become more
business and entrepreneurship oriented.

Local products usually entail a dimension of local celebration and consist of valuable vehicles for
reinforcing the banding of local production and tradition, as well as poles for tourism development that

could be further promoted under existing or new local fairs and festivals. The main concerns of a growth
strategy for tourism based on local products should be oridritavards issues of authenticity, quality

and consistency, sustainability, marketing, research and knowledge development, with a prominent role

to networking.. @ ARSY(GAFTFe@AYy3d GKS LINRBYAYSYyOS 2F ySGg2N)AY
I NPdzy R RUzO§ya LINFR f 20Ft BHRINOBHES 2 T OTo iS en® IR LI2 & ¢
clustering of local festivals could be introduced in three ways: geographically per administrative unit,
seasonally per month, and thematically per product category.

As the main tools for networking and integrating local products to tourism growth, local food cooperatives

and product theme routes are recognized. Numerous advantages can flow from bringing food producers,

local products festival organizers and tourism proved®gether to develop local produce based tourism
promotions. Whether the end result will be a formal partnership or network with a range of activities,

working together enables more efficient and effective use of budgets for marketing and promotiows allo

different but related businesses to support each other by sharing ideas and developing complementary

offers, and can extend market reach by encouraging visitors to seek out products from the destination

when they return home (Guthrie et al., 2013). Fwetmore, by working together, local products festivals

and tourism businesses can retain visitors spend in their area and minimize leakage by using locally
sourced products. Therefore, the elaboration of a common planning scheme towards strengthening the

MYl 3SE 2 F-bordeK Gegio® Gikecé dzf I NA | Fa | af 201 € LINE R dzO (i 2
RS&AGAYIGA2yé¢ OFYy 06S oFaSR dzLl2y | ySGg2NlAy3I adNy G
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EGYPTIAN TOWRIIDEAND ENTREPRENEURSHAINEW APPROACH
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Tourist Guiding Department, Faculty of Tourism and Hotels, Alexandria University, Alexandria, Egypt

ABSTRACT

Since the Revolution of the 2®f January 2011, Tourism in Egypt has been facing major problems. Among
these is the large number of unemployed tour guides due to trip cancellations. An increasing need
emerged to develop strategies in order to improve the current situation of tour guide

The main objectives of this research are to implement entrepreneurial approaches in the field of-tourist
guiding. The study deals with starting a personal business as @twde, through promoting tours and

all related services. Such an enterprises the advantage of being managed from home through the
internet, using online applications and social media websites, not to mention the possibility to produce a
large income.

The research will conduct a qualitative approach by interviewing a number pfi&gyyour-guides.

One of the main conclusions of the study is that Entrepreneurship would helpgtddes know how to
market the services of their business. This requires building contacts with companies and individuals on
all levels. The success of thasiness is accomplished by providing clients with the best offers they can
get and to possess the knelmow of promoting the required services.

Recommendations of the study include that teguide should look for entrepreneurial ideas doing all the
effort needed to make their business succeed. It is also highly recommended to create coordination with
tourism suppliers and to build alliances with all relevant tourism promoters.

Keywords: Tourguides, guided tours, entrepreneurship.

INTRODUCTION

Tourismis becoming increasingly competitive. For many countries, tourism is an important sector of their
national economy, an industry whereurists consume a wide range of products and services (Nassar,
2012). This adds up to the domestic demand with an impacthe economy and job creation. These

activities contribute to national wealth and to the income of individuals and their households. On the
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other hand, international tourism provides foreign currencies to destinations and impacts positively on
the balarce of payments. Hence, it is considered to be more labour intensive than any other productive
sectors (UNWTQLO, 2013). It is also considered as the life blmddeveloping countries, where it
provides an effective transfer of income from developed éveloping economies. Indeed, tourism is an
important source of foreign exchange and foreign investment in many developing countries (UNEP, 2013).

The creation of professionally trained guides has thus become an essence. An increasing number of people
are nterested in travel and tourism. This has consequently created demand for intermediaries to link up
travellers with what they want to consume as they travel and to make interesting and informative
commentaries (Chilembwe & Mweiwa, 2014).

Tour guides are anof the key frordline players in the tourism industry. Through their knowledge and
interpretation of a destination's culture, communication and service skills, they have the ability to
transform the tourists' visit into an experience and knowledge Iesetvice professionalism has become

an important issue as destinations compete for tourists in a very competitive environment (Chang et al.
(2012). However, according to Mak et al. (201i)h'e t our gui ding profession h
the tourism industry: attractive, useful, but often neglected

Egypt has been going through very difficult times for almost four years now. Tourism has been badly
affected by the Revolution of January"22011. Tourist guides of Egypt have never lost hope thaigm

will recover and visitors will flood the great sites of Egypt again (WFTGA, 2014). Consequently, needs have
arisen for entrepreneurial behaviour. Tour guides have to implement innovative methods in order to
move forward with their career.

OBJECTBS:

¢KS YIAY 2028S0GAGS 2F (KS &aiddzRe A& G2 SEIFYAyS (2daz
destination. Therefore, the study identifies and evaluates roles of tour guides in creating a good
destination image, establishes the need f@& dzNJ IdzA RS&aQ GNI AyAy3a G2 FAR A
development, investigates challenges faced by tour guides and identifies possible solutions to challenges
G2dzNJ 3dzARSa FIO0S Ay 9328Llid hyS 2F GKS Ylusifig 202S 0O
Information and Communication Technology in their business and to evaluate their ability to create an
atmosphere of creativity and innovation. This study seeks to examine the critical issues impacting the
service quality and professionalism of tteeir guiding professions serving the Egyptian tourism market.

METHODOLOGY:

The goal of this study is to provide a clear understanding rather than to generalize findings. Therefore, the
research relied on the qualitative approach and consisted of two gdias
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-Phase 1: a pilot study with experts in the field was conducted to gain base for interview questions. This
step was important to ensure validity and reliability of questions.

-Phase 2: a series of-atepth interviews was conducted with representativafstour guide associations,
and selected tour guides in Egypt in order to explore the critical issues related to tour guiding. Data
collected was transcribed and analyzed using content analysis.

Based on some new findings, a set of recommendations wasulated. A key recommendation included

GKS AYLX SYSyiGlaAaz2y 2F | &aSNARSa 2F LINRPOSRdzNBa GKI G

and working conditions. It is recognized that the experiences faced by the Egyptian tour guides are unlikely
to be unigue and there may be some issues and problems raised that are common to the guiding
profession in most other countries.

4 LITERARTURE REVIEW:

Very few studies have dealt with the professional status and issues faced by tour guides. A number of
researches have been devoted to define tour guides and to explain the different roles performed by them
and the qualifications required for the profession (Pond, 1993; Howard et al., 2001; Prakash & Chowdhary
2010; Mak et al., 2011; Chilembwe & Mweiwa, 20WNeiler & Walker, 2014;). Cohen (1985) was a pioneer

of making tourist guiding a matter of scientific attention. He defined a tour guide as a pathfinder, a leader,
an animator and a mentor who not onjgroducesattractions in the marginal regions of thexological

tourist system but also reproduces the attractions in the central regions of the system.

Pond (1993) explains that skilful tour guides are of the most valuable assets a tourism company can have,
since they are in many ways in the front line of a business or company; they are the ones who interact the
most with visitors.

Tour guides are thoseho possess enthusiasm, knowledge, personality qualities and high standards of
conduct and ethics that enable them to lead groups of people or individuals to the important sites while
providing interpretation and commentary (Chilembwe & Mweiwa, 2014). Hneyhe informationgivers

and caretakers (Mak et al., 2011). Through their knowledge and interpretation of a destination's culture,
communication and service skills, they have the ability to transform the tourists' visit into an experience
and knowledgdevel (Chang et al., 2012).

On the other hand, fewer studies dealt with Egyptian tour guides in particuleé8h&kawy (2007)
conducted an irdepth research about the requirements Egyptian tour guides must fulfil, shedding light
on the historical backgrowd of the profession in Egypt. Furthermore, although some studies discussed
tourism in Egypt after the Revolution of Januar{f 28011 (Nassar, 2012;; Abdou & Zaazou, 2013; Khodair,
2013; World Bank. 2013), no research tackled the issues of Egyptiagumés and the problems and
challenges they are facing, particularly after the revolution. The present study tries to involve
entrepreneurship with tour guiding as a means of overcoming the actual situation. This research would
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thus represent one of therkt attempts to deal with tour guiding with respect to entrepreneurship and
innovation.

5 TOURISM AND TOUR GUIDES IN EGYPT:

Tourism is a dynamic economic sector that generates substantial foreign exchange earninigstiaue
forward and backward linkag of the sector with other activitieét tends to generate employment and
income opportunities (UNEP, 2013; WIL®D, 2013).

In Egypt, around 70 sectors profit from the tourism industry which creates jobs across the board. It is
considered a main providef jobs where tourism employment (direct and indirect) is about 12.6% of the
total employed population, with 1.2 million workers directly engaged in hotels and another 1.5 million in
travel and other related tourism services, according to reports of JgrtiwaDecember 2009 (Handoussa

et al., 2010).

Since Egypt is a major tourism destination, accordingly it provides great job opportunities on all levels for
those who work in the field. Generally speaking, the rise in need for travel in the tourism indaatljy
increases the demand for tour guides to provide tourists with all the necessary information and relevant
services (Chilembwe & Mweiwa, 2014).

In the growing movement toward organizing and professionally accrediting positions withimnatred
AYRdAzZAGNE Ay 938LJiz GKS FTANBG 2FFAOAILE (2dzNJ IdzA RS:
Egyptian Tourist Guides Syndicate (EGTGS) was created. It established a sophisticated database about tour
guides and their working conditionsl{&harkawy, 2007).

Egypt has the largest tourist guides association in africa; the egtgs has today more than 17,000
YSYOSNEX FOO2NRAYy3 (2 (GKS &aeyRAOFrGSQa RIGIOlI&A&SH
guides federatiofWFTGA, 2015).

Through tre egtgs egypt is a member of the world federation of tourist guide association (wftga).
the egtgs was established by law, part of the egyptian constitution;Naw21of 1983 organizes the
work of tour guides in Egypt. It implies thagyptian tour guidesnust be licensed by the Ministry of
Tourism and be a member of the Egyptian Guides Syndicate (Ministry of Tourism, 1S83ykawy,
2007).

Like tour guides all around the world, Egyptian tour guides have to fulfil qualifications and to achieve
responsililities and roles. Tour guides are representatives of a region, they are crossing points between
G2dzZNARAGa YR RSalbGAYylrGA2yaT (GKS@ IINB AydSNLINBGSNAE
(Mak et al., 2011).

They also contribute to the promatn of a tourist destination since they can sell the next tour (Chilembwe
& Mweiwa, 2014), not to mention their leading, interpretative, inspiring and entertaining roles in a given
geographical or environmental setting in which they apply specialized kdgelef various languages
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(Howard et al., 2001; McGrath, 2003:Siarkawy, 2007; Prakash & Chowdhary, 2010; Chilembwe &
agSAGLYT HamnT az2idS{lIZ HaAamMNnIO® ¢KSe& INB Ffaz2 GKS
missions of the destination (Hollowa}981; Pond, 1993).

6 PROBLEMS AND CHALLENGES:

For many years, tour guides in Egypt have been suffering from major problems. Some of these are in fact
common issues for tour guides in all countries such as the lack of recognition by employer, low social
status, low and unstable income, lack of commitment, and high turnover rate and inadequate
employment protection (Ponds, 1993; Mak et al., 2011).

Furthermore, an important defect of the business is seasonality. The seasonal nature of tour guiding offers
guides little security and protection over their income, benefits, and employment status, consequently
leading to their lack of commitment. This has undoubtedly resulted in a high turnover rate in the guiding
profession, and the lack of skilled and trainedr guides (Ponds, 1993; Mak et al., 2011; Chilembwe &
Mweiwa, 2014). Interviewed tour guides indicated that, during high seasons of work, they had recourse
to some practices to increase their income such as selling goods or bringing tourists to vadpss s
encouraging tourists to make purchases that will generate sufficient commissions for the tour guides.

Altogether, the above issues have gradually led to a high turnover rate in the guiding profession. Tour
guides started to look for joining other businesses if they were offered more favourable pay and working
conditions. This has created difficulties itai@ing skilled and experienced tour guides and thus, a decline

in service quality and professionalism of the guiding profession.

On the other hand, tourism is a fragile industry which is highly vulnerable to internal and external
shocks as divee as economic downturns, natural disasters, epidemic disease, and international conflicts
0{1yYST = SG IfdX MdhpdT bl daFNE HAMHO D

SINCE THE REVOLUT@NJANUARY 25, 20HAS ERUPTEEgypt has been undergoing a major

political and social transition. At theame time, substantial economic disruptions have adversely affected

Fff 938LJiQa aSOd2NE Ay Of \diie s6rde balidvezihdit ey revolatianNGasR . | Y |
ended, the tourism industry, similarly for other sectors of the economy, is stithdamiajor troubles

(Nassar, 2012).

Egypt in 2010 had 14.7 million tourists, but after January th®, 25urism revenues dropped by 60
percent. The country has lost around two billion U.S. dollars in tourism revenues due to this political unrest
which resued in cancellations of trips (Abdou & Zaazou, 2013).

Given all the previously mentioned conditions, whether the frequent challenges of the business or the
negative status after the revolution of January 2011, the need had arisen to look for new apmdache
deal with problems tour guides are facing. Entrepreneurial activities must consequently be established.
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Entrepreneurship is a muldiscipline phenomenon that involves change initiation, creative resourcing,
entrepreneurial learning, innovation andreativity, as well as knowledge leadership, opportunity
alertness, relationship management, and timing of action (Aghapour, et al., 2012).

Many developed Western economies recognized the role of entrepreneurial activities in stimulating
innovation and chage, employment and new venture creation, growth in economic activity and technical
progress (Lugosi & Bray, 2008; Skokic & Morrison, 2011; Aghapour et al., 2012). Entrepreneurship and
innovation are critical factors in tourism and are both central to thetmued success and development

of the industry, both globally and regionally (Blichfeldt, 2009; Lopez et al., 2009). Recently some
entrepreneurial activities such as booking agencies and low budget hotels or airline have been established
(Aghapour et aJ.2012).

7 ENTREPRENEURSHIP IN EGYPT:

Promoting entrepreneurship in Egypt for youth employment creation is a great challenge (Jochaud et al.,
2014). The 2012 GEM Study (2012) has been the first to capture the effect of the 25th of January, 2011
revolution on entrepreneurship in Egypt (Hattab, 2013). Due to its vital role in job creation, opening up
opportunities for youth, stimulating innovation and other aspects that contribute directly to the economic
prosperity of the country, more attention has beeaig to entrepreneurship in Egypt over the past few
years. An increasing number of key players engaged in entrepreneurship in Egypt has appeared, such as
The Middle East Council for Small Business and Entrepreneurship, BADER entrepreneurship programme,
Egyreneur, Innoventure, Startup Weekend and others, through activities organised in the different
governorates of Egypt targeting all age categories including business plan competitions, global
entrepreneurship week that has been held on annual basis si008,hetworking events, etc (Hattab,

2013).

The entrepreneurial life cycle includes crucial factors to be promoted in order for entrepreneurs to thrive:
entrepreneurship culture, education and training, support services, access to finance, access to market
and technology transfer and the promotion of innovation (Jochaud et al., 2014). These are indeed the
major factors needed for enhancing and promoting tourism and tour guiding in Egypt in the future.

8 RECOMMENDATIONS:

The recommendations of theesearch deal with various factors that mainly involve innovation, creativity
and entrepreneurial activities. These, however, must be accompanied by a series of practices that will
help to improve the present situation. In times of crisis, the main gaalsgainability and not profitability
(Cernusca & Dima, 2010). There are some policies to be implemented:
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8.1 Crisis management measures to be established:

The organization of a task force composed of local government officials, local travelaisdn industry
LINEFSaaAaz2ylrfta Aa KAIKE&@ NBO2YYSYRSR o6{1lyYSi I wmo
management plan and develop a crisis management guidebook (Nassar, 2012). It will take the
responsibility of restoring new levels of safety to @ma of potential violence. It can also protect and

rebuild the image of safetyby® a G 6 f AAKAY 3 GKS I NBSIFQa odzaAaySaa 7Fdz
2012). A full recovery plan comprised of a partnership between the public sector (the Egyptian
government) and private sectors (Tourism sector analysts and experts) needs to be developed to restore
Egyptian tourism to its original state. It is also noteworthy that the Ministry of Tourism in Egypt has a main

role in planning for the development ofwoism and the coordination between public and private sectors.

Its main efforts are encouraging enterprise development by resolving problems, removing constraints,

and offering new opportunities (Handoussa et al., 2010). Tourism companies, on the otltbrhast

promote diversified tourism packages both for domestic and foreign tourists at relatively lower prices
(Nassar, 2012).

yOH  ¢2dNJ 3dZARSEQ SRAOFGA2Y FyR GNIAYAYy3IY

Educating and training guides is one of the great challenges in the present situaticational theme
curriculum must be created among academic institutions and tour guides syndicate, in order to deliver
well educated and trained tour guides. This can be achieved by developing the educational programs
adhered by the institutions, and thieaining courses organized by the syndicate under the patronage of
the Ministry of Tourism (Ebharkawy, 2007).

8.3 Entrepreneurial practices:

In this era of virtual communication, it is important to implement innovative tools to promote tourism
and accodingly improve tour guiding, such as using websites and promoting tourism online through social
networking (Facebook, Twitter, LinkedIn) (Cernusca & Dima, 2010; Nassar, 2012).

It has to be mentioned that some tour guides have initiated an entreprenepréadtice in the past few

years; they designed private websites for themselves, through which they can promote for their work and
sell tours (Viator Tour Guides; Egypt Private Tours; Egypt Guided Tours & Tour Guides Directory).
Interviewed tour guides meidned that this trend is becoming more widespread among Egyptian tour
guides. It enables them to promote tours and all its related services through the internet, using social
media websites. Marketing their services requires building contacts with tragehaes, hotels,
companies and individuals on all levels in order to provide their clients with the best offers. It has the
advantage of being managed from home and to produce a good income. The key to success is to create
coordination with tourism supplis and to build alliances with all relevant tourism promoters. They
explained that it only has the inconvenient of adding more taxes to tour guides. They are treated
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differently by the government when they pay their taxes because they are the ones wéwineghe trips
not travel agencies or tour operators.

In this respect, the researcher suggests the introduction of a new technology that might help tour guides
improve their situation. It is a service offered online by tour guides in the form of Vifuaids organized

2y GKS G(G2dzN) 3dzARS&aQ ¢So0aArAliSad {dzOK GANIdzr £ G2 dz2NRA
commentaries and information given on the spot from tour guides to tourists. Tourists will have the
opportunity to make atour in site&ktNR dzZ3 K f A S @ARS2a& 2NJ o5 airdsSazr | yR

Undoubtedly this might not totally satisfy tour guides who need live interaction with tourists, but it could
be one of the proposed solutions for the present time. In fact, no onedesny that technology has had

its negative effect on tour guiding with the development of Information and Communication Technology
and the use of Tour Guides Applications that are now available on mobiles (Brown & Chalmers, 2003;
Kenteris et al., 2009; Chgret al., 2012; Alshattnawi, 2013).

9 CONCLUSION:

To conclude, it must be mentioned thasing unemployment in Egypt is at the forefront of economic
and social challenges (World Bank, 20T3)Eimportance of tour guides cannot be underestimated for
guality tourism experience of tourists visiting a destination.

Tourism administrators and organizations have to help guides in carrying out their roles through creating
a good work environment, superi quality of work life, pride in work, safe and secure jobs, not to mention
good relationships with stake holders, and all procedures that enable them to enjoy their jobs and
professionalism (Prakash & Chowdhary, 2010).

This paper raises a few issues atitwe intervention of technologies in tour guiding and the need to apply
entrepreneurship in order to create innovative solutions that will cope with new trends and applications.
Also, it points to the issue of funding that is necessary for tour guidese she implementation of new
technigues imposes financial resources (Jochaud et al., 2014).

The report of the World Travel and Tourism Council (WTTC) in 2014 offgemdforecasts which assess

FYR ljdzZt yiATe (GKS @I f dzS 2 o GDMNan@ &riploymentt AccaMigitytdes O2 Y
information it provides, the direct contribution of Travel and Tourism to GDP was EGP 96.8bn (5.6% of

total GDP) in 2013, and was forecast to rise by 1.9% in 2014, and to rise by 4.9% pa, fre2022014

EGP 158lth (5.5% of total GDP) in 2024. The direct contribution of Travel and Tourism to Employment in

2013 was 1,251,000 jobs (5.1% of total employment). This was expected to rise by 2.4% in 2014 and rise

by 2.5% pa to 1,648,000 jobs (5.2% of total employmer2pd (WTTC, 2014). These valuable forecasts
undoubtedly indicate that the situation in Egypt is still promising.

It is noteworthy that research and development play a crucial role in enhancing entrepreneurship and
promoting new high growth ventures. Thedore, it is crucial to establish a strong link between different
sectors, particularly between the academic and the private sectors (Jochaud et al., 2014).
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Finally, it is highly assumed that, with the return of political stability, tourism activitiesjdimg tour
guiding, will have a new powerful start.
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ABSTRACT

The Egyptian revolution (25 January 20444l a major impact on the Egyptian society, the economic
sectors as well as a shift in the political relationships with the outside world. Tourism, as one of the
major sectors upon which Egypt has been relying for the past years to cover deficienciebatahce

of payment has been seriously affected.

This study tends to use text mining applications to examine tourist sentiments towards Egypt in the

period of 20132015 using samples of blog posts from a popular social media platform (TripAdvisor).
Furthemore, the study applies correlation analyses to test whether there was a relationship between
G2dzZNARAGaQ aSydAaySyida G2¢6FNRa 93eLJi 4G GKIFG LISNR2R
period.

The results of text mining analyses showed, thetusity problems played a major role in forming a
negative sentiment towards visiting Egypt if also associated with foreign governmental bans to visit the
country. These sentiments were clearly reflected in the number of tourists.

It is worth to mention, hat also fluctuations between negative and positive sentiments and number of
tourist visits were noted. That could be closely linked to different events occurring in the country at that
period.

It is recommended that tourism stakeholders closely monétoeial media platforms and provide
accurate information to tourists to impact decision making.

Keywords Egyptian revolution, Text mining, Tourism sector, TripAdvisor, Tourist visits.
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1 INTRODUCTION

The Egyptian revolution, which had its outbursthie 25" of January 2011, was a result of anarchy and
corruption that dominated the picture for several years. People flounced @daountry's longuling
regime was deposed.

The revolution and the numerous events that followed had a major effect on the tourism sector which is
considered a highly sensitive sector if associated with political instabilities. Tourism is one of the
important sectors that Egypt depends on to covefidiencies in the balance of payment.

According to 2008/2009 statistics, the tourism sector covered about 42% of the deficiencies of the
commercial balance of payment. This percentage fluctuated since then between increases and
decreases till it reached4% in 2012/201@inistry of Planning, 2014).

The objective of this research was to analyze the sentiments of actual and potential visitors in order to
get useful insights about fears and concerns that overwhelmed visitors in the period between 2011 and
2015. The research also examined whether these sentiments could be linked to the number of tourists
visiting the country at that period.

The research hyposized the following:
H1:Customer generated content are useful to extract valuable information abhastbmer sentiments

H2 There is a relationship between sentiment polarity of certain keywords used in reviews and number
of tourist arrivals.

This research is divided into two parts. The first part includes some background information about an
emerging feld of research, namely sentiment and opinion mining and an overview of some events that
occurred in Egypt after the revolution. This background information is necessary to understand the drop
in tourist arrivals and the sentiments of visitors towards @t that period. This part also covers a

review of related literature and formulation of research question. The second part consists of a
depiction of research approach and methodology that were used to test the hypotheses.

2 BACKGROUND ON TEXNING AND SENTIMENT ANALYSIS

{SYGAYSYyG Fylfeara 2N 2LAYA2Y YAYAy3d NBFSNE (2
computational linguistics, and text analytics to identify and extract subjective information in source
YFEGSNRAIFt aétaond) G NT & y I

In today's era of Internet technologies and associated social media avenues such as blogs, discussion
forums, peerto-peer networks and other types of social media, consumers have unprecedented
possibilities to share their experiences and opinicggarding any product or service. Businesses and
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destinations have nowadays exceptional opportunities for information retriéds huge number of
consumer reviews offers a chance for businesses to analyze and make statistical inferences about
consumerbehavioural patterns in the field of tourism and hospitality.

Ly f+F3S HnmuE 9ELISRAIFIQ& aSi 2F OSNAFTASR NBOASsa
room Expedia, 2012). This huge number of available customer generated content could bieedjfec

used to develop business intelligence strategies. These reviews reflect actual experiences and generate
word-of-mouth marketing for certain brands or destinations. If not carefully monitored, this indirect
marketing opportunity could harm brand refation and destination images. Reputation management
strategies are nowadays widely used to limit the negative wafrchouth that can be quickly spread

through the viral effect of social media.

The challenge that faces businesses and destinations is hoanieert this wide range of data into

useful insights. There are several approaches that can be used to extract useful information from social
media such ashannel reporting tools, overview sceoarding systemand predictive analytic

techniquedike text mining (Pangt al.,2008).

Companies and destinations are becoming more convinced, that the viral effect of social media can play
a major role in shaping the opinions of other consumers, their brand loyalties and their purchase
decisions. Sentimerdnalysis technologies can be effectively used for extracting opinions from
unstructured humarauthored documents. This could help travel businesses and destinations change
their marketing messages, consider different tools for brand building or developediffstrategies for
positioning.

Nevertheless, this data can be used to draw general insights about overall sentiments and opinions but
need further investigation to stand upon customer needs, behaviours and preferencesgPalng
2008).

The objective bthis research was to extract useful insights about tourists™ sentiments from online
customer generated content posted on TripAdvisor. The reviews could be categorized as being posted
by tourists that visited the country and were sharing their experienteother category of reviews
consisted of inquiries and investigations from those under consideration for a future visit. These
potential visitors were seeking advice and were exposing their fears to go through with their plan to visit
the country in theperiod of instabilities from 2011till 2015.

3 AN OVERVIEW OF THE POLITICAL SITUATION IN THE PERIGID CH~(REANDAQOULYIA, 2015).

The following events constitute the most important stations in the history of Egypt since the date of
(January 25) untiladay.

On January 25 more than a million demonstrators gathered in Cairo's Tahrir Square, which has become

a symbol of the revolutiorDemonstrations continued in Tahrir Square in Cairo and other parts of Egypt
and the number of protesters escalated as days went by.
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On February 11, 2011 Mubarak, after several speeches, stepped down and a military council headed by
Supreme Commander dfi¢ Armed Forces announced running the country on a temporary basis.

In January, 2012 the Supreme Judicial Elections Commission announced that the Islamists have received
more than twothirds of the seats in the parliamentary elections.

June, 201MMorsi won the runoff in the presidential election by 51.7%, and led the country on the thirtieth
of June to became the first president of Egypt after free elections

Due to chaos that ruled the country, a campaign to collect signatures calling for thtasmf Morsi and
the holding of early presidential elections was launched.

In June 2013, on the first anniversary of Morsi's presidency-dake, millions of Egyptians began mass
demonstrations for days to demand him stepping down.

In July 8 2013, SSi announced the isolation of Morsi and the inauguration of the President of the
Constitutional Court Counselor temporarily as president. In May 2014, Sisi won presidential election by
96.91 percent.

All these events had major effects on Egypt internafig externally. The economy of Egypt in particular
was majorly influenced by the events succeeding the revolution. Tourism, as a sensitive industry was
extremely affected by the political unrest that ruled the country as will be presented later in sungeedi
parts of this research.

4. RELATED WORK AND RESEARCH QUESTION

With the emergence of social media and associated UGC a new stream of research tackled the
approaches of sentiment analysis and opinion mining using language processing technigetesl.(Hu
2004; Pangt al., 2008). Some work was also devoted to automated extraction of product reviews (Lee
etal, 2011).

Other researchers studied the affect of product reviews on product sales with the focus on numeric
review ratings (e.g., Godes al., 2004; Chevalieet al., 2006; Liu 2006; Dellarocasal., 2007; Duaret
al., 2008; Formarmet al.2008).

Deckeret al.(2010) used text mining to forecast the effect of product features and brand names on the
overall evaluation of the products. A reseatlmhGhoseet al. (2012) aimed at improving the
recommendation strategy for travel search engines in order to provide customers with most suitable
hotel choice early on the search process.

A study by Marresd@ayloret al.(2013) determined consumer preferees about tourism products,
particularly hotels and restaurants, using opinions conveyed in customer reviews on TripAdvisor. Results
showed that tourism product reviews could provide precious information about customer preferences
that can be extracted usg aspectbased opinion mining approaches.
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The purpose of the study by Clastgral. (2013) was to examine whether tweets could convey market
intelligence opportunities. The results showed that tweets or miglags if sentiment mined can be
used as a vahble source of information for market research in the tourism and hospitality industry.

A study by Banerjeet al. (2015) examined to what extent authentic and fake reviews could be
distinguished. The researchers used supervised learning algorithms twadedr linguistic clues,
namely, understandability, level of details, writing style, and cognition indicators for analysis.

A research by ComScore (2007) revealed that customer generated content has a more significant
influence on customer sales if compared to content generated by professionals.

The study by Xiangt al. (2010) confirmed the growing significance of social méuietourism and the
importance of them as a source of information.

Based on the review of the literature the research question arised:

Could customer generated content be used to extract valuable knowledge about customer preferences
and behavioural péerns?

In order to answer this question, the study adopted a methodology that extracted data from
TripAdvisor reviews to examine sentiments and opinions of actual and potential visitors towards Egypt
in the period of 20142015. The research also went oy overall text polarity for sentiment analysis
and shed light on some keywords that expressed concern and fears in order to get more subtle insights
about customer needs, concerns and worries.

5 DATASET AND METHODOLOGY

TripAdvisor, a popular social mia platform, was founded in 2000 and currently coveisre than 4.9
million accommodations, restaurants, and attractiomsipAdvisor contains 225 million travel reviews
and opinions written by 5 million registered members and counts 340 million vigiesrsionth. People
on TripAdvisor can exchange information about destinations, tourism products, services, travel
experiences, weather, shopping or any other topic (TripAdvisor, 2015).

In order to conduct sentiment analysis for TripAdvisor reviews, the researcher relied on an open source
text mining software calle&emantria This software accomplishes language processing tasks. It includes
several features like overall text sentimentadysis, queries, intentions, facets, entities, language among
others. Some of these features can be customized by the user.

The data collection phase entailed gathering reviews from TripAdvisor covering the period e2@1H.1

¢CKS LIKNI&S @g | FHe lio2¢ GND &Sdza SR Ay ¢NRLN ROAA2NI &SI NI
of 2352reviews.The results were filtered (data cleaning phase) and a total of 895 unrepeated reviews

were extracted for the purpose of this research. The software is an eddeéhaso the results of the
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analysis were presented in the form of an excel sheet accompanied by some charts of selected features.
The analysis focused on features such as overall text polarity (sentiment), queries, entities...etc.

5.1 Results
The data st of 2011:

Semantriauses an algorithm to calculate sentiment polarity. The document sentiment has a range
spread from-2 to 2, where-2 is really negativel is negative, 1 is positive, and 2 is really positive.

The data set of 2011, which comprised of 101 reviews, showed that the overall polarity of the reviews was positive
(84%) while 4% were negative reviews and 12% were neutral reyiaisel).

Table 1: Overall polarity of reviews according to year.

PaositivePolarity (%) Negative Polarity%) Neutral Polarity(%o)
2011 84 4 12
2012 92 1 7
2013 91 1 8
2014 92 2 6
2015 92 1 7

Source: Semantria, 2015.

This study tended to examine the effect of the Egyptian revolution on the sentiments of actual tourists

FYyR Ffta2 2y LRGESYGAIET GA&AG2NBRS® LYy 2NRSN) G2 SEF YA
GASOdzNR (ieéX GOdINFEHSNDXNONE XFAOEES NS LRKAASYakEYR aSi
j dzZSNB O2dzyii aK2gSR 0KIFIG Ay wHnanmm (GKS (S@62NRA& NBf I
NEJASGA YR KIFIR |y 2@8SNYff ySdziNI € L2 lINdaitg ® ¢ KS
CKS g2NR aLRtAGAO&AE | LIISTaMBR. om gAGK | f a2 ySdziNgf
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Table 2: Query, Query Count, Query Sentiment Score and Query Sentiment Polarity of TripAdvisor

reviews of 2011

Query

safety

service

Politics

security

traffic

Query Count

100

34

31

22

21

Query
Score

0.012157905

0.033683971

0.021857854

0.026701482

0.027466889

Sentiment Query

Polarity

neutral

neutral

neutral

neutral

neutral

Sentiment

Source: Semantria, 2015.

The feature entity entails some categorgsch aProduct, Company, PersandPlace The sukcategory

LX  OS 6l a OK2aSy |yR Odzaili2YAI SR 6AGK SyGAaidarsSa
showed that the keyword Egypt occurred 92 timieghe reviews with 56 times as positive entity, 27 as
ySdziNI} £t SydAde FyR ¢ GAYSa +ta yS3aliAaAgS Syiardeo ¢ f
FLIISENBR no GAYSA Ay GUKS NBOASEA oA0GK ¥l RYOOHZNINERA
mainly in the reviews as positive entity with no negative enfitgble 3)Figure lis a bar chart of entity

£ A1

categories and their associated polarities.

Table 3: Entity Count, Type and Polarity of TripAdvisor reviews of 2011.

Entity Entities Count | Entity Type Positive Neutral Negative
Entities Entities Entities
Egypt 92 Place 56 27 9
Cairo 43 Place 33 9 1
Luxor 18 Place 14 4 0
Aswan 9 Place 8 1 0

Source: Semantria, 2015.
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Figure 1: Entities Sentiment Breakdown ®fipAdvisor reviews of 2011.

Entities Sentiment Breakdown

[r—

Egypt Cairo Luxor Aswan

@@ (=]
2 e o

- Mk
o o o

M Positive MNeutral W pegative

Source: Semantria, 2015.

The data set of 2012:

The data set of 2013 included 261 reviews. By analyzing the data it showed that the overall polarity of

the reviews is positive (91%) while D¥ihe reviews are of negative polarity and 8% of neutral polarity.

The query count of the selected categories and their associated keywords showed that in 2013 the
OFriS3I2NE aal ¥Sie¢ O2dA R 0S RSGSOGSR HPpyaaSNBAEOBA (|
appeared 74 times with also neutral polarity. Furthermore, the keywords associated to category
GLREAGAO&AE FLIISEFENBR c¢c17 GAYS&A 6AGK ySdziNI € L2 NRG.
keywords occurred 61 times associated with neut@lfp NAG& ® / F §SI2NE aYSRALF £ 2
NEOASGEA 2F wnmo GAGK ySdziNlt LREINAGEd LY HAmMOZI |
GAOGK ySdziNFt LR2fFNARGE gKAES GKS 1Seg2NRa 2F OF (S3:

Theentity analysis of the data set of 2013 showed that the keyword Egypt occurred 239 times in the

reviews with 154 as positive entity, 66 as neutral entity and 19 times as negative entity. The entity

G/ FANRE 200dzNNBR ¢y UGAXFBEARY SREA NS FGSwm Al NYIYE @ & |
mainly showed up as positive entities.

The data set of 2013:

The data set of 2013 included 261 reviews. By analyzing the data it showed that the overall polarity of

the reviews is positive (91%) while 1% loé reviews are of negative polarity and 8% of neutral polarity.

The query count of the selected categories and their associated keywords showed that in 2013 the
OFGS3A2NE Gal FSGee¢ O2dz R 6S RSUSOUSR HpySNIMYOS:E oA |
appeared 74 times with also neutral polarity. Furthermore, the keywords associated to category
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GLREAGAO&E FLIWISEFNBR c17 GAYSa 6AGK ySdziNIF € LI2f I NR G
keywords occurred 61 times associated with neutral polaré @ / I §SA2NE aYSRALF ¢ 200d
NEJASGA 2F HAamMo BHAUK ySdziNIf LREFINARGE® LY HAmMOoZ |
GAGK ySdzZiNI f LIR2fFNRGE 6KAES GKS 18e62NRa 2F OFGS3a

Theentity analysis of the data set of 2013 showed that the keyword Egypt occurred 239 times in the

reviews with 154 as positive entity, 66 as neutral entity and 19 times as negative entity. The entity

G/ ANRé 200dzNNBR dy GAYSSA Syl AdlireS oNBID AIS\BYaS aY0I A yaf[ &dzEl-2.
mainly showed up as positive entities.

The data set of 2014:

The data set of 2014 comprised 266 reviews. By analyzing the data it showed that the overall polarity of

the reviews was positive (92%) while 2% weraagdative polarity and 6% of neutral polarity. The query

O2dzyi 2F GKS aStSOGSR OFdS3I2NASa aK2¢gSR GKFd Ay H.
GAOK +y 20SNYIff ySdziNIt LREFINARIEDP ¢KS @dritt. SI2NE G &
CdzNI KSNY2NB>x (GKS 1Seéeg2NRa aaz20AFdiSR G2 OFG4S32NE
LR2fFNAGEd ¢KS OF §1S3I32NR a{SOdzNRGeéé¢ HAGK AGA &dz OF G
LRtFNAGEDd LY wnmnI @hieS asgfoblded ditD deNtfalPdarity whildlib® I NS R H
1Se62NRa& 2F OFGS3A2NE GRIFY3ISNE 200dz2NNBR o GAYSa 64

Theentity analysis of the data set of 2014 showed that the keyword Egypt occurred 240 times in the

reviews with 160 times as positieatity, 68 as neutral entity and 12 times as negative entity. The

SyaAade a/FANRE 200dzZNNBR dec GAYSa Ay (GUKS NBOGASga Y
O2dzf R 6S YIAyt& ARSYUATASR | a LR anmdinhSreeysioh i A Sa o
2014 with 7 times as positive entity and 7 times as neutral entity.

The data set of 2015:

The data set of 2015 included 110 reviews. Analyzing the data it can be noticed that the overall polarity

of the reviews was positivi®2%) while 1% of the reviews were of negative polarity and 7% of neutral
LRfINAGed ¢KS [[dzSNE O2dzyi 2F GKS aStSOGSR OF (S32 N
ARSYGAFASR mny GAYSA 6AGK Iy 2 O&pehrédi3] tynSsdmihMalsd L2 € |
YySdzi NI} £ LRfINAGEd LY FRRAGAZ2Y (2 GKFGZ GKS 1S@&62N]
GAYSa 6AGK ySdziNI f LREfINAGEed ¢KS OFGS3I2NE a{ SOdzNRA
with also neutralpd  NAG& @ / I 6§ SA2NE GdNF FFAO¢ 200dzNNBR wmp UA
GASOdzNR Ge€¢ FLIISIENBR Hn GAYSA aa20AF0SR ¢AGK ySdzil

5.2 Tourist arrivals in Egypt in the period of 202015:

The following table 4 shows the number of tourstivals in Egypt in each month of 2011 (CAPMAS,
2015). It can be noticed that the number of tourist arrivals fluctuated in that period. This can be
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interpreted as a result of political instabilities that dominated the country in that year in particiitar.
number of tourist arrivals reached the minimum in the months of February and March as these months
were the months that succeeded the events of the revolution. It can also be detected, that the number
of tourist arrivals in the summer season of 20t Jarticular declined if compared to the number of

tourist arrivals in the same months of the year before.

An overview of the number of tourist arrivals of the period ranging from 22085 showed that the
number of tourist arrivals fluctuated between risad fall according to events occurring in the country.
The number of tourist arrivals reached its maximum in 2010 with approximately 14 million tourist
arrivals. The number declined in 2011 due to political unrest and it picked up in 2012 to reach 11.5
million. In 2013 it decreased again due to instabilities in the political regime. After the presidential
election in 2014, better security and stability in Egypt could be detected, which had been reflected in
the lifting or softening of negative travel aderges and bans by a number of foreign countries. It is
estimated that the tourism industry will recover in 2015 to reach 13 million tou¢isble 5, Figure 2)
Tourists are starting to return after more than three years of turmoil that drove them away.

Table 4: No. of Tourist arrivals of 2011 per month Table 5: No. of Tourist arrivals in Egypt

No. of tourist arrivalsg No. of tourist
Month 2011 vear arrivals
January MMNOT gCH 2009 11,914,000
February HMAN T M 2010 14,051,000
March popMMM 2011 9,497,000
April ynnnpy 2012 11,500,000
May TAYTYyHn 2013 9,500,000
June TOMCAIM 2014 12,800,000
July hoppyp 2015 13,500,000*
August PANTHPT *estimated Source: CAPMAS,2
September GMT OpnN
October MATTAYM
November M/TMY OPpPH
December 506484
Total 9,497,000
Source: CAPMAS, 2015
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Figure 2: Bar chart that demonstrates fluctuations in number of tourist arrivals to Egypt frori22Q@9

5.3 Discussion of results:

The purpose of this research was to examine the importance of user generated content and the
possibilities to extract useful data that could be effectively used by tourism organization to develop
business intelligence strategies. This research also aimexbanining the possibility to monitor tourist
sentiments towards a certain destination (in our case Egypt) and whether these sentiments could be
linked to actual tourist arrival data.

As mentioned before, tourist reviews in social media are playing goritant role in the formation of
opinions and sentiments towards products, services and destinations. Potential tourists are seeking
advice to form an image about a certain product, service or destination. They find in the experience of
others a guidelin¢o decide for future plans.

The research showed, that social media reviews that were posted by actual tourists, consultants in the
field or advisories reflected to an extent the overall sentiment and opinion about a certain destination.
Although the resus of the analysis conducted by the text mining software analytic showed that the
overall sentiment of the reviews covering the period of 22015 about Egypt were positive, an
advanced investigation and analysis of the data revealed more subtle insights.

By calculating thenedianof sentiment polarity for the reviews of each year, it showed that the reviews
were scattered around the score of 0.4. This means, that although the overall sentiment of the reviews
was positive, the scores were very low and &eloser to negative polarity. The tourists who visited the
country or the inquiries of potential visitors showed to a certain extent some worries and concerns.
Table Gs a scatter for overall polarity scores and median line of 2011 reviews.

In order to look closer at tourist sentiments, the researcher conducted special queries to examine

1Se62NRa GKFG RSAONARGS O2yOSNYysz RFEY3ISNI YR FyEASG
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¢

that enclosed keywords such safeor safety, categoryd & SOdzNA & ¢ (Kl (G dang@dr dzR S {
S 27

dangerousorsecurds YR OF 6 S3I32NB a L2t AGAO&¢é (elkckiomor colstfutitA &
or political,had occurred several times in all reviews covering the period of - 2015

R
R

Although theidentified polarity of these categories and their associated keywords were neutral, the
scores were ranging from 0.001 to 0.003. As previously s{atéatity scores have a range spread from

2 to 2, where2 is really negativel is negative, 1 is posie, and 2 is really positivéhis means that
sentiments associated to keywords that expressed worry and concern were very near to negative
polarity. Some keywords such as curfew, danger and media started to appear in some reviews of certain
years. It iglear, that the occurrence and the density of some keywords reflect the sentiment of fear and
anxiety overwhelming potential and actual visitors at that period of instability.

Table 6: Scatter of overall sentiment polarity scores and median line ofl2@iews

1.2
1
0.8
0.6
0.4
0.2
0
0.2
-0.4
0.6

Polarity

100

Review number

Accordingly, the first hypothesis of this research that sta@sstomer generated content are useful to
extract valuable information about customer sentimentannot be rejected.

In order to test the second hypothesis that stated that: There is a relationship between sentiment
polarity of certain keywords used in reviews and number of tourist arrivals, the researcher conducted a
correlation analysis witpolarity score of categoryt t 2 f &nilAu@iBegof tourist arrivals(Table 7).

Correlation coefficient of the two data sets was 0.447629 withQ001. This indicated a positive

relationship between the two variables, namély2 f I NA G & & 02 NB &n@inurGderioS 32 NB  dat 2
touristarrivals.t S NE2y Q& NJ aA3dy gl a LRAAIGAODS 6KAOK AAIAYATA
variables. Thereforéthe second hypothesisannot be rejectedubstantiated by the results of correlation

analysis.
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¢lFofS TY t2fFNRAGE a02NB 2F OFGdS3a2NE 4

Reviews of Reviews ofl Reviews off Reviews off Reviews of
2011 2012 2013 2014 2015
Polarity score of 0.02186 0.01688 0.005411 0.009961 0.031866

category
Gt 2f AdA(Q

Source: Semantria, 2015

6. CONCLUSION AND SUGGESTIONS FOR FUTURE RESEARCH

Looking at the literature and practical experience in the Tourism and Hospitality industry it could be
noted, that organizations and destinations are nowadays looking for new ways to gain knowledge about
their customers. This knowledge could be further lgmad to gain insights for product development and
customer service.

t NEOA2dza NBASHNOK aK2gSR GKFG GKNRdAAK (GKS dzasS 27F
customer profiling, customer acquisition, customer engagement, brand awareness, brand
NEAYF2NOSYSy iG> NBLMWzil GA2Y YIFEYlF3SYSyid FyR Odzad2YSN
2007).

This research tended to examine the possibilities to make use of the huge amount of data gathered from
customergenerated content. This data could bensidered as a redlme knowledge of tourist’s
sentiments, opinions and concerns regarding tourist destinations (Clest; 2013)

Text mining methodologies had been used to extract useful data from TripAdvisor reviews. The analysis
revealed some impant insights about tourist sentiments, concerns and preferences towards Egypt in
the period of 20112015.

It is recommended, that tourism organizations closely monitor customer generated content as these are
becoming indispensible tools for travellersfirmulate an image of a brand or destination. Also NTOs
should draw more attention to social media platforms and providgafdate and reatime news in

order to eliminate the dissemination of false news.

Future work could be dedicated to combining tjtaive (e.g questionnaires and interviews) and
guantitative research methods to validate the accuracy of sentiments conveyed by social media reviews.

Also future research should be devoted to examining the consistency of sentiments among several social
media platforms of a certain topic.
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As Clasteet al.(2013) noted, that sentiment mining is beginning to be applied in the field of tourism
and hospitality in order to predict future decisions of customers. This emerging field of research of
sentiment minhg should be throuroughly investigated by researchers in order to find methods to
efficiently extract valid knowledge about customer behavioural patterns.
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ABSTRACT

Turkey is one of the top tourism destinations in the world and the tourism industry has become an
indispensable source of income. The main inbound tourism market for Turkey iscBwitbpa 50%

average of the total tourist arrivals followed by Russia and the Asian countries. Tourism is an important
industry, especially for tourist receiving countries where tourism is a major source of foreign exchange
earnings. As the foreign exchangarnings are directly related with the tourist expenditure, the effects

of prices or more commonly the exchange rates should be considered in any demand study. Accordingly,
this study attempts to reveal the time varying causal relationships between agehates and tourist
arrivals for European inbound tourist markets. The time varying linkages between the nominal Euro
exchange rate and tourist arrivals from the-fE® countries (namely; Austria, Belgium, Denmark,

Finland, France, Germany, Greece, Irdldtaly, Luxembourg, Netherlands, Portugal, Spain, Sweden,
United Kingdom) to Turkey for the period 2002:P014:12 are investigated using time varying

bootstrap analysis. The results indicate that tiwerying causality is bidirectional for different peats

and different countries, but existing for each tourism market.

Keywords Tourism demand, Exchange rates, Turkey, Time varying bootstrap analysis.
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1.INTRODUCTION

International tourism plays an increasingly significant role in the world economy since 1950s. International
tourist arrivals has increased from 25 million in 1950s to 1,1 billion in 2014 (UNWTO, 2015) with a total
contribution of 9.8% to the global GDP TWC, 2015a). The growth of tourism in Turkey has pursued the
same path and become evident in 1982 by means of the Tourism Encouragement Act, allowing
government incentives for tourism investments.

Turkey has been one of the top tourism destinations inweld and attracted over 40 million tourists.
The total contribution of tourism to the Turkish economy is 12% through 34.3 billion US$ direct tourism
receipts (WTTC, 2015b; Ministry of Culture and Tourism, 2015).

Turkey receives tourists from all over therld, however the main inbound tourist market is Europe with

a 52% of the total tourist arrivals followed by Russia (24%) and Asian countries (15%) by 2014 (Ministry of
Culture and Tourism, 2015). Turkey is a popular destination for Europeans, bedawsadiarby country

with various attractions, relaxed visa regime and attractive exchange rate (Coskun and Ozer, 2011).
Mostly, European markets have similar structures in terms of the purpose of travel, length and period of
stay, visitor profile and expeliture. Tourists prefer Turkey for travel, entertainment, sportive or cultural
activities with a share of 55% (Ministry of Culture and Tourism, 2009), and this assumption is valid for the
Europeans as well.

Tourism substantially contributes to countries SO2y 2YA Sa o6& 3ISYSNI GAy3 D5t =
sociceconomic development opportunities (Wu, Li & Song, 2012). Regarding the importance of tourism

for a destination economy and its direct link to touriselated businesses, tourism demand analyss

attracted increasing interest from researchers. According to Song et al. (2009), tourism demand is defined

Fa WOGKS ljdzrydAade 2F (2dz2NRayY LINRPRdzOGa GKIG O2yadzyS
LISNA2R FyR | 33X OGS get ¢ factors2irF othgr lwards2 thebderapmintritsSod tBurism

demand may vary from economic variables to cultural differences or cyclical circumstances and have been
studied thoroughly in the tourism literature (Uysal & Crompton, 1984; Crouch, 1994 ete.jeSits of

these researches indicate that economic variables have greater impacts on tourism demand than other
variables and the most distinctive one is income followed by relative prices and then the exchange rates
(Zhang et al, 2011).

The microeconomitheory argues that demand is sensitive to prices. Various studies have demonstrated

GKS LINAOS StlradAaoaite 2F (2dz2NRayY RSYFYR A4 O2yaiRSI
Tourists compare market prices at the destination with thestcof living at home and substitute
destinations. Relative price is the ratio of consumer price indexes between destination countries or
substitutes and at home. However, as Crouch (1994) argued, tourists are generally not well informed in
advance about pce levels and price changes in destinations whereas they are reasonably well informed

about the exchange rate mechanisms. With limited information on the price levels of destinations, tourists

may have a tendency to respond to a change in exchange rages 2012). The depreciation of a local

currency will act as a decrease in the prices and stimulate international tourist arrivals (Wang et al., 2008).
Conversely, appreciation of local currency will influence both tourist arrivals to the country andttouri
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departures from the country as well. Accordingly, exchange rates are used as a proxy to measure price
levels of different destinations in general. Because they are easier to obtain information and to
understand, even to compare alternative destinatidostourists than relative prices or consumer price
indices (Crouch, 1993).

The aim of this paper is to investigate the timarying causal relationships between Euro exchange rate

and tourism demand from the ELb countries (namely; Austria, Belgium, Derlky Finland, France,
Germany, Greece, Ireland, Italy, Luxembourg, Netherlands, Portugal, Spain, Sweden, United Kingdom) by
using bootstrap Granger necausality tests with fixed size rolling subsamples developed by Balcilar,
Ozdemir & Arslanturk (2010)h& study is expected to contribute to a better understanding of tourist
behavior interacting with exchange rates, as a proxy for relative prices. The results can be used by
researchers, as well as practitioners to determine efficient market and priceegiest and national
policies for the tourism industry.

2. LITERATURE REVIEW

rdalf 3 hQ[SINE oOmMpycO &adza3asSaid SEOKIFy3aS NIdSa Oly
capita income, relative prices and promotional expenditures to predict and analyze international tourism
demand. Furthermore, Webber (2001) states that éxghdS NI GS @2t | GAft Ade | FF¥FSO
choice and changes in the exchange rates are likely to have the same impact as relative price changes.
That is the reason why exchange rate is a major determinant of tourist demand and exchange rats regime

with low uncertainty could promote tourism (Santa@allego et al, 2010; Wang et al., 2008). Fluctuating
exchange rates can result in several different effects such as choosing a substitute destination or less
traveling abroad, reducing the length of gtand the expenditures.

In tourism literature, there are many studies investigating the relationship between exchange rates and
international tourism demand. These studies often argue whether fluctuations in the exchange rates

effect demand or not by empling cointegration techniques, regression analysis and different methods.

For example, Webber (2001) analyzed the lomg Australian outbound tourism demand for the period
1983Q11997Q4 for nine major tourism destinations by Johansen cointegration aadgér causality

tests. The exchange rate volatility is found to be a significant determinant of therlonipurism demand.

Rosello, Aguilo & Riera (2005) modelled tourism demand for Balearic Islands from the UK and Germany

by considering exchange rates an independent variable, a determinant of tourism demand. Yap (2012)
examined the effects of exchange rate volatility on Australian inbound tourism demand from 9 tourist
generating countries by multivariate GARCH method for the period of 192M1M1 aml found out

F LILINBOAF A2y KRSLINSBOALFGA2Y 2F | 02dzy i NE Q& OdzZNNBy O¢
Ay@SadAa3ariaSR GKS AYLI OGa 2F SEOKFy3aS NridSa 2y ! dz
panel generalized least squares models ahdwed that the exchange rates influence both domestic and
outbound travel decisions of the Australians.

Lee (2012) studied the causal relationship between foreign exchange rates and inbound/outbound
tourism demand in South Korea. Johansen cointegratinod &ranger causality test were used for
1990M12010M9 monthly data. The results demonstrate there is a Jany relationship between
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exchange rates and inbound/outbound tourism demand. Also, exchange rates affect outbound tourism
demand, but the inbound tarism was not affected. DeVita (2014) analyzed the impact of exchange rate
regimes on international tourism flows of 27 countries over the period of 18801 by employing SYS

GMM method. The findings of the study supports that maintaining a relativehfesexchange rate using

right policy decisions, tourism demand may also kept stable. Corgel, Lane & Walls (2013) investigated the
effects of exchange rates on hotel demand in the US using quarterly data for 1288Q®M1 with a single
equation partial adjstment framework. The results support the hypothesis of exchange rates effect hotel
demand on different scales. Tang et al. (2014) investigated the dependence between tourism demand
YR SEOKIFyYy3aS NI GSa FT2N/ KAYl QBARGHbidsdrihg mdnthlydstk & ¥ RS
for the period 1994M12011M12. Among the studied six tourist generating countries, only Russia was
found to be extremely sensitive to exchange rate volatility, but in general exchange rates were concluded
not to be a determinant fothe selected countries.

Var, Mohammad & Icoz (1990) modelled the factors effecting international tourism demand for Turkey
by including exchange rates as an independent variable. Icoz, Var & Kozak (1997) analysed the
determinants of tourism demand with oftivaritate OLS based regression model. The results indicated
that exchange rates have important effects on tourism demand. Akis (1998) also suggested exchange rates
as a determinant of tourism demand in addition to a number of economic variables sy aapita
income, prices in the host country and cost of travel. DeVita & Kyaw (2013) argues if the exchange rate is
an indicator of Turkish inbound tourism demand from Germany using quarterly data for the period 1996
2009 by employing GARCH method. Thegclude that exchange rates are significant determinants of
tourism demand.

Nevertheless, the studies investigating the thwarying nature of this relationship are limited, and missing

for Turkey in particular. Timearying parameter (TVP) method is mgsatsed for examining the causal
relationship between tourism demand/receipts and economic growth. Song & Wong (2003) proposed this
new TVP approach to tourism demand modelling. This method ignores the restrictive assumptions of
traditional methods assuminthat the parameters remain constant over the sample period. They tested
the appropriateness of the TVP approach to tourism demand modelling based on the data set of Hong
Kong tourism demand from six major tourism origin countries, and confirmed thaétkod gave better
results.

Li, Song & Witt (2006) developed time varying parameter (TVP) linear almost ideal demand system (LAIDS)
to compare fixed parameter model results. The findings indicated that theLMPS outperformed the
traditional methods ircase it allowed evolution of demand over time. Wu, Li & Song (2012) also analyzed
the dynamics of consumption behavior of top four tourist markets for Hong Kong using annual data for
the period 19842008 with TVFAIDS model considering three major expeacdk categories including
shopping, hotel accommodation and meals outside hotels. Song et al. (2011) employed structural time
series model (STSM) combining tiverying parameter (TVP) regression approach to forecast quarterly
tourist arrivals to Hong Korfgom four key source markets using quarterly data for the period 1985Q1
2008Q4. They compared seven different methods and STSM and TVP approach outperformed for ex post
and ex ante forecasts.
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Dragouni, Filis & Antonakakis (2013) employed YAsed spilleer index to investigate the timearying
relationship between tourism and economic growth for selected European countries using monthly data
for the period 19952012. The results of the study indicates the relationship is not stable over time,
exhibitingpatterns during major economic events and these patterns are more apparent for some specific
countries. Arslanturk, Balcilar & Ozdemir (2011) investigated the causal link between tourism receipts and
economic growth using rolling window and timearying cefficient estimation method for South Africa

for the period 196€2011. The results indicate bidirectional causality between tourism receipt and
economic growth, basically the opposite of full sample VECM indicating no causality.

Arslanturk, Balcilar & ©@lemir (2011) compared timearying coefficient model with VECM based Granger
causality to determine the causal relationship between tourism receipts and GDP for the period 1963
2006 for Turkey. The results indicate that VECM based Granger causality atoedst, whilst time
varying coefficients model shows that tourism receipts can be used to predict GDP after the 1980s.

This study is expected to fill the gap in tourism literature and lead to a better understanding of the nature
of tourist behavior withrespect to the changes in the exchange rates, particularly for Turkey. Following
section explains the methodology used for this purpose in detalil.

3. METHODOLOGY

In this study, we investigate the timearying causal relationships between internationaliist arrivals

to Turkey from the EX15 countries and the Euro exchange rate by using bootstrap Grangeransality

tests with fixed size rolling subsamples developed by Balcilar, Ozdemir & Arslanturk (2010). As mentioned
in their study, if structural cinges exist in the data, the examination of the causal relationships between
variables cannot be adequate considering the full sample, since the dynamic linkages between variables
can exhibit instability across different sshmples.

In this approach, tdest the causality relationship, Granger roausality method was used. As is well
known, a variable X does not Granger cause Y, if the past values of X does not help to predict Y. The
Granger norcausality test is performed to determine whether the laggetlies of X are jointly significant

or not by carrying out joint restriction tests of the Wald, Lagrange multiplier (LM), and likelihood ratio (LR)
statistics within the vector autoregression (VAR) framework. But, as indicated in Aye et al. (2014), to get
valid results from the implementation of these tests, time series in question should be stationary.
According to Balcilar & Ozdemir (2013), if the time series do not exhibit stationarity, then these tests may
not have standard asymptotic distributionseating difficulties in the levels estimation of VAR models.

To solve these problems, some solutions can be utilized. As is indicated by Balcilar, Ozdemir & Arslanturk
(2010) and Aye et al. (2014), the first attempt to overcome these difficulties had eel®e Toda &
Yamamoto (1995) and Dolado & Lutkepohl (1996) proposing a solution to obtain standard asymptotic
distribution for the Wald test based on the estimation of an augmented VAR with I(1) variables, or the
longrun causality test of VAR (p) coeffiais. According to their solution, there has to be at least one
unrestricted coefficient matrix under the null hypothesis to generate standard asymptotic distribution.
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However, Shukur & Mantalos (1997) showed that proposed Wald test does not exhibit thetize in
small and mediunsized samples after investigating the size and power properties of eight different
versions of the Granger netausality test in standard and modified form based on the Monte Carlo
simulations. Shukur and Mantalos (2000) asggested that the small sample corrected LR tests exhibit
relatively better power and size properties, even for small samples.

Same Manto Carlo simulations indicated that the critical values may improve by applying the residual
based bootstrap (RBB) metti because of the reason that the true size of the test in a system of one to
ten equations converges its nominal value (Balcilar, Ozdemir & Arslanturk, 2010). The results of Mantalos
& Shukur (1998) indicate that, in the absence of cointegration, aldstahtests that do not use the RBB
method perform inadequately, especially in small samples. Furthermore, according to Mantalos (2000),
the bootstrap test possesses the best power and size in almost all situations, regardless of cointegration
properties. herefore, based on the findings and reasons stated so far, we prefer to use RBB based
modified-LR statistic to examine the causal relationships between exchange rates and tourism demand.

To illustrate the bootstrapnodified Granger causality, we use tlwléwing bivariate VAR (p) process:

eYy ) al\, _9@1('—) £(L) DYy é,+§’g 1

. 02§ o £O B, & et @
Y2 U ads 1 L Wa € &

wherey; is international tourist arrivalsy. is Euro exchange rat€ and & are error terms with zero

mean, independent white noise processes with nonsingular covariance nthtand p is the lag order
of the process which is determined by the Akaike information criteria (AIC) or Schwarz criteria (SC). Also,

fi,-(l-):'a?. ifkl-k

L%, =
k=1 ,1,j=1,2 andLis the lag operator which is defined asxk Xk )

To test causal relationships between international exchange rates and tourist arrivals, we have to impose
some restrictions on the coefficients in Eq. (1). For instance, to test that international tourist arrieals do

. - o =

not Granger cause exchange rates, we have to impose zero restrictions on the coefficiefits o? for

rMIuHs X X L LYy 2GKSNJ g2NRax GKS ydA#f KeLRiKSaAa
the exchange rates can be explicitly writtes fallows:

HO : f21,1: 51,2 = :2{3 0 (2)

If this null hypothesis is not rejected; then, we can conclude that international tourist arrivals does not
Granger cause exchange rates. Also, to test whether exchange rates Granger cause international tourist
arrivals, we have toetst the following null hypothesis:

HO : f12,l: {2,2 = :lé O
3)
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Obviously, failing to reject the null hypothesis indicates that exchange rates does not Granger cause
international tourist arrivals.

2
To test these hypotheses, we use the modifleR statistit!, which has® distribution with a degree of
freedom equals tdhe number of restrictions imposed on coefficients. To compute the sample value of
this test statistic, following expression is used:
detS,
)
et

LR=(T -Kn(
detsy @)

whereTis the number of observationsand H P 6HLI b M0 b LI F'yYR RSy2(Sa
term, det& and detg are the determinants of the restricted and unrestricted covariance matrices
respectively.

As specifically emphasized in Balcilar and Ozdemir (2013) and Aye et al. (2014), test procedures that used
to test the null hypothesis above assunietcoefficients of the VAR model used in testing are not subject

to any structural break: In other words, they are assumed to remain constant over time. Therefore, to get
reliable results from the analysis, this assumption should be hold. Otherwise, veetbddentify the
structural changes and take into the estimation using techniques such as sample splitting or dummy
variables. However, these techniques, according to Balcilar and Ozdemir (2013), may cadesthms.
Therefore, to solve the parameateon-constancy problem and avoid ptest bias, we use the rolling
window bootstrap estimation following Balcilar, Ozdemir & Arslanturk (2010). In this estimation, to
analyze the effect of structural change, the rollwihdow Grangeicausality tests, basl on the modified
bootstrap test is used. If there is a structural change in the coefficients of VAR model, one can find
instability across different subamples of the dynamic linkages between variables in question.
Considering this instability, we apptiie bootstrap causality test to rollinggindow subsamples for

t=t 4 B rls., 2 14=1 %7 ywherel is the size of the rolling window. Implementing the
rolling-window technique, a researcher uses a fitedgth moving window sequentially from the
beginning to the end of the samply adding one observation from ahead and dropping one from behind

(Balcilar and Ozdemir, 2013). Notice that, each rofimgdow subsample includeé observations. In

each step of the process, the causality test is applied to eactsamiple, providing aTbl ) sequence of
causality tests, as opposed to just one because of the two main reasons (Nyakabawo et al. ,2015): First,
the rolling window approaches recognize the fact that the relationship between variables changes over
time. Secondly, there will ben instability across different seamples caused by structural change taken

into account by rollingvindow estimation.

“1 The details of the full explanation of the RBB Bootstrap procedure can be found in Nyakabawo et al.
(2015) and Balcilar and Ozdemir (2013).
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To examine the causal relationship between exchange rates and international tourist arrivals, we adopt
three steps bootstrap rollingvindow approach in four steps. In the first step of the process, we analyzed
the unitroot properties of variables, by carrying out CarrieBilvestre, Kim and Perron (2009) multiple
break unitroot tests. Before implementing this test, we also performed-Barron (2003) test to
determine breaks in series. Secondly, to determine the parameter stability from the coefficients of the
rolling-window VAR regressions, we perform the $ypgMeanF, and Exf tests, which are developed
Andrews (1993) and Andrews@Ploberger (1994). Then, we apply the LR test of parameter stability and
the Johansen (1991) cointegration test to determine whether a cointegration relationship exists between
the series, where we apply the fully modified ordinary least squares@EM)estimator to test for
cointegration. Finally, we estimate the rolling VAR regressions and perform Granger causality tests using
a fixed 156 monthly window. The results are obtained by 1000 bootstrap repetitions.

4 EMPIRICAL FINDINGS

This paper analyses the timvarying linkage between Euro exchange rate and Turkish
international tourist arrivals from the EWG countries using monthly data for the period 2002M1
2014M12. Data for the exchange rates were obtained from Turkish RepulolicaCBank and the data
for tourist arrivals were obtained from the Ministry of Culture and Tourism websites. Eviews 8 and Gauss
10 software were used for analysis. The variables included in the analysis are as follows.
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Figure 1 Graphs @riginal Variables

Tourist arrival series are; LNAUS (Austria), LNBEL (Belgium), LNDEN (Denmark), LNFIN (Finland), LNFR
(France), LNGER (Germany), LNGRE (Greece), LNING (United Kingdom), LNIRE (Ireland), LNITL (ltaly),
LNLUX (Luxemburg), LNNED (Netherlgnd$éPOR (Portugal), LNSPA (Spain), LNSWE (Sweden) and LNEU
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(total tourist arrivals from EX15 countries). LNEUR is the nominal exchange rate for Euro. All of the
demand series show strong seasonality and trend, and Euro shows trend as Ségurén

To avoid bias in the analyses, the demand series were seasonally adjusted using TRAMO/SEATS method
and natural logarithms of all variables were used. Figure shows the graphs of seasonally adjusted
natural logarithms of the variables.
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Figure 2 Graphs of Seasonally Adjusted\algies 6 Variables

Figure 2 also indicates multiple breaks in the series. TherefordRdedn multiple breakpoints test was
used to determine significant breaks in the series. 1 summarizes the test results, indicating significant
multiple breaks in all series

Table 1 BaPerron Breakpoints Test Results

Variables LNAUS LNBEL LNDEN LNFIN LNFR LNGER LNGRE LNING

# of Breaks |2 3 3 4 3 3 4 3

Breakpoints | 2004:01, |2004:04, |2004:05, |2004:05, |2004:11, |2003M12, | 2004M02, | 2004M04,

2007:06 | 2007:02, |2009:01, |2008:10, |2007:12, |2007M11, | 2006M01, | 2006M11,
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2012:06 2011:01 2010:10, |2010:09 2011M02 | 2008M01, | 2008M12
2012:11 2010M09
Variables LNIRE LNITL LNLUX LNNED LNPOR LNSPA LNSWE LNEU LNEUR
# of Breaks |2 3 3 4 2 2 3 3 5
Breakpoints | 2004M07, | 2004MO05, | 2004M01, | 2003M12, | 2004M12, | 2004M11, | 2003M12, | 2003M12, | 2003M12,
2007M01 | 2006M07, | 2008M01, | 2005M12, | 2009M01 | 2006M10 | 2008M01, | 2007M06, | 2006MO05,
2009M01 | 2011M04 |2007M11, 2011M04 |2011M01 |2008M10,
2011M01 2011M03,
2013M02

As testing for stationarity is a crucial part of time series analysis, testing for unit roots using the right
method is very important in this process. Structural break unit root test proposed by CaSituestre,

Kim and Perron (2009) was used for thigpose. The stationarity levels are giver&rror! Not a valid
bookmark selfreference. The variables are stationary at different levels, thus their level values or first

differences were used in timearying causality analysis according to these results.

Table 2 Structural Break Unit Root Test Results

Variables| Integration Level Variables| Integration Level
LNAUS | I(1) LNITL | 1(0)

LNBEL | 1(0) LNLUX | I(1)

LNDEN | I(1) LNNED | 1(0)

LNFIN | 1(0) LNPOR | 1(0)

LNFR | 1(0) LNSPA | I(1)

LNGER | I(1) LNSWE | I(1)

LNGRE | I(1) LNEU 1(2)

LNING | I(1) LNEUR | 1(0)

LNIRE | 1(0)

* (1) show breaks in level argliope of time trend

*PT test statistic was used to determine stationarity level
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Time Varying
Causality

Figure 3
Graphs

136

“JMsTELS 1541 T Swsn
Aypesnes Smires-swmn
jo eovEdgIEEE 0507
PUE 00 ‘055 aYEITPI
W] JgdreRg

\GRL

i

ey 2
Suerpxyg

PUES(]

- | wstmog

ias

PUEWA(]

| msuno]

— 3JEY 2
Suerpxyg

PrEpazIAG

[ESnuog

SPUR[IAIaN

Anmmop

WY |

31Ey 2

| Bweypxg

- | puEwa
| wsmnol

==

VT

PUES(]

- | wetmog
L —aEyg e
~ | Sueyaxg

Ameap

prE[sTg

Ainomoy

31Ey 2
Sweyaxyg

- | puewag
| wEmnoy

{miimia

PUEA(T

- | wsmnoy
| sy e
_ | Sweypxy

a8

WIS

BILSOY

Ainomoy




The initial aim of this paper is to determine the tiraarying nature of the relationship between the tourist
demand from different countries and the exchange rate. In addition, whether there are differences or
similarities in these relationships is at amm. For these purposes, the causal relationship between
international tourist arrivals and Euro exchange rate, we use rellimglow approach combined with
time-varying bootstrap analysis. As seermable6, all of the series show significant results for causality
in different time periods.

Figure 3 shows the time varying causal relationship between tourism demand and exchange rate. The
graphs can & interpreted as each ELB country and the total EW5 tourism demand are effected by the
exchange rates and vice versa in some cases. Total demand is likely to affect the exchange rates more
frequent than the opposite. LNEUR (Euro exchange rate) cabdgd (total demand) for 13 months, on

the other hand LNEU causes LNEUR for 22 months in the sample period.

Overall results are as follows: Luxembourg has the longest (38 months) period of causality and Denmark
has the shortest (5 months) when causalitynfrexchange rates to tourism demand is considered. On the
opposite side, causality from tourism demand to exchange rate is strong for Portugal with 38 months, and
poor for Denmark and Luxembourg with 9 months.

4 summarizes the findings of timarying bootstrap analysis for the five top and bottom tourist
generating countries included in the analysis.

Table7 TimeVarying Causality for Top and Bottom 5 Countries

Top 5 Bottom 5

Germany, UK, Fran¢cé&reece & Netherlands | Luxembourg, Portugal, Finland, Ireland & Denma

SIMILARITIES SIMILARITIES
1 Exchange Rate to Tourism Demand 1 Exchange Rate to Tourism Demand
- Significant causality in 2011 for ¢ - Causality period is shorter than 12 months {
countries Ireland and Denmark
- Longest period Greece (28 months) - Denmark has the shortest causality period
- UK 22 months, France 20 month both directions
Netherlands and Germany 18 months |  Tourism Demand to Exchange Rate
 Tourism Demand to Exchange Rate - None
- Similar causality periods for Germany,
and France

- Significant causality for all countrie
between 20062009

- Similar period length for causality

- Longesperiod France (36 months)
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- Greece 28 months, UK 27 month
Germany 25 months, Netherlands ?

months
DIFFERENCES DIFFERENCES
1 Exchange Rate to Tourism Demand 1 Exchange Rate to Tourism Demand
- Every country has significant causality - Denmark has causality only for the peri
different periods 2007:072007:11
1 Tourism Demand to Exchange Rate - Longest period Luxembourg (38 months)
- No evidence for causality in 2008 a - Portugal 19 months, Finland 13 month
2009 only for Greece Ireland 9 monthsind Denmark 7 months

9 Tourism Demand to Exchange Rate

- Different causality periods for each country

- Causality for 2005:10 and 2006:2607:09
period is only valid for Denmark

- Period length for causality is different for
countries

- Longest periodPortugal (38 months)

- Ireland 25 months, Finland 17 month
Luxembourg and Denmark 9 months

As given inTable7, the top five tourist generating cotmes show more similarities, where bottom five
countries show more differences in the results. The top five countries also have similar length of causality;
on the other hand, bottom five countries have different length and periods of causality. Thests eesd

their implications are discussed in the conclusion.

5 CONCLUSIONS

As traditional tourism demand modelling approaches have restrictions on demonstrating the changing
behaviour of demand over time, this paper uses tiagying bootstrap analysis to overcome the
constancy assumption of these approaches. This paper invesdiglae timewise change in the causal
relationship between exchange rates and inbound tourism demand for Turkey. According to the demand
theory, exchange rates act as a change in the price levels of tourism services in a destination country,
thereforetheyr F FSOG GKS d(d2dz2NAadaQ RSOAaA2Yy G2 OK224aS Y2

The findings of the study exhibits that exchange rates effect the tourism demand from each and every
country from the EtL5 and also are affected by it in some cases, probably dépgrah the magnitude

of demand. Europe is the largest inbound tourist market for Turkish tourism demand, generating 50%
average of tourist arrivals. Therefore, analysing the tourist behaviour in relation with the exchange rates
has important implicationsofr the national economy, as well as the tourism industry. The top five tourist
generating countries react similarly to the exchange rates. The tourists mostly prefer Turkey for holiday
purposes, showing strong seasonality during summer months. As Turkeysglered an affordable
country compared to its competitors like Spain, France and Greece, middle class generally prefers Turkey.
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The empirical findings reflect these similarities and indicate that tourism demand either is affected by or
affects exchangeates for similar periods and period lengths for these countries. For example, Germany,
UK and France are the largest markets and they have an evident tendency to visit Turkey in summer, and
the results show they Granger cause exchange rate during sipglards. In addition, the volume of
tourists from these countries is so high that they can change the behaviour of microeconomic theory and
influence the exchange rates. On the contrary, bottom five countries, e.g. Luxembourg and Portugal, tend
to indicak different results for timevarying causality. The underlying reasons are probably the relative
small volume of demand and different peak seasons for each county in this group. The causality periods
are significantly short when compared to top five coues; and the direction of causality is evidently

from exchange rates to tourism demand.

Tourism is an important source of income considering the exchange rate earnings, so the idea that
tourists can affect the exchange rates by visiting a country is an important issue to be handled.
Understanding the timewise behaviour of tourists dependorgexchange rates may allow investors,
managers and decision makers to implement better strategies and policies.

In our case, the possible reasons for larger markets, such as Germany or the UK, can be listed as limited
or concentrated tourist markets andreng seasonality causing instability for the exchange rates. The
reverse, where exchange rates affect tourism demand, has probable outcomes as losing customers to
substitute destinations, decrease in the competitive power resulting in price and quatitictien, idle
capacity and wasting resources. Therefore, to control either circumstance, the destination country has to
implement policies to avoid seasonality and support diversification of tourism products. These strategies
to reduce the effects of demahon exchange rates or vice versa could be listed as; supporting alternative
tourism services in nonoastal areas, promoting different products, organizing publicity campaigns to
relatively smaller markets.

The limitations of this paper is that only aptgal tourism market, holiday travellers from Europe is
considered and the method used does not show the sign of causality. Future research employing different
methods could allow comparing different tourist markets to explain if the tourism demand ireseas
decreases the exchange rates, and vice versa.
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ABSTRACT

The rising demand for new destinations, for different cultures and realities, the search for authentic
heritage, and the need for real and genuine experiences is setting the course for the development of
tourism in the future. A tourism destination whereseeong image is associated with the cultural heritage
can display forms of culture interpretation and communicate symbolisms that activate the minds of
tourists awakening them to the historical and cultural specificities of territories.

Coastal tourismni rural areas, as a diverse territory of peculiar features that combines sea culture and
tradition with the simplicity and genuineness of the spargeiypulated territories can be strongly
stimulated by a unigue and transversal communication and interpi@taculture, promoting a new
image of the territory.

The aim of this study is to understand how cultural tourism can contribute to the leveraging of
development opportunities for this territory (rural coastal) based on new forms of governance and spatial
planning, and whether these can contribute effectively to its development and to, consequently, reduce
the effects of seasonality.

The study that we intend to/will develop is based on the model of development of coastal tourism in rural
areas proposed bydros (2014), which coupled with the knowledge and study of cultural heritage sites
through questionnaires and interviews, can might respond to our question and serve as a valuable input
to the knowledge and development of this type of tourism.
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Cultural heitage, as a center for the representation and promotion of cultures, allows for a richer human
experience and an inspiring source of knowledge and perpetuation of traditions. It constitutes, in our
view, a strong contribution to the development of the rlicdastal territories.

Key Words Coastal tourism in rural areas, cultural tourism, destination management, information and
communication technologies, territory, travel motivation.

INTRODUCTION

The sustainable development of locations that offer creattearism alternatives, new programs,
diversified and innovative supply that answer the needs of the tourist must be pillars of modern tourism.
Innovation of the tourism supply can be key to the success of projects and initiatives, specially in regions
where tourism is mainly sun and sea.

LGiQa AYyRA&LISyalotS G2 ONBFGS oNARR3ISa 06SGsSSy 02 4
mass tourism, essentially in times of intense demand, and creating new programs which ally existing
attractions in coatal and adjacent rural areas through combined programs that may, through innovation,

extract more visitors throughout the year.

In this way, information and communication technologies can play an important role developing solutions
related to new touristnecessities and promoting accessible tourism for all (people with disabilities,
families, the elderly, etc.)rfVestinCotedAzu014).

Assuming that new forms of governance are the foundations of destinations development
strategies, it is understood théhis alliance between the exploration of the coastal and rural territory and
the existing cultural heritage may be a positive enabling factor of the development of these territories.

Characterization of the rural coastal territory

Coastal tourism in ruteareas needs the comprehension of the decisioakers, to allow them to draw

up innovative planning strategies, creating complementary networks between coastal and rural areas.
Sustainability and strategic planning could be the guarantee for creationeahdncement of new
development leverages, based on the sustenance of rural and cultural tourism zones.

From our point of view this concept could be guarantee for creating new and diversified forms of tourism
and tourism promotion of a specific region leaging the demographic enhancement and reducing the
financial dependency on sun and sea products, characteristic of these regions.

It is necessary however, that these changes encourage the optimization of resources, improvement of
infrastructures and synergies between parties allowing the development and promotion of coordinated
and audacious joint plans. The creation of new suppdyy products, reinventing existing coastal zones,
endowing them with new infrastructures, concepts and tourists motivators all through the year should be
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present in this complementarity between coastal and rural zones. The promotion of sustainability,
custamer satisfaction with defining products, wealth generating products, and products which stimulate
return to the destination are essential factors for the development of a successful tourism strategy.

Using the model of coastal tourism in rural areas (Ramos, 2014) as a strategic concept in which
encompassed territorial planning is based on new forms of governance, network politics and partnerships
will enable the creation of synergies through the usenefv marketing tools, technological tools and
integrated an sustainable planning tools in accordance with strategic development projects from each of
the covered rural area, proving essential to analyze the potential and existing dynamics in each of the
territories.

Butler (1982) identifies the various phases in the life cycle theory of tourism areas and how to encompass
them in coastal and rural destinations. According to this concept it is possible to ascertain in which
distinctive stage of its life clethe coastal destination is, usually somewhere between the development
and consolidation stage, while the adjacent rural is still, generally, at a very incipient state of development.

These regions need to be capacitated to create economic environmemil social development
synergies through innovation and adaptation to new markets.

This adaptation could promote the development of new local economies in rural areas, guaranteeing the
preservation of existing resources. Promoting local development isianagtee for preservation of
traditional cultural heritage resources and a dynamizing factor for turning territories into centers of tourist
attraction, answering to the demand for a varied market and new products based on experiences and
participated actvities.

Also acting as a reengineering agent for an existing destination, this approach translates the beneficial
effects of tourism development for the resident populations, allowing development of new experiences,

new products and participative experiees. Thusly, promoting local development takes a major role in

the regional sustainable economic growth. The development model of coastal tourism in rural areas is
0FlaSR 2y & Y2RSft&a Fa adNXGS3IAO YrylaSy9yypdusdnz NI (2 dz
GGKS STFFTSOGABS YR STFFAOASYG YIylF3aSYSyd 2F NBAE2dzN
economically, environmentally and socially sustainable growth and development and have originated
models which, attempt to associate parts afibnal systemic and product models with philosophy and a
A0NFGSAAO GASE 2F GKS TFdzidzaNBEd ¢KS Y2RSf LINBGJA 2 dza
planning and management of a destination should be put in place taking into consideratioefal ca

evaluation of the internal and external conditions of a tourism destination (Mill & Morrison, 1985). Its
innovation resides in the link between tourism in coastal and rural areas and how, together, they can
generate new forms of development for coaktareas which need to be reinvented in terms of their
management and to use new methodologies, enabling them to contribute to that reengineering. Their
proximity to adjacent rural areas allows them to consequently make use of this reengineering as a form

of sustainability for their locations, contributing to the development of new networks that can be the

pillar for the development of regions.

145



For this it is necessary that destinations organize their supply based on the newly created products
through partrerships between the private and public sectors, adapting the new forms of governance to
the characteristics of the region.

Historical and cultural particularities of coastal and rural territories

The coastal population studied in this research is modtlg mral nature, their houses are constructed
with poor materials; however they are usually very elegantly built, elaborately designed and very

FGONI OGADBSd CAAKAY3 A& GNIRAGAZ2YylLIffte SYOSRRSR Ay
livelihood, making it the basis for some of the main local gastronomic delicacies.

The existence of mills, for example is a characteristic of this rural coastal landscape, and is tied to the
permanent supply of water circulating in streams that allows theuation to transfer cereals for
personal consumption.

We based this documental research on an article by Fazenda et al. (2007) and characterized the main
elements that comprise the region as showing characteristics of rural and coastal areas alikethithin
natural elements which comprise this type of region we identified beaches, commonly rich in natural and
environmental resources, forests and traditionally rural and subsistence cultures.

As cultural elements we were able to identity folklore, theatrgritime museums, pilgrimages along with
various and diversified concerts from town to town.

In sports, the identified elements are characterized by niche markets either in nautical sports, (surf, rite
surf, rowing and others) or bird watching and plaassa tourism activity.

When it comes to historical and heritage elements we had no difficulty finding century old buildings with
traditional and religious elements, many of which portraying traditional culture such as life at sea,
influenced by the stron§ishing industry in that area.

Also visible was a significant variety of gastronomic delicacies most of which tied to the sea but also to
agriculture (influenced by the cultural and geographical proximity with rural life). In these locations the
great varety of local delicacies sold in restaurants shows how even the most recent restaurant strives to
maintain traditional recipes alive which have been passing from generation to generation.

[ dzt GdzNI f KSNRGFISAQ O2y (i NR G ddfiekipy. 12 (GKS RSOSE2LIVS:

Heritage is part of the memory and identity of a community. Prats (1997) defined heritage as social
construct, conceived by someone for certain ends, which means it could be historically altered according
to new criteria or interests. This syrlic nature and its capacity to symbolically represent an identity are
the reasons why so many resources are mobilized to conserve it.
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Alcantud (2003) states that the relationship between heritage and memory is fundamentally symbolic,
seeing as our socies do not support destruction, the end of things and of individuals, searching
numerous means of prolonging their social existence.

Cultural heritage bases its importance on being a bond between peoples, their history and their land.
Incarnating the symba cultural identity of a destination is often key to understanding other cultures.

Often it contributes to the reestablishment of understandings between civilizations and cultures, and even
contributed to maintaining and reestablishing the peace betwpeaples. The preservation process must

be the foundation for the relationship held between heritage and the evolving context, on the way in
which the local community is related and the meaning and historical context which the ethnographic
object possessedhis process of recovering traces, uses and costs to reconstruct and (re)signify heritage,
is supported on the direct observation and ascertainment on the existence of a whole significant group of
transmitted legacy (such as crafts, professions, craft@hgm music, dance and other ethnic and cultural
elements), be it through manifestations of daily life, which express values and actions established in an
inherit time and space of a community (Beni, 2001).

A tourism destination with a strong image assted to cultural heritage exhibits means of cultural
interpretation and methods of communicating its identity with a meaningfulness to which tourists will not
be indifferent . In light of the challenges set by globalization, cultural heritage appearsoag)lat after
answer for tourism destinations, cultural withesses and local community heritage promoting authentic
appropriation (Lopes, 2014), drawing qualitative changes, answering mandatory worldwide integration
models, allowing to associate heritagedoltural tourism.

One of the main challenges to tourism development and destination management are the heritage
NBaz2dz2NOS LI IyyAy3das +a ¢Sttt a LRftAOASA FyR LIt AGA
development specially supportinghe decision making process and the creation of new public
management policies for the development and appreciation of cultural heritage. New tendencies point
towards a tourism industry more motivated to cultural consumption, experimentation and promoting
Sy2iAa2ya FyR FSSftAy3a ddKIG €tSIR G2 GKS &l LILINBOAL G
industry must contemplate this tendency and contribute to the development of a cultural contacts matrix

to maximize the socioeconomic benefits tam destinations assume in the implementation of public

policies and governance procedures which comprise a line of local necessities and global demands,
resulting in a greater awareness of tourism practices in terms of tourism planning, and organizational
strategies, including sustainability concerns. This said, discussing the participation of local communities in

the planning and development of a tourism destinations is of great interest because it will instigate new
management models and the developmerittourism in a given region and in this sense cultural heritage

is increasingly important in face of the appropriating and agglutinating consumption of experiences and

skills simultaneously authentic and global, of society which anguish towards faisityates the search

for authenticity (MacCannell, 1999), thusly contributing to the development of territories.
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Methodology

The collection of data through questionnaire allowed us to relate to previously announced theoretical
principles. In this researclie used scientific techniques, resorting to quantitative methods and aiming to
confirm results, measure them and proceed to the analysis of reliable content.

Ly 2NRSNJ (2 FyasgSNI 0KS 202SOGAGS 2F (KA apuMidSa S NDOK
gK2 KIFa LINIGAOALI GSR Ay (G2dz2NRaY FOGAGAGASE AYy | |
was validated by 86 answers (considered valid), in a universe of 103 answers. The questions were divided

in homogeneous groups attributed onfiae point Likert scale, distributed between not important and

very important.

In another group of questions the inquired were asked to select between various factors which could
influence their choice of these territories. In order to analyzerdgsults of the questionnaire we used the

statistical Package for social sciences (SPSS) and EXCEL to test the presented hypotheses. The use of these
FdzZEAE AFNE &aGlFGA&AGAO G22t&a Hit26SR dza G2 RNl g 02y 0
c&¥S FNRBYE¢ otSadlyl Sio It dX mpoyO

New means of governance and planning which boosted cultural tourism in a rural coastal zone.

By analyzing the replies to our questionnaires, and with this research, we were able to confirm that there
are opportunities to @velop a rural coastal territory based on new forms of governance and territorial
planning allied to the study of cultural heritage of these regions. This survey was answered mainly by
individuals aged between 245 years old (48%), with higher learninggdees (60%), employed (by the
public and private sector 51%). 50% of the inquired considered cultural and historical locations (cultural
and natural heritage) as an important or very important factor in the choice of a destination. 69% of these
consider citural tourism activities, of recreation or leisure as important. Nautical activities (47%) and
night life activities (28%) were rated with low levels of importance or medium importance. Furthermore,
33%of the inquired considered the existence of ethnofiiep and museums related to the sea as a
relatively important or important factor (26%); however on this question it was noted that 21% considered
this factor of little importance in choosing rural coastal destinations when going on holidays. According to
the inquired, the activities mostly looked for in a destination are traditions and cultural reenactments,
together with animation, emphasizing both of them as important and very important. This analysis gives
special focus to what the inquired consider ionant when visiting a coastal rural location. When given
the choice, the enquired are prominent in affirming that what most influences their choice of destination
is, in relative terms, the existence of traditional regional products (71,5%), the rurae fyatself (52%)

and the new touristic supply in rural areas (48,56%), rating these elements as very important or important.

Through this analysis it is important to understand how the significance given to the management of these
spaces (public and pate) could be an important contribution to the development of these coastal rural
spaces. Indeed, it allowed us to determine whether a dedicated form of governance (giving special
attention to this relationship) could generate a differentiating factor flsose who visit these locations.
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And we obtained from our answers that 35 % considered this important and 14% very important,
translated as almost half of the enquired considered its importance in the top end of our scale. This leads
us to believe that te implementation of new forms of governance for these territories is of great
importance. Considering the attributed importance of cultural facts during a visit to a given coastal and
rural region relatively to other facts and the introduction of new ferof governance as very important
facts, we conclude that cultural tourism in a coastal region as a key leaver for new forms of governance
and planning.

7. CONCLUSION

This research comes to answer our initial quest to understand how cultaualsm contributes to
leverage the development of rural coastal territories, based on new forms of governance and spatial
planning, which would enable the soften of strong seasonality and create new opportunities for the entire
region. cultural tourism igelevant as a development factor of coastal tourism in rural areas and
fundamental as a guarantee of attracting new opportunities and activities for these areas. it can also
contribute to the its dynamic development in a sustainable way, reducing thedtighomic, social and
environmental impacts and seasonality in coastal areas, if and when, well planned in terms of economic
sustainability, social and environmental impacts, and by introducing new forms of governance and
innovation, which include informain and communication technologies. and finally, we conclude that
coastal tourism in rural zones is a guarantor of tourism development of coastal areas and adjacent rural
areas,while cultural heritage can be a strong inductor based on new forms of goeernan
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THE ROLE OF INSURBMNC POST DISASTEHEAVERRLANNING IN EGYPTIROURISM
COMPANIES

Hilaly Hala

Faculty of Tourism and Hotels, Alexandria University, Egypt

ABSTRACT

The whole world is facing a substantial amount of disasters which brings severe damages throughout
the world. These disasters severely affect the tourism industry. Hence, recovering damages in tourism
business becomes a major issue for the camdiion and development of the business. In this context,
insurance plays a vital role to restore the business while reducing the financial consequences of the
disaster. The issue of availability of insurance in the tourism industry is addressed for tigmtou
companies across Egypt. It has been particularly problematic especially in the current circumstances
where Egypt faces different attacks that threaten the tourism businesses. Therefore, the issue of
availability of insurance in the tourism industryaiddressed for the tourism companies across Egypt. It
has been particularly problematic especially in the current circumstances where Egypt faces different
attacks that threaten the tourism businesses. The main challenge appears to be in relation tagecuri
commercial general liability coverage and/or obtaining such coverage on a cost effective basis.

Therefore, the objective of this study is to investigate the role of insurance as a provision to recover
the disastrous destruction of the touristousiness community in Egypt through exploring the travel
FISYyOASaQ FGGAGdZRSE | yR LISNOSLIWiA2ya G261 NRaA Ay adzN
companies towards tourism activities and providing recommendations to enhance the insurance
penetration to the tourism business to provide a safer environment for investors. To achieve this, the
survey method was employed and data were collected by using semi structured interviews. Experts from
the tourism tour operators and travel agencies wereeiviewed to explore the role of insurance to
support their business.

By analyzing data, it can be concluded that the main purposes of obtaining insurance are quick
recovery of business and to fulfil the borrowing requirements. Some issues of the current practice are
identified as less awareness, and dishonestythaf insured which leads to less identification of the
insurance as a risk management strategy within the tourism companies. Recommendations are developed
to increase the awareness, and encourage the government participation to increase the insurance
penetration to the tourism industry.

Key WordsInsurance; Recovery planning; insurance legislation; types of travel insurance.
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1 INTRODUCTION

Terrorism and political instability have a severe impact on tourism business activity. The increased
frequercy of severe terrorist attacks as well as the unsafe and unstable environment facing the Arab
countries, and hence Egypt caused huge amounts of damage to the tourism industry in Egypt and
presented a very challenging situation to maintain this busineddezid ourism business has suffered
significant losses as a result, particularly due to the subsequent decrease in visitor numbers. Tourism in
938 LJi AayQi SELSNASYyOAy3a GKS alyY$S RSYFYR Al KI &
2008 hada negative effect on tourist arrivals to Egypt. The percentage change of tourist arrivals had
decreased with2.3% in 2009World Tourism Organizatior2011). Similarly, the 5January revolution
in 2011 caused an unprecedented and sustained drop irigbarrivals in Egypt. The percentage change
of tourist arrivals had decreased witB3.1% in 2011World Tourism Organizatior2012).

Since the disasters are ngautine events that require nomoutine response, any business cannot
rely on normal procedures to implement appropriate responses to dealing with disasters (Atmanand,
2003). Davies and Walters (1998) revealed thatioetrevenues, customer loss, and reduce market shares
may be the minimum effect of a small business interruption but major business interruption may threaten
' O2YLI yeQa adiaNIBAGIE® | 26SOSNE (KS Ayl Sywinimizey A &
the negative impact, and to prevent the risk.

Alexander (1992) highlighted that the plans must be developed and implemented to assure that all
critical business functions continue successfully in the incidence of disasters. Mag2€03]) explained

that post Disaster Recovery Planning (DRP) process involves decisions and actions taken after a disaster

to reinstate or improve the prelisaster business situation while facilitating to obtain necessary
adjustments to reduce disastersk. Disaster recovery is essential for an organization to remain viable in
the face of disasters because many companies go bankrupt or close after a disaster (Hardly, et al. 2009).
Thus, Paradine (1995) argued that insurance protects organizations frofintmeial consequences of

loss which avoids the potential business bankruptcy in the future.

Paradine (1995) indicated about two ways to handle the financial risk of disaster: either by deciding
to bear the cost itselfthat is, retain the rislor transfer the risk to the insurer. He further stated that, DRP
and planning for insurance protection are linked because the obvious solution for organization finance
needs during an interruption of business is to transfer the risk of loss through shieaimce. Atmanand
(2003) reported that insurance represents an important requirement for many economic activities.
Simultaneously, Paradine (1995) specified that one of the major ways of financing the disaster risk is
through an insurance cover by ensurihgt funds are available after a disaster, to enable the business to
continue. Furthermore, he argued that insurance on its own protects organizations from the financial
consequences of losses; nevertheless it does nothing to prevent it. In additiomifa(4995) indicates
insurance has a major role in determining how to well survive in the interruption of normal business.

It is obvious it is important for all business owners to make sure that they have adequate insurance
coverage in all aspe&cof their business particularly tourism businesses, as they face challenging market
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conditions and specialized risks. Accordingly, insurance has relevant importance in the progress of the
business of tourism in particular.

Nowadays, the needof insurance is greater, especially voluntary insurance which is necessary to
cover the risks which are not included in the insurance policies imposed by the regulative laws. It is critical
when there is a major downturn to investigate whether businessesiaderinsured or not insured at all.
Hence, an important question arises, do the travel agencies in Egypt have a level of insurance coverage,
and how does insurance assist in travel functions practically if it exists. Thus, this paper intends to identify
the role of insurance in post disaster recovery planning in the tourism business community in Egypt
GKNRdAK SELX 2NAYy3a (GKS GN»X oSt 13SyOasSaqQ FidAadGdzRSa
the behaviour of insurance companies towards teuri activities, and providing recommendations to
enhance the insurance penetration to the tourism business to provide a safer environment for investors.
The structure of this paper contains risk management in tourism, and then insurance in post disaster
recovery planning in tourism business community. Research methodology and the findings of the research
will then be addressed. Finally, the conclusion will be presented.

2 RISK MANAGEMENT IN TOURISM

Risk management is a rational approach for dephwmith the risk. Risk management includes
determination of the level of exposure that is acceptable to the tourism business and its clients,
identification of the hazards to the business and its clients, evaluation of the hazards, selection of
appropriate strategies, implementation of these strategies and appropriate response to emergency
situations (Taleski & Tashkov, 2011; Kaushalya et al., 2014).

wAal Aad RSTAYSR da GKS 200dzZNNByOS LlRaaAroAfArade
fulfilment. All risks have potential to go out of control and create crisis, but risks will not escalate if they
are treated systematically (Taleski & Tashkov, 2011). While Eden & Matthews (1997) defined disaster as
any incident which threatens and damagesian, buildings, equipments and systems. Chow & Ha (2009)
stated that disaster can be identified as any event that can cause a significant disruption in information
services capabilities for a period of time and affect the operation of the organization.

According to Popesku (2011) as cited in (Taleski & Tashkov, 2011), risks in tourism may be divided in
four main groups: Human and institutional environment (ex. Terrorism , violence, ..), Tourism and
complementary businesses (ex. Transportationiderts, lack of protection against earthquakes etc.),
Passengers as individuals (ex. Visiting dangerous places, loss of personnel belongings, etc.), Physical risks
and risks from the environment (ex. tourists who: not aware with the natural characteristitise
destination, do not take appropriate medical measures, etc.).

Common ways of dealing with risk include four available options such as acceptance of risk, risk
reduction, risk transfer and avoidance of risk. Acceptance of risk is is vdse the frequency and size
of risk is small and only if its consequences can be managed without any negative impact on the
destination or the perception of visitors (Taleski & Tashkov, 2011). Risk reduction could be managed by
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modifying the probabilityof risks or reducing its effects (for example, reducing the consequences of fire
in the hotel with evacuation plans, training employees, etc.) and/or increase the adaptability (for example,
capacity for submission of losses). Risk transfer is used wieee &ne significant consequences (such as
consumer injury, damage to property), and the risk is transferred in whole or in part, on the other (such
as insurance companies). Avoidance of risk will occur if the frequency and size of a large risk isstiatan ext
that an operation is suspended or withdrawn from the market (Taleski, & Tashkov, 2011). Thus, the
purpose of disaster recovery plan is to minimize financial losses, maintain the continuity of operation,
ensure the integrity of data and restore normaearation in a timely and cost effective manner (Chow,
2000; Chow & Ha, 2009). Chow & Ha, (2009) further explained effective management and control of
disaster risk will provide lonagerm cost reduction, minimize disruption in the event of a loss and enable
the business to operate more effectively.

Good insurance brokers and consultants can provide valuable assistance on risk management and
insurance matters.

3 INSURANCE IN POST DISASTER RECOVERY PLANNING IN TOURISM BUSINESS

Insurance is an esagal aspect to manage the residual risk which cannot be eliminated further
(Suncorp Group, 2007). There are different types of insurance for different types of risks (Fabozzi et al.,
2009). The primary function of an insurance company is to compensaieypolders if a prespecified
adverse event occurs in exchange for premiums paid by the policyholder (Saunders & Cornett, 2007).

Insurance is an integral part of the risk management process. In deciding which policies and what
level of insuranced take out, a business needs to develop an insurance plan which includes determining
which assets and hazards to the business will be insured. The insurance plan will also determine how much
of the assets and the hazards will be covered through an insarpoticy and how much will be self
insured (covered by the business itself), as well as the conditions required. This subsequently requires
deciding on the critical areas to cover to remain competitive with other tourism businesses. As well as
deciding onhow much the business can afford to pay for insurance without impacting on profit target
(Krasniqi, 2010; Taleski & Tashkov, 2011; and Kaushalya, et al. 2014). It is important to note that insurance
will not make activities safer and will neither reduce ghossibility of, nor stop incidents from happening
(Taleski & Tashkov, 2011).

The decisions regarding the purchase of insurance should be based on some internal factors such as
tolerance for risk which includes how much risk is in the busiaesisthe business owners willing and
capable to bear. Another critical decision is how much insurance to purchase. The second factor is
business longevity and business structure and if the business structured in a way that protects the owners
and the assetsThe third factor is the assets that have to be protected and if there are assets that will be
costly or difficult to replace. The final factor is employees, shareholders/owners/partners (Taleski &
Tashkov, 2011).

155



The decision of purchasing irance in the tourism industry is also based on some external factors
such as the legal and regulatory requirements, such as industry and business requirements (business that
impose insurance requirements for example, the bank, tour operator or similarje $gpes of insurance
cover are required by law, but others are voluntary. For example in Egypt , The required documents for
establishing a tourism company according to the implementing regulations provisions for the law number
125 for 2008 includes the ceipt of paying the insurance (insurance guarantee) to the ministry of tourism
according to its category (A, B, or C) (Ministry of Tourism, 2015). The overall factors affecting insurance
purchase decision is shown in figure 1.

| Cost of the disaster insurance and affordability

Constraints to money allocation for insurance due to / N
limited budget

Z O\

Risk perception whether to accept or

transfer the risk
[
<4 L

Insurance as compulsory requirement

when obtaining loans v

Incorrect estimate of volume of the loss and probability

of occurrence v

Estimated damages are less; hence decide to
bear the cost themselves

Figure 1: Factors affectjnobtaining disaster insurance

Source: Kaushalyaa, et al. (2014), p. 631

4 RESEARCH METHODOLOGY

As mentioned before the aim of this study is to identify the role of insurance in post disaster recovery
planning in tourism business community iBE LJ0 GKNRdzZAK SELX 2NAy3 GKS NI
perceptions (insured) towards insurance, as well as exploring the behaviour of insurance companies
(insurer) towards tourism activities.

A qualitative methodology is considered most appropriate to describe and explore the complex
issues associated with this subject, as well as the descriptive analytical approach. Survey method proved
to be the most appropriate, as it enables thesearcher to obtain information about practices, situations
or views at one point in time through interviews (Eastefyith et al., 2008; Saunders et al., 2009). The
use of Semstructured interviews was used with a number of mletermined questions. Thiallowed
some comparisons between the responses of the participants and also afforded the opportunity to digress
further, when appropriate.
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Fifteen keypersons (managers or owners) of tourism companies in Egypt were interviewed to
identify ther attitudes and perceptions towards insurance, as well as the reasons behind the less
identification of insurance in post disaster recovery planning in tourism companies in Egypt. Moreover,
desk survey was conducted to explore and analyze the behavialeadhsurance companies in Egypt
towards tourism activities. Sampling size for the purposive sampling method is determined on the basis
of theoretical saturation, sample size for the pilot interview was limited into four experts in insurance
companies andourism companies, and the sample size of the detail survey was limited to fifteen
individuals of small and medium scale tourism tour operators and travel agencies as it was saturated at
that point.

Accordingly, interviews were conducted duringbFuary and March 2015. The collected data was
analyzed by using Thematic coding (Saunders et al., 2009). Interviews were divided into different sections
include types of insurance; the existence of insurance on tourism investment; types of supportttrs fa
affecting the decision of purchasing insurance; the factors affecting the insurance coverage; manner to
RSIf ¢gA0K (KSasS NRala FyR GKS AyadzaNIyoS O02YLI yASac
plan.

5 RESEARCH FINDINGS

CAYRAYy3Ia 2F GKS &addzRé INB RAaOdzaa SR dzy RSNJ

020K [
AyadzaNI yOSs Ia ¢Sttt a AyadaNIyOS 02YLIyASaQ o0SKLE

DA

Travel agencies agreed that insurance is compulsory in the forrorafitons to establish travel
agencies (an insurance guarantee letter to the ministry of tourism), social insurance for the employees,
tourism transportation insurance, insurance for the outbound religious tourists travelling to Saudi Arabia.
Respondentsgreed that the insurance coverage includes travellers not the company itself which means
that insurance does not support the business itself. Tourism companies agreed that there is no tourism
investment insurance and no post disaster insurance from insiralompanies. Nevertheless, it was
noticed that they were not aware that this type of insurance could exist. Even though, they confirmed
that they wish such insurance exists. In different countries this form of insurance exists like Sri Lanka
where Kaushgha et al. (2014) mentioned that there is post disaster insurance especially for natural
disaster such as droughts, flood, landslides, and storm.

As regards to types of support, most of the respondents agreed that there is support from insurance
R2YLIYASEa Ay a2YS OLasSa F2NJ SEFYLXS (2dNR&aitaQ f dza3
very strict and difficult; medical insurance; tourism transportation insurance; as well as travel insurance

for travelers (tourists).

By analying insurance policies offered by insurance companies in Egypt, it was noted that they offer
traditional insurance such as fire and burglary insurance, transportation insurance, medical insurance, and
against several accidents. However, Misr Insurance pamy offers insurance for dishonesty, and
composition that has been paid (Misr Insurance Company, 2015). Furthermore, Suez Canal insurance
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company offers decimal insurance in which the insurance company covers the responsibility built on the
damage causetb others, civil responsibility, riots, employee unrest, civil unrest risks, as well as natural
disasters. Moreover, this company offers insurance for hotels as well as insurance for real state funding
(Suez Canal insurance company, 2015). In additionMibleandes insurance company offers insurance

for dishonesty, general insurance for hotels and resorts, as well as civil responsibility (The Mohandes
insurance company, 2015). Allianz Egypt as an international company also offers a comprehensive
business potection plan to secure the business against accidental damage or destruction (Allianz Egypt,
2015). It was noted that these particular forms of insurance are offered to all businesses and are not
addressed particularly to the tourism businesses. Fronptiegious discussion, it can be noted that there

a lack of awareness of tourism companies. And this is subsequently a cause of the failure of insurance
companies to market and sell these forms of insurance. However, it is also noted that no insurance will
be offered in the areas which have a higher frequency of disaster risk such as investment insurance
particularly in the tourism industry. In case they do, it is accepted only under the higher premium payment
or higher amount of deductibles. The reason behihis is that the insurance companies are profit
oriented companies and always looking forward to earn profit. Indemnifying the insurer in every frequent
disaster situation may not be either reliable or profitable for the company.

Respondentslao agreed that there is support from the government in some cases. As an example
the Egyptian travel agents association decreases its dues during crisis and the insurance fees for the
outbound religious tourists to KSA, as well as the associationcofleag@d 6 2 E® wSaLRy RSy ia |
that there is no support from tourism associations. This opinion contradicts one of the roles of the Arabic
tourism organization which offers insurance for foreign investment against risks with the cooperation with
the Islamic association for insurance guarantee. The covered risks include political risks, nationalization
and confiscation, wars and civil unrest, restriction on foreign exchange conversion, contracts disruption,
and the failure to meet the government finaatiobligations. They also identify the proportion of
indemnification to be 90%, which represents a satisfactory coverage (Arab Tourism Association, 2015).

In relation to factors affecting insurance purchase decision, respondents indicatecediffactors
adzOK a (eLisSa 2F &aSNBAOS&sS YIylF3ISNI 2N 26y SNJ SELIS
capability to bear losses, length of company in the market place and existence of partners. Concerning
factors affecting the coverage amount difsecording to respondents. Some mentioned types of services;
aAl S 2F (KS o0dzaAaAySaaT O2YLIlyeé LINRBLISNI&T YFylF3ISN §
amount of the company assets. Its proportion from the total company capital is unidentfiedepends
on the agreement with the insurance company.

As to external factors such as legislative requirements or the tourism business requirements, the
majority of the respondents agreed that there are no legislative requirements affedti@gnsurance
purchase decision. Some embassieguire travel insurance as a condition for getting the visa.

2 A0K NBaLlSOG G2 deLiSa 2F NrRala O2yFNRYyGAy3d (2c
assaults, kidnapping, etc. They also detiereal the size of loss to be large. Concerning tools to overcome
these risks, respondents identified following the instructions of the tourism policy as well as these of travel
AYAadzNI yOS® | 26SOSNE AyadzNI yOS 02 Yidigood bbtiwith sév@dé S A &

158



conditions that cannot be easily achieved. Other respondents labelled transportation accidents, fire,
deficiencies in the health aspectand labor strikes, such as tourism transportation accidents. Concerning

tools to overcome thse risks, they determined the use of limit speed devises, as well as to train drivers.
Ly&adz2NF yOS O2YLI yASEQ NRfS A& adzYYFENRT SR Ay KSft LAY

All the respondents identified economic risks such as increasing etititop, and sudden change in
exchange rates causing very huge losses for example losses were huge in 2013 because of the instability
in the exchange rates. They identified that it was very difficult to overcome these losses and risks; one
respondent suggeted that minimizing the duration of the trip may decrease losses. Insurance companies
do not have any role in these types of risks. The role was from the tourism government through the
Egyptian travel agents association.

In relation to how to dal with risks, some respondents determined accepting risks. They also
identified that they try to learn from previous problems to minimize the negative impacts. Most of the
respondents deal with risks through minimizing risks. They mentioned that theto ttyain drivers
through the Egyptian travel agents association, use limit speed devices, and learn from previous mistakes.
They stressed on the importance on the training employees as a tool to minimize risks.

Some of the tourism companies considered s#arring risks in the case of buses and cars accidents, as

gStt a (2dz2NRAald AyedaNEBEo Ly adzOK OFasSa AyiuSNYylFraAazy
Euro. The coverage and support from insurance companies is very large. Some internatiorealiesmp

such as Euler Hermes offers trade insurance which protects the business from both commercial and
political risks. It helps to grow profitability and minimizing risks and improve access to funding (Euler
Hermes, 2015).

Concerning the existeee of an Insurance plan, most of the respondents identified that they do not
have an insurance plan. Although they practice some of its steps, as some of them identified the assets to
be insured. They also determined the common risks they often insupreeent against, for example
travel insurance against theft, as well as transportation insurance against accidents, buses and cars
accidents. They also agreed on the insurance size that will be covered by insurance companies. But the
majority is not intersted to identify the coverage amount (indemnification) the tourism company can
0SINIAG AGASEFP ¢KS YIFI22NAGe | fa2 RARYQUO ARSyuGATe
LINEFAGAQ G NBSGao

The problem is to determinéd KS Ol dzi S ¢ KA OK KAYRSNHE (G2dz2NAayY O2
disaster insurance plan. The answer includes cost of the disaster insurance and affordability, Constraints
of money allocation for insurance due to limited budget, Risk perception whethecdepa the risk or
transfer the risk, as well as lack of awareness of the insurance role in the post disaster recovery.

Moreover, most of the time the insured are underestimating their property value with the idea of
reducing the premium amountn such situation, the insurer pays a percentage value of the damage as
according to the sum insured of the property. Furthermore, if an insured is going to under insure the
property where the sum insured is less than the actual value of property, he thanndemnified totally.
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The most crucial aspect of disaster response is to learn the lessons of previous disasters and implement
improvements over time. Such business can reinstate their business with the help of insurance. Businesses
are interrupted indisaster situation. Nevertheless, there are some situations where the insured cannot
recover a large portion of damage in disaster situation due to facing of great financial consequences.
Unsatisfactory insured are creating because of not having a prapawvledge on the insurance policy.

Thus findings revealed that attention should be done to enhance the disaster insurance penetration to
the tourism business community.

6 CONCLUSIONS AND RECOMMENDATIONS

Although, insurance is considered one of the vital factors to the success of the disaster recovery
planning process, tourism companies do not have a proper knowledge on the insurance policy, as well as
its different forms. Even though, they wistiey can have an appropriate insurance coverage to mitigate
their risks. Nevertheless, they do not make any efforts to communicate with insurance companies to
inform them with their needs and requirements as well as the specific characteristics of thientour
business to reach a satisfied agreement. On the other hand, insurance companies fail to market and buy
the forms of insurance which cover investment and financial losses.

Egyptian Tourism companies aim to reduce the impact of a disastestiiuhey do not follow an
insurance plan which results in losses in the case of disaster incidence. On the other hand, insurance is an
economic device that uses to avoid the collapsing of economic development of the country hence it
spreads the risk witin the society as a whole. However, it is not suitable to take decision to transfer every
risk that would be resulted with losses and transferring the risk for insurance is most suitable only where
the severity of risk is high and frequency of risk happegris low.

Moreover, some issues of the current practice are also identified as less awareness of the tourism
companies which leads to less identification of the insurance as a risk management strategy. Based on the
research findings, increaskd awareness of insurance is a very crucial issue to save the tourism business
after disasters to reduce loss that could be suffered. Tourism companies have to treat the insurance as
more important aspect of making large competitiveness. Mostly the insugram tourism industry is on
voluntary bases. Usually, if something is based on voluntary concept, mostly the companies treat the
insurance as an additional cost.

Tourism companies must deal with in the increase exposure to risk by increasimggttiéor capital
to allow for the additional volatility, or alternatively welesigned reinsurance programmes or the
equivalent, as well as increasing travel insurance premiums to pay for the additional risk and cost of
capital. Moreover, they must sea& change the policy wordings to allow for changes in risk.

¢KS LINRofSY A& (2 RSGSNN¥AYS GKS OFdzaSa ¢KAOK
disaster insurance plan. The answer includes cost of the disaster insurance and affordadibtyaints

of money allocation for insurance due to limited budget, risk perception whether to accept the risk or
transfer the risk, as well as lack of awareness of the insurance role in the post disaster recovery.

160

K



Finally, several steps shoube tracked to enhance the disaster insurance penetration to the
business community are: Strong relationship between Tourism companies (insured) and insurance
companies (insurer), Awareness programs, Public Educating, Government Involvement, Encouragement
for risk assessment, Risk based premiums at affordable rates, Special attention for tourism business
community because it is a high risk area and increase the effectiveness of the insurer.
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AN ASSESSMENT OF RHEATIONSHIP BETWBANAGERIAL COMPRTEES AND
EXEMPLARY LEADER®IRIRCTICES: CASETEGE LODGING INDUSTRYEBANON

Maraouch Fadila
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ABSTRACT

Facing the rising demand for improved quality, reduced costs, and constant innovation necessitates to
continuously upgrade knowledge, skills, amatbilities as essential for all leadership roles including those

held by top management. With management scholars racing to meet the aforementioned demand,

G/ 2YLISGSyOe az2RStAy3aé KIFLEa 06S02YS 2yS 2F GKS Yzail
profile jobs, select, as well as prepare the right person for the right leadership position. Moreover, scholars
introduced thed 9 E S Y LI | NB mpdél wikcd Alfaskai helsing managers lead their organizations

Y2NE STFSOGA@Ste 6KSNE GKSNB Aa || o0StAST GKFG GKS
aspire to become an exemplary leader by following the five practices characterizifagyiiner model.

In general, the lodging industry has plenty to benefit from adopting competency models in identifying
competencies necessary for current and aspiring leaders of lodging establishments and to stay
competitive it must identify the competencigequired for leadership not only for the present but also

for the future.

The aim of this explanatory research is to examine the relationship aianggerial Competencies, and

Exemplary Leadership practecef managers in the Lebanese lodging industrige design was a nen
experimental, quantitative, explanatory, correlational designgd has been conducted through an onsite
survey to collect data. Thesurvezd SR I Y2RAFASR GOSNBA2Y T R2LIGSR 6AGF
Managerial Competengyandthe Y 2 dzZI S& | Yy R t 2 & Yh® Migeét population congiSEIDE & @

254 conveniently selected general and department managers of hotels in Leb@ahermethods of data

analysis included descriptive statistics, Pearson product moment correlatiotgr faoalysis, and

hierarchical (forward) regression analyses that tested the research questions. Also, scales were examined

for reliability and validity.

Findings indicated that there exists a relationshigmong the Managerial Competencies
(Conceptual/Cretive, Leadership, and Interpersonal); and Exemplary Leadership practices of managers
in the Lebanese lodging industry. Outcomes of tbeearch help explore other industries in the country
where different business environments exist as well as replicatiather countries to further extend the

body of knowledge of Leadership practices globally.

Key Words Competencies, Exemplary, Leadership, Lebanon
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1 INTRODUCTION

In facing the rising demand for improved quality, reduced costs, and constant innovation, the need
to continuously upgrade knowledge, skills, and abilities is essential for all leadership roles including those
held by executives, managers, asdpervisors (Kay & Russette, 2000; Mirabile, 1997; Okeiyi, Finley, &
Postel, 1994; Tas, LaBreque, & Clayton, 1996). With management scholars racing to meet this demand,
competency modelintpas become one of the most frequently used techniques to help rorgéions
profile jobs, select, as well as prepare the right person for the right leadership position (Katz, 1955;
Sandwith, 1993).

Under the auspices of transformational leadership, Kouzes and Posner (1995) introduced the
Exemplary Leaderghmodel which aims at helping managers lead their organizations more effectively.
¢CKS FdziK2NBR 0StAS@S GKIFIG GKS @a3aINBFG LISNER2YE (KS2N
exemplary leader by following the five practices in their model (&ulth, 2007).

The purpose of this explanatory (correlational) study was to examine the relationship among the
Managerial Competencieand Exemplary Leadershipractices of managers in the Lebanese lodging
industry. The design was a quantita&jvexplanatory, correlational desigand has been conducted
through an onsite survey to collect datdhe target population consisted of 252 general managers and
department managers of hotels in Lebanwith a sample design that was considered a convecee
sampling plan. The methods of data analysis included descriptive statistics, Pearson product moment
correlation, factor analysis, and hierarchical (forward) regression analyses that tested the research
questions. Finally, all scales were examinedétiability and validity.

2 Literature Review

2.1 Leadership

TheNew York Timelsas rated Beirut as the number one destination to visit among ffoty most
compelling destinations around the world (Sherwood & Williams, 2009). Lebanon has fehdat of
the travel and tourism spotlight since its existence. Internal and extasivdl unrest and wars have
affected the country on all frontiers: socially, financially, and politically. However, relative stability in the
last two decades is finally starting to pay off especially in the travel and tourism sector which constitutes
aYl 22NJ LI NI 2F GKS O2dzyiNBEQa SO2y2Y@ O6[ Soly2y3 HnAN

Leadershih @ RSTAYSR +a aGKS FoAfAGe G2 AyaLANS O2yT¥
YSSRSR (i2 IOKAS@S 2NBFIYATFGA2y It 32 f & éd OR25 dzoSNRIYyATD S
action, orchestrated in such a way as to bring about significant change while raising the competencies and
motivation of all those involved K & A&aX | OlA2y 6KSNB Y2NB GKIy 2yS
(Bornstein & Smith, 1996, p. 2B2 In this study, the focus was on one specific type of leadership,

Exemplary Leadershis theorized by Kouzes and Posner (1995).
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For the past three decades, the most dominant leadership theory is concerned with differentiating
between two leadeship styles:transactionaland transformational (Tourangeau & McGilton, 2004).
Simply stated, transactional leadership is based on the concept of an exchange between leaders and
followers while transformational leadership goes beyond such an exchangedeteel where the leader
uses personal traits and relationships to influence followers (Nahavandi, 2009). Based on such interaction,
a transformation of attitudes, values, and behaviors occurs which facilitates major organizational change
as well as incrases organizational performance (Burns, 1978). Consequently, organizations that are
anticipating or embarking on major organizational changes would greatly benefit from implementing
transformational leadership practices. To achieve this, organizationgemiezing that leadership is
needed at all levels of the organization and not necessarily exclusively found among people in high levels
of the organization. Although such a statement can be promising for aspiring leaders, this is easier said
than done sice developing leadership skills is a much more complex process than developing a structured
skill (Dubrin, 2007).

Furthermore scholarly research asserts the need to constantly develop leadership theories in order
to maintain not only competitiveess but also sustainability.Exemplary Leaderships a form of
transformational leadership is among the latest leadership theories that is achieving promising results
(Kouzes & Posner, 1995Proclaiminghat leadership is not a reserve for a few luckgn and women,
Kouzes and Posner (1995) identified flseemplary Leadershippractices that enable leaders to get
extraordinary things done. Consequently, studying the relationship betWwéemagerial Competencies
andExemplary Leadership a new area of study associated with leadership effectiveness.

2.2 Exemplary Leadership

Exemplary Leadership a theoretical framework developed by Kouzes and Posner that has its roots
in transformational leadership (1995). Based on their research, Kouzes and Posner (1995) identified
human relations skills as the means through WwH&aders promote success within the organization. After
studying thousands of best leadership experiences, where leaders performed at their best, the authors
identified fiveExemplary Leadershppactices common to successful and effective leadership that can be
I R2LIGSR o0& lyed2yS ¢gK2 | OOSLIi & madél $he wes, linBpBeNdBskaled] OK I f
vision, challenge the process, enable others toaud,e n ¢ 0 u r a g e (KbuzesandHPesaer, 1995).
Each practice includes two commitments that were identified as leading to exemplary practice.

Kouzes and Posner measurEdemplary Leadershigsing the Leadership Practice Inventory (LPI).
The LPI is made up of thirty quests from which every six assess one practice. These questions describe
various leadership actions and behaviors reflected in the five practices mentioned earlier. There are two
versions of the LAelf and observer. The sel§sessment is completed hbye individual leader while the
observer assessment is completed by a peer, superior, or subordinate of the leader (Kouzes and Posner,
1995). In a metanalysis of 18 different leadership competencies, the LPI received top scores both in
psychometric soungess and in ease of use (Huber et al., 2000).
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2.3 Managerial Competencies

Understanding and studying managerial skills or competencies is a relatively new area of study that
has started with the research of scholars such as Katz (1955) andlMi@(1973). Over the past twenty
years, the question of what competencies managers need to be effective in their jobs has changed
considerably from an emphasis on technical abilities in the 1970s and early 1980s to a more personnel
management abilitiesocus in the late 1980s until the present time (Katz, 1955; Sandwith, 1993; Tas et
al., 1996).

A competency modehA & RSTAYSR a4 GKS a2dziLizi FNRY |yl feéa

¢

~

FTNREY | OSNI3IS YR 26 LISNF2NYSNERE 6aANIGAE ST MpdT:

performance rather than traits have been the focus of many researchers in the d@avhof the last
century (ChungHerrera, Enz & Lankau, 2003; Katz, 1955; McClelland, 1973; Sandwith, 1993). This focus
was due to the fact that performance is easier to identify and measure and is less likely to be
misinterpreted. The motive was to pgent a more useful approach that aims at understanding what good
executivesdo (i.e., skills exhibited in carrying out jobs effectively) instead of what good execatiges

(i.e., innate traits and characteristics) (Katz, 1955, p.33).

Y| G T @ach is hdsad on firsthand observation of executives at work coupled with field research
in administration and suggested that there are three basic developable skills which necessitate the need
for identifying specific traits that can also provide a usefay evaluating the administrative process.
These are: (Iyechnical(2)Human and (3)Conceptua{Katz, 1955, p. 34). In comparing and contrasting
the above skills, the relative importance of tliechnicakkill lies at the lower levels of the orgaaiion.

As the administrator moves further from the actual physical operation, the needrémhnicalskill
diminishes to the point it might become nonexistent due to the existence ofdahnicakkills of others
gK2 (G221 GKS | RYA ythisiévellthe adudmistratbdinighit 6til Beyaldle to derform
effectively if the other two skilld;lumanand Conceptualare adequately developed. Katz did not provide
measurements for his constructs; therefore, reliability and validity were not disdusse

{AyO0S (GKS Lzt AOFiA2y 2F YIGT1 Q& omdoppp0y &aiGdReéex
research. The most notable is the work of Sandwith (1993). Sandwith (1993) developed a model of
competencyDomairs that guides large organizatios their management training and development
LINEANF Yad {IYREAGKQA omdppod Y2RSt KIFIR AlGa 2NARIAY
by Katz (1955) in his wokills of an Effective Administratotn the following years, other renowned
researchers such as Mintzberg discussed this model and its application by a number of organizations
(Sandwith, 1993). These researchers found that there exists a broader range of activities used by
managers than as previously conceived. As a result, Hiamanskillfactor of the original concept was
becoming too general.

To solve this problem, Sandwith (1993) updated this category and divided it into three separate
Domairs which he labeledLeadership,nterpersonal,and Administratived / 2y a SljdzSy Gt e&sx Y|
original three category model was expanded to include five arekaabgerial Competencies Domairs
6y20Ay3 GKFG F YFEYylF3ISNRaE ¢g2N] Aa NINBite O2yFAYSR
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Gonceptual/Creative Domain: this refers to the cognitive skills associated with comprehending important
elements of the job. It should be noted that the creative term was added to encompass recent
understanding of functions related to brain and creativeulht.

The Leadership Domain: this domain provides a strategic link betwee@dheeptual/Creative Domain
and all other domains.

The Interpersonal Domain: this domain focuses on the skills for effective interaction with others.

The Administrative Domairthis domain addresses the activities that lie between tiderpersonal
Domainand the Technical Domain It refers to the personnel management and financial management
aspects and does not mean paper work and processes that are found in most aspeetsmfahization.

The Technical Domain: this refers to the actual work the organization does such as production standards;
work processes; monitoring, reporting and evaluating processes; and the knowledge and skills required
to implement them.

Sandith (1993) claimed that a competency model based on theseDmmairs can be very useful
for organizations because: (1) the model can develop a competency profile for a particular job to identify
the knowledge and skills requirements, (2) the competerecpiirements of an individual can be matched
to that for a particular job, (3) appropriate learning tools can be identified to accommodate competency
needs in one or mor®omairs, and (4) the model can provide a complete set of managerial competency
profiles which can aid in creating a comprehensive framework for training and development efforts of
organizations (p.45).

The Managerial Competencies Model is socially significant addressing essential issues about hiring,
training, and promoting teahiques in the discipline of management in general and sociology and
psychology in particular; and is useful in describing and predicting managerial effectiveness among those
aspiring leadership positions. Later, various researchers such as Kay andeR(2€#)) and Tas et al.
(1996) conducted studies that verified the propositions, or five areadlahagerial Competencies
providing empirical validity to this model. The major proposition with conflicting results is related to the
ranking ofTechnicabver Interpersonalcompetencies which necessitates the need for further empirical
evaluation in this area (Kay & Russette, 2000) while the most useful proposition is the dominance of
leadership competencies in those same studies. The model has been adaptiérent situations and
populations with over seventy studies referencing its use in recent management history.

The idea of testing for competence in the hospitality industry is credited to Richard Tas (1988) who
conducted what is considerdatie pioneering study that aimed at identifying important competencies for
hotel general manager trainees. Tas (1988) introduced a conceptual framework that identified three
categories: Essential Competencies, Considerably Important Competencies, ancaidiydbnportant
Competencies. Tas suggested that the most important competencies were focused on human relations
skills.
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and Okeiyi et al. (1994and had been adapted by Tas et al. (1996) to include another competency model
by Sandwith (1993). Several empirical studies such as that by Kay and Russette (2000) led to a special
focus onEssential Competenci€EC) and their significance in selectiom aecruitment of managers as
well as in the preparation of hospitality programs curricula.

9EFYLX S& 2F YI22N) aiidzRASa GKIG F2tt26S8R ¢l aQa a
focused on competencies in F&B management; Tas €1306() that focused on competencies related to
property management; Kay and Russette (2000) that focused on competencies related to general
hospitality management; and Chuitprrera et al. (2003) that presented a model focused on leadership
competencies neged for future hospitality managers.

Managerial Competenciesn the lodging industry were measured using the club manager
competency survey developed by Koenigsfeld (2007). The original survey consisted of three sections: club
and manager demogphics,Managerial Competenciesind ability and success measure with a total of
356 questions. Of those, the second section consisted oMgiagerial Competencigbat were placed
into fiveDomaira | OO02 NRA y 3 { 2CorfipetghBydbniak Pddel 6 m p o U

For the purposes of this paper, tihdanagerial Competenciateveloped by Koenigsfeld (2007) were
adapted to reflect those of the lodging industry instead of the club indu3tng same fie-point Likert
scale was used to measure tManagerial Competenciad managers in the Lebanese lodging industry.
Worth mentioning thathe competency model developed by Koenigsfeld (20G8used with permission
for adaptation to fit the purpose of thetudy. MoreoverJodging managers, in this study, are defined as
those who arel8 years of age or older, speak and write English fluently, are currently employed at a hotel
in Lebanon, and who are holding the title of at least a department manager inated.

2.4 Research Justification

Today, most large international companiggluding hospitality companiesre spread over the
world with leadership teams managing the global operations; such teams and their leaders have a critical
taskF KSF R 2F (GKSY RdzS (2 &KA 3 Ktb-Race BohtatS anl iSfredDelaf félldzNI f 6
scale team meetings. Their leaders are projected to them electronically or via videoconference. They
must constantly deal with the issue of weak comnftrf i = RA GSNBSyYy G @+ f dzSa FyR I
(Miller, 2001, p. 287). Evidently, disasters happen and whether they are natural or manmade, successful
organizations are realizing the importance of leadership and its valuable role in steering thé@pé&ya
safe harbor with the least possible damage.

Effective leadership andlanagerial Competencies a topic of local and global interest (Chapman &
Lovell, 2006; Chungerrera et al., 2003; Katz, 1955; Sandwith, 1993). Effective and competeiatrs
have been identified as crucial to organizations wanting to thrive locally, nationally, or globally. From
there, competency models have started to emerge based on studies from various researchers who
preached their usefulness on mulévels suchas increasing organizational performance, reducing
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executive turnover rates, improving training and development programs, and improving educational

programs to offer more compatible curricula. As such, having and continuously updating competency
modelingcan influence the performance of hospitality industry leaders in general and the lodging industry

leaders in particular to show better performance in competitive times (Dalton, 1997; Kay & Russette,
2000; Mirabile, 1997; Okeiyi et al., 1994; Perdue et24102; Sandwith, 1993; Tas, 1988; Tas et al., 1996).

It is noteworthy to mention that the investigation d¥lanagerial Competenciem the lodging
industry (before investigating relationships with other variables sucBxasnplary Leaderships anew
area of study that has only recently attracted the attention of researchers and practitioners in the field
(ChungHerrera et al., 2003; Kay & Russette, 2000; Okeiyi et al., 1994; Perdue et al., 2002; Tas, 1988; Tas
etal., 1996). While recommendatisiof studies done so far suggest the need to pursue research in more
hospitality-related industries and in various geographical locations; preliminary research using databases
of scholarly, peereviewed articles yielded no results ifanagerial Competenesand its relationship to
Exemplary Leadership the lodging industry. Moreover, no results were found of such relationship as
pertaining to the country of Lebanon. This was a major gap in the literature that is hoped to be filled in
by extending reseah in this field.

The topic of this study is researchable because all variables, research questions, and hypotheses
could be measured by scientific questionnaires and statistical analysis. This study is also feasible, because
it can be implemeted under reasonable time and cost limits.

2.5 Research Question

The aim of this study was to determine if there is a relationship betwWdanagerial Competencies
and Exemplary Leadershygractices. There is one major research question accompanied by one main
hypothesis (H) and five (5) stilypotheses. The main research question of this study was to empirically
AYy@SaidA3arasS GKS NBtFGA2yaKALl oSio6 2i8ed impddanteyot & S
Managerial Competenciesd Exemplary Leadershjpactices.
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2.6 Research Hypotheses

H1:  There is a significant positive relationship between perceived importance of Managerial
Competencies and Exemplargadership practices of managers in the Lebanese lodging industry.

Hla: There is a significant positive relationship between perceived importancklaofgerial
Competencieb Y R mi&de la t pgraeticevoinyafiagers in the Lebanese lodging industry.

Hlb There is a significant positive relationship between perceived importancélafagerial
Competencieb Y R iirKSp iar e a psabtiaerobmbnagerssnithe bebanese lodging industry.

Hlc: There is a significant positive relationship between gieed importance ofManagerial
Competencieb Y R ditK&!| lde n g e ptadtiee ofpnaragers & thé Lebanese lodging industry.

Hld: There is a significant positive relationship between perceived importanc®lanfagerial
Competencieb Y R éh&® ¢ & e r s praatice afenanagers in the Lebanese lodging industry.

Hle: There is a significant positive relationship between perceived importancklaoggerial
Competencieb Y R @ifKSo Wir a g e practice of mamagerd irf the Lebanese lodging gtigu

3 METHODOLOGY

3.1 Research Design

To examine the relationshipmong the Managerial Competencieand Exemplary Leadership
practices of managers in the lodging industry, a study was conducted on managers of lodging properties
in Lebanon. The design was a rexperimental, quantitative, explanatory, correlational designgd was
conducted through an onsite survey to colleettal. | v SELJX I yI G2NBE NBasSk NDK RS&
design in which the researcher is interested in the extent to which two variables (or mexarygathat
Ads 6KSNB (GKS OKFy3aS Ay 2yS @GFNARIFofS A3R7).NgEsed SO0 SR
on the literature review, there are no empirical studies that have examined the research question and
hypotheses outlined in this study.

The purpose of this research desigiasto test one hypothesis with H1 having fivesub-hypotheses
Multiple regressionanalysiswas utilized with SPSS to test thaforementioned hypotheses. The
independent variables arthe Managerial Competencied managers in the Lebanese lodging industry;
the dependent variable iExemplary Leadenip practices.

In this study, lodging properties congdt of property characteristics that include sleeping
accommodations among an array of serviceManagerial Competenciegeferred to the
Conceptual/Creativdnterpersonal, and_eadershigskills of nanagers based on a model developed by
Sandwith (1993); and tested by Koenigsfeld (2007) in the club management industry. Eixeitplary
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Leadershipeferred to five practices identified by Kouzes and Posner (198%)dél the way, inspire a
shared visin, challenge the process, enable others tq antlencourage the heayias essential for success
as an effective manager.

The survey contaid three parts where Part A coved the Demographic Profilef Lebanesananagers
participating in the surveyPartB covered the Managerial Competencieadapted from the instrument
developed by Koenigsfeld (2007), with permissiand partC covered the five practices oExemplary
Leadershipleveloped by Kouzes and Posner (1995) wéimission.

3.2 Sampling Plan

The target population consisted of general managers and department managers of all hotels in Lebanon.

Due to the relatively small size of the country and in an effect to maximize responses, the accessible
population was tle same as the target population. The main entity contacted is the Ministry of Tourism
AAYOS |ff K20Sfta | NS NBIddZANBR (2 200FAY LISNNAA&A?Z
regulations. Also,a ensure anonymity, only hotels with a minimwhfive managers will be contacted to

participate in the survey. The selection of participamtas based on certain criteria to enhance the

internal validity of the study. Fomélusion in this study, participants must be:

18 years or older

English speaking

Currently employed at a hotel in Lebanon

Holding the title of General manager or, at the minimum, a Department Manager of the hotel

The target and accessible population were the same for this study: the General Manager and Department
Heads holding the title of at least a Manager in a hotel whose position is indicative of leadership to a group

of hotel employees. Therefore, the final sample consisted of hotel managers and department managers
gK2 NBALRYRSR (2 KS mNBei®ths3dkey didem adwhds thelelighigtNI | R
criteria for this research.

Because this plan is categorized as a convenience sampling plan, the participation rate is not a key figure
to mention since only willing and eligible employees patited in the survey. Nevertheless, not all
returned surveys were usable surveys.

In this study, a total of thirty hotels were contacted to participate by sending an email to the general
manager and/or human resource manager of each hotel. From tlaeskpver a period of two months,

a total of 284 surveys were picked up from the various participating hotels resulting in 254 usable surveys
which constitutes a valid response rate of 89% (254/284)
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3.3 Survey Instruments

For this research, the questionnaire to be used was made up of three survey instruments. Part A was
developed by the researcher and measured themographic Profilof managers/leaders, Part B
measured theManagerial Competenciesf managers/leaders usingn adapted version of the Club
Manager Competency Survey developed by Koenigsfeld (2007). Part C measured the five practices of
Exemplary Leadershysing the LPI instrument developed by Kouzes and Posner (1995).

3.4 Data Collectiorand AnalysidMethods

Hotels with a minimum of five managers were contacted. Permission was requested from General
Managers of hotels prior to delivering and administering surveysompletion of the survey by
respondents was anonymousA box with a slit o top was left at the Front Desk where respondents
dropped off their finished surveys.

The data collected from the survey was analyzed usinéthtistical Product and Service Solutions, (SPSS)
version 19.0,an IBM product acquired by IBM in 2009 (Hejand Hejase, 2013, p. 5The methods of

data analysis included descriptive statistics, Pearson product moment correlation, factor analysis and
multiple regression. Validity of the instrument was enhanced by having Parts A, B, and C reviewed by a
panelof experts. All hypotheses were tested using a 5 percent level of significance:

To test H1, if there is a significant positive relationship betwbtanagerial Competencieand
Exemplary Leadershpactices, multiple regression was used.

4 RESULTS AND FINGHEN

4.1 Demographics

The sample indicated that respondents were almost entirely Lebanese (94.1%) with North Americans
(1.2%) and Western Europeans (2.8%) comprising less than five percent of the sample. The majority of
respondents wee between 18 and 34 years old (75.5%). Respondents over the age of 65 represented the
smallest age group (1.2%). Almost two thirds of respondents were males (69.3%) and about one third was
females (30.7%).

The majority of respondents had amdergraduate degree (44.1%) followed by those with a
graduate degree (25.6%) while those with a doctoral degree represented the smallest percentage of
respondents (2.4%). A little less than two third (60.6%) of respondents studied hospitality management
during their education period.
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The majority of respondents had an average of three years of professional experience in the lodging
industry (40.9%) followed by those with an average of eight years of experience (29.9%) with few
respondents having over snty years of experience in the lodging industry (2.4%). Almost two thirds of
respondents had an average of three years of management experience in the lodging industry (67.7%)
followed by those who have an average of eight years of management expenretieelodging industry
(19.7%). Most respondents had three years as an average for years employed in current position (83.9%).

The majority of respondents worked in hotel properties that had an average of 150 rooms (41.7%).
Properties that had an avage of 450 or more rooms represented the lowest category (1.6%). As far as
number of employees per property, 54.3% worked in hotels that employed an average of 150 employees
while only 3.6% worked in properties that employed an average of 450 or moreogegd.

Since only four and five star hotels were selected for the study, respondents who worked for five star
hotels as rated by the Lebanese government were 57.1% compared to 42.9% working for four star hotels.
As for property affiliation, the majority arked for chain hotels (61.8%) with the rest working for
independents (38.2%). Finally, 78.7% of respondents classified hotels they work in as city hotels compared
to 21.3 describing hotels they work in as resort hotels.

4.2 Frequency Distribution fdcPIl Survey

Worth mentioning that respondents in their assessment of all selected statements, allocated ten
scales ranging from 1: Almost never; to 5: Occasionally; and then 10: Almost always. For each of the five
practices, hotel managers respaed to six items related to their perception of the frequency of use with
which they used these items.

Model the way practice Model the wayencompasses two commitments that revolve around clarifying

gl tdzSa o0& FAYRAY3I 2y SQdidedg s welad ottng anyerampletoF dlighvidy y 3
actions with shared values. In this practice, the mean for each of the six behaviors ranged from 7.75 (sets
a personal example of what is expected) to 8.44 (follows through on promises and commitments).

Inspire a shared vision practicdnspire a shared visigoractice encompasses two commitments that
revolve around envisioning the future by imagining exciting and ennobling possibilities, as well as enlisting
others in a common vision by appealing t@edd aspirations. The mean for each of the six behaviors in
this practice ranged from 7.48 (talks about future trends influencing our work) to 8.13 (speaks with
conviction about meaning of work).

Challenge the process practic&Challenge the procegwactice encompasses two commitments that
revolve around searching for opportunities by seizing the initiatives, as well as experimenting and taking
risks by generating small wins and learning from experience. The mean for each of the six behaviors in
this practice ranged from 7.41 (experiments and takes risks) to 8.10 (makes certain that goal plans and
milestones are set.
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Enable others to act practicdenable others to agiractice encompasses two commitments that revolve

around fostering collaboration by building trust, as well as strengthening others by increasing self
determination and developing competence. In this practice, the mean for each of the six behaviors,
ranged from 7.39 (supports decisions other people make) to 8.67 (treats people with dignity and respect).

Encourage the heart practic&ncourage the heagractice encompasses two commitments that revolve
around recognizing contributions by showing appréoiato individual excellence, as well as celebrating

the values and victories by creating a spirit of community. The mean for each of the six behaviors in this
practice ranged from 7.66 (recognizes people for commitment to shared values) to 8.48 (gine te
members appreciation and support).

4.3 Frequency Distribution for Managerial Competency Survey

Part B of the survey was tidanagerial Competenc$urvey and contained 8@anagerial Competencies

for hotel managers or supervisors to rate regardind & NIi  yOS 2F dza S o . aSR
Competency Domain Modethe competencies were placed in thrd@omairs: Conceptual/Creative,
Interpersonal, and Leadership.this study an adaptation of Koenigsfeld (2007) resulted in tD@®airs
remaining the same. Each competency was rated on importance using a five point Likert scale where five
(5) was critically important and one (1) was not important.

Conceptual/Creative Domairzor theConceptual/CreativBomain hotel managers responded twelve
items (eleven items plus one overall item for themair) related to their perception of the importance
of use with which they used these items. TBenceptual/CreativBomainencompasses items related to
GKS 2NBFYAT FGA 2y Qanmen aeivideaydBvelgpiend; and atlap@tiorstg GhankiBg
circumstances (Koenigsfeld, 2007). The mean fo@bimainranged from 3.70 (Considers a broad range

2F FILOG2NAR GAYOGSNYyLf |FyRk2N SEGSNYylLtf GNByRaé 6KS

(Translates business strategies into clear objectives and tactics).

Interpersonal Domain. For thiaterpersonal Domainhotel managers responded to seventeen items
(sixteen plus one overall item for tHegomair) related to their perception of the importance of use with
which they used these items. Thimterpersonal Domainencompasses competencies related to
communication @inctions such as writing, speaking, and listening as well as interactions with others
including negotiations and providing feedback to employees (Koenigsfeld, 2007). The mean for this
Domainranged from 3.54 (Engages in social and causggiort communicabn with individuals outside

the organization) to 4.05 (maintains working relationships and good communication with all departments).

Leadership Domain. For theeadership Domajmotel managers responded to 31 (30 plus one overall
item for the Domair) related to their perception of the importance of use with which they used these
items. In addition to providing a link between t®mnceptual/Creativand otherDomain the Leadership
Domainencompasses competencies that link thoughts and ideas into a¢8andwith, 1993). Leaders
must be trustworthy role models that exhibit trust in followers and supporters as well as empower them
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to do their job effectively (Koenigsfeld, 2007). The mean for Elimainranged from 3.69 (Employs a
team approach to solvproblems when appropriate) to 4.18 (treats people with respect).

4.4 Reliability and Validity of the Measurement Scales

The survey was composed of three parts which included two scales that were used in this study. Part A

was developed by the researcher and contained questions related O dneographic Profilef managers

where managers worked. Part A had a total oftden dichotomous or multiple choice items. Part B was

the Managerial Competencgurvey by Koenigsfeld (2007), and adapted for this study, measured hotel
YIEYyF3ISNEQ LISNOSABSR AYLERNIFYOS 2F 02YLISGiSydAiSao 1
Domairs orClustes. Lastly, part C of the survey was tleadership Practices InventdtyPl), developed

0@ Y2dd Sa YR t2aySNIO6HnnHOUE YSIF&dZNBR K2GSt Yl yl 3¢
make up the LPI.

Prior to answering researchugstions and testing hypotheses, reliability and validity analyses were
conducted on each of the two scales to ensure the adequacy of their psychometric qualities. Exploratory
FIOG2NI FylrfeaAra FyR AYGSNYIf O 2aipkafosbitssfaes wabliSédA | 6 A £ A

I NByol OKQa | fDaKdirs/udtéslofithié ManagkridlBdnpetency survey ranged from .878
(Conceptual Creativ@luste}, followed by .894 (Interpersonal Domain) to .94&ddershifpomair) which

exceeded the minimm of .7 (Lee et al., 2005). For all thizemairs/Clustes, there were no items which

g2dzZ R aAIYAFAOLIYyGEfte& AYyONBFaAS / NRPyolOKQa Ff LKFE AF

I NPyol OKQa I f LK Bxenpla ledierdhipngesl frardNg2 0(KMdd€d tBeiwag) To .868
(Enourage the Heart) which exceeded the minimum of .7 (Lee et al., 2005).

4.4.1 Exploratory factor analysis for the managerial competencies survey

Factor analysis is used to identify groupsQustes of variables by reducing data from a group of
interrelated variables to a smaller set of factors (Field, 2009, p. 628). By extracting interrelated variables,
FIOG2NI Fylrfteaira SyadiNBa Iy AyadNdHzySydQa O02yadNHzi
TheManagerial CompetencieSurvey is compsed of 60 statements that are grouped under three main

Domairs (Sandwith, 1993 onceptual/Creative, Interpersonal, and Leadership

KaiserMeyerh f 1Ay 6Yaho |yR . FNIUEtSGiGaQa GSaid 2F { LIKSNAKOA
of items and the mdivariate normality of items (Field, 2009). In general, KMO test values between 0.7
YR ndy FNBE O2YyaARSNBR G3I22R¢3x @lfdzSa 0SisSSy noy

NS O2yaARSNBR GadzLJSND ¢ o CstStisHRud have aisigaificdnise vatup lgss @ N
than .05(p<.09 for factor analysis to be appropriate (Field, 2009, p. 660). In this study, KMO test result
glra dydpn FYyR . INIfSGiQa (GSad KIFIR I aiA3ayAiyddddl yoS o

the scale was appropriate.
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In the following step, Exploratory Factor Analysis (EFA) was conducted to examine the 60 variables that
make up theManagerial CompetencieSurvey and determine which ones were associated with which
Domainor Cluster To further establish construct validity of thdanagerial CompetencieSurvey,
exploratory factor analysis (EFA) using Varimax rotation was conducted on then6®lanagerial
Competenciescale. Factor extraction was initially based on eigeresgreater than 1.0. However, initial
extraction resulted in 31 factors. Subsequent factor extraction was based on a fixed number of factors to
extract, resulting in four factors that accounted for 52.30% of the total variance explained.

Generally, a lading of 0.4 is recommended for satisfactory EFA analysis (Field, 2009). This was the cutoff
used when computing the factor totals for each of the Managerial CompetBooyairs/Clustes. The
factor loadings were as follows:

Factor 1 [Leadership/Interper@nal) consisted of 23 items (1Readershipand four Interpersonal with
factor loadings ranging from .406 to .639. Facto€ar{ceptual/Creatieconsisted of eleven items that
all belonged to the samBomainwith factor loadings ranging from .447 to .66Eactor 3laterpersona)
consisted of six factors (fitaterpersonaland onelLeadershipwith factor loadings ranging from .422 to
.583. Factor 4leadershipconsisted of four factors that all belonged to tBiemainwith factor loadings
ranging from.414 to .589.

4.4.2 Exploratory factor analysis for the LPI

The LPI is composed of thirty statements where six statements measure each of the five key practices of
exemplary leaderanodel the way, inspire a shared vision, challenge the procesdgeeanthiers to acand
encourage the heart

Ly GKAa &adGdzRé> Yah G4Sad ¢61ra oodnu FYyR . FNIfSGdGQa
that factor analysis on the scale is appropriate.

In the following step, EFA was conducted to examine the thirty variables that make up the LPI and
determine which ones were associated with which practice.

To further establish construct validity of the LPI scale, exploratory factor analysis (EFAYargimax
rotation was conducted on the 3ifem LPI scale. Five factorapdel the way, inspire a shared vision,
challenge the process, enable others to, artdencourage the heanvere expected to emerge from the
analysis. Factor extraction was based eigenvalues greater than 1.0 resulting in four factors that
accounted for 65.30% of the total variance explained.

Generally, a loading of 0.4 is recommended for satisfactory EFA analysis; however, to ensure all items
loaded on to a factor, a cutoff of (b3s used (Field, 2009, p. 645). The factor loadings were as follows:
Factor 1 consisted of ten items (four encourage, three enable, two model, and one challenge) with factor
loading ranging from .460 to .805. Factor 2 consisted of nine items (two eéngpio enable, two
challenge, two encourage and one model) with factor loadings ranging from .470 to .749. Factor 3
consisted of five items (three inspire, one model and one challenge) with factor loadings ranging from
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498 to .724. Factor 4 consistedsif items (two model, two challenge, one inspire and one enable) with
factor loadings ranging from .449 to .760.

4.5 Results for Hypotheses Testing

Research Hypothesis 1

H1: There is a significant positive relationship between perceived importancéMafiagerial
Competencieand Exemplary Leadershactices of managers in the Lebanese lodging industry.

To test Hypothesis 1, multiple regression analyses using the hierardficalard) method were
performed to determine whether there was a significant explanatory (correlational) relationship between
each of theExemplary Leadershiferred to five practices rohodel the way, inspire a shared vision,
challenge the process, enalib¢hers to act and encourage the heajtas essential for success as an
effective manageias dependent variabland perceived importance of the three differemMlanagerial
Competencies (Conceptual/Creative Domain;-l@terpersonal Domain; -Beadership Doma) as
independent variables

Before performing regression analydtearsorRwas used to determine the statistical significance of the
correlations between the pairs of variables. Then regression model analysis was fully performed. Worth
mentioning that Collinearity statistics were examined to assure validity of the exercisesrped. The
Variance Inflation Factor (VIF) is a predictor of strong linear relationships with other predictors and may
be a concern if over 10, while tolerance should be greater than .10 (Field, 2005, p. 224). For all the models
produced in H1 regressionthe (VIF) ranged from 1.000 to 4.291, while the tolerance ranged from .240
to 1.000. These results were well within the recommended guidelines, suggesting multicollinearity was
not a problem for H1 hypotheseginally, although-tests are easiest toonceptualize as measures of
whether the predictor is making a significant contribution to the model, the standardized beta \(B)ues
provide a better insight into the importance of a predictor in the model. Therefore, the standardized beta
values(p) will be used to indicate the degree of importance in the best model (Field, 2009, p. 239).

PearsonR was used to determine the correlations betwegrerceived importance oManagerial
Competencies (Conceptual/Creative Domain:l@terpersonal Domair3-Leadership Domairgnd the 5
practices of exemplary leadership. Results showed significant correlations witiMaaihgerial
CompetenciesResults are presented in Table 1.
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Table 1: Pearson R Correlations between the Three Managerial Competenciesanldey Leadership
Five Practices

Managerial Competencies and Model the Way Practic Pearson R

p-value

Conceptual/Creative .362
Interpersonal 444
Leadership 522

.000

.000

.000

Managerial Competencies and Inspire a Shared Vi Pearson R
Practice

p-value

Conceptual/Creative .357
Interpersonal 424
Leadership 483

.000

.000

.000

Managerial Competencies and Challenge the Proc« Pearson R
Practice

p-value

Conceptual/Creative .368
Interpersonal .455
Leadership .526

.000

.000

.000

Managerial Competencies and Enable Others to Pearson R
Practice

p-value

Conceptual/Creative 374
Interpersonal 440
Leadership .528

.000

.000

.000

Managerial Competencies and Encourage the Hi Pearson R
Practice

p-value
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Conceptual/Creative .362 .000

Interpersonal 461 .000
Leadership .543 .000
Note p < .05.

Results of the regression analysis are presented next for eagbothesis.

Hla: There is a significant positive relationship between perceived importancéMahagerial
Competencieand themodel the waypractice of managers in the Lebanese lodging industry.

Using hierarchical multiple regression testing for a relationship between perceived importance of the
three Managerial Competencieand themodel the waypractice of managers in the Lebanese lodging
industry. The model had significaftvalue F= 12.345p =.000) withAdjusted R explaining between

31% to 33.7% of the variance. As such, the model was selected as the explanatory model to predict
YIEYylF3SNREQ LISND SMage§drial Eovhpaddenklehdyfie Sodd e waypractice.

Analysis of the individual predictors in the explanatory model indicated significant explanatory
relationships between one predictor and timeodel the waypractice. The standardized beta coefficient
(B) for the predictor indcated its relative importance in explaining theodel the waypractice results.
Leadershipvas the most important predictor in the modél=5.339p = .000,3 = .578) Thus, Hla was
partially supported.

H1lb: There is a significant positive relationship between perceived importancéMaragerial
Competencieand theinspire a shared visigoractice of managers in the Lebanese lodging industry.

A model was produced from the hierarchical multiple regression testing for a relationship between
perceived importance of théManagerial Competencieand the inspire a shared visiopractice of

managers in the Lebanese lodging industijhe model had sigficant Fvalue £= 9.441p =.000) with

Adjusted R explaining between 25.0% and 28.0% of the variance. As such, the model was selected as
GKS SELXIylI{di2NE Y2RSt (2 LINS RMatderialCopiperingidGhe LIS ND S A
inspire a sheed visiorpractice.

Analysis of the individual predictors in the explanatory model indicated significant explanatory
relationships between one predictor and thespire a shared visiopractice. The standardized beta
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coefficient @) for the predictor indicated its relative importance in explainmgdel the waypractice
results. Leadershipvas the most important predictor in the modgl= 3.683p = .000,3 = .415).

LeadershipManagerial Competencidgad a positive relationship with thaspire a shared visigoractice
indicating that managers with higher perceptions of the importance of tHdaeagerial Competencies
used theinspire a shared visigoractice more frequently.Thus, H1b was partially gported.

Hlc: There is a significant positive relationship between perceived importancéMariagerial
Competencieand thechallenge the procegwactice of managers in the Lebanese lodging industry.

A model was produced from the hierarchical multiple regression testing for a relationship between
perceived importance of theManagerial Competencieand the challenge the procespractice of

manages in the Lebanese lodging industryhe model had significaRtvalue, F= 11.035p =.000) with

Adjusted R explaining between 28.5% and 31.3% of the variance. The model was selected as the best
SELX FylFG2NE Y2RSt (2 LINBRA OliManageyd GofpeketrieshdSneO SA 3SR
challenge the procegwactice.

Analysis of the individual predictoia the best explanatory model indicated significant explanatory
relationships between one predictor and tleballenge the procegwactice. There is no need to indicate
the order of strength relationship sindecsadershipivas the only significant predicton the model(t =
4.817,p=.0008 = .535).

LeadershipManagerial Competencidsad a positive relationship with thehallenge the procegwactice
indicating that managers with higher perceptions of the importance of tHdaeagerial Competencies
used thechallenge the procegwactice more frequently.Thus, Hlc was partially supported.

H1ld: There is a significant positive relationshiietween perceived importance oManagerial
Competencieand theenable others to agbractice of managers in the Lebanese lodging industry.

A model was produced from the hierarchical multiple regression testing for a relationship between
perceived importance of th#anagerial Competenciesd theenable others to agbractice of managers

in the Lebanese lodging industryrhe model had signe&nt Fvalue, F= 11.264p =.000) and had the

Adjusted R explaining between 28.9% and 31.7% of the variance. As such, this model was the best
SELX FylFG2NE Y2RSt (2 LINBRA OliManageyd GofpekescieshdSeD SA SR
enable others to agbractice.

Analysis of the individual predictors ithe explanatory model indicated significant explanatory
relationships between two predictors and thenable others to acpractice. The standardized beta
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coefficient @) for each of the predictors indicated its relative importance in explainingttebleothers
to actpractice results.Leadershipvas the most important predictor in the modél= 5.143p = .000,3
= .565).

LeadershigManagerial Competencigsad a positive relationship with thenable others to acpractice
indicating that managers with higher perceptions of the importance of tHdaeagerial Competencies
used theenable others to agbracticemore frequently.

Hle There is a significant positive relationship between perceived importancéMarfiagerial
Competencieand theencourage the heanractice of managers in the Lebanese lodging industry.

A model was produced from the hierarchical multiple regression tegting relationship between the

ten Managerial Competenciemd theencourage the heanpractice of managers in the Lebanese lodging
industry. The model had significaRvalue, F= 12.599p =.000) and had\djusted R explaining between

31.4% and 34.1% of the variance. As such, this model was selected as the explanatory model to predict
Yyl 3SNARQ LISND SMage§drial Eormpatentlehd/ti@éhcolrage the heapractice.

Analysis of the individual predia® in the explanatory model indicated significant explanatory
relationships between one predictor and ttencourage the hearpractice. The standardized beta
coefficient @) for the predictor indicated its relative importance in explainemgouragehe heartpractice
results. Leadershipvas the most important predictor in the modgl=5.222p = .000,3 = .563)

Leadership Managerial Competenclesd positive relationships with thencourage the hearpractice
indicating that managers with high@erceptions of the importance of thoddanagerial Competencies
used theencourage the heagractice more frequently.Thus, H4e was partially supported.

5 DISCUSSION AND CONCLUSION

The importance of competency models lies in their ability to accurately develop job profiles as well as in
LISNF2NXIFYyOS FLIINYA&Lfa o0& NIGAYy3a |y SyLXz2eS8SQa S
selected by the organization (Mirabile, 19973andwith (1993) added that the value ofCampetency

Domain Models particularly important for large organizations because it provides an excellent template

that guides training programs in profiling job competencies and identifying heeded competéoraesh

managerial level.

Large organizations with multiple managerial levels are great beneficiariadgerial Competencies

(Katz, 1955); however, the hospitality industry in general and the lodging industry in particular have plenty

to benefit from adopting competency models in identifying competencies necessary for current and
FALANARY3I £SIFRSNA 2F f2R3IAy3I SadrofAakKYSydao Ly @
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that want to stay competitive must identify the competencies required ooly for today but also for
G2Y2NN2 Q& AYRdzAGNE f SIFIRSNAEKA LD 9EAAGAY3I NBA&SIND
already proving to be fruitful for many hospitality organizations. Prior studies in the hospitality industry,
however, eplored only competencies needed by lodging managers or leadership styles required for
successful leadership in the lodging industry independently. This study was the first to combine theories

of managerial competency modeling and a currently popular destiip style, namelyExemplary

Leadership CdzNI KSNXY2NB>X oFaSR 2y GKS NBaSkNOKSNDRa fAd
to use thelLeadership Practices InventdiyPl) by Kouzes and Posner. Therefore, this study extended
previous researh to a new area of study as well as a new culture and thus contributed to the existing

body of knowledge.

The purpose of this neaxperimental and correlational (explanatory) study is to determine if there is a
relationship between Lebanese lodging inddé& Y I y I ISNEQ LIS NOMana&iR A YLZ2 N
Competencieand Exemplary Leadershgactices.

5.1 Research Hypothesis 1

H1: There is a significant positive relationship between perceived importancéMaragerial
Competencieand Exemplary Leadershactices of managers in the Lebanese lodging industry.

Hypothesis 1 tested for a relationship between the perceived importandéasiagerial Competencigs-
Conceptual/Creative Domair:l@terpersonal Domain;-Beadership Domaimand the five practices of the
dependent variableExemplary Leadership-(iodel he way, 2inspire a shared vision;@allenge the
process, 4€nable others to actand 5-encourage the hea)t Therefore, Hypothesis 2 had five separate
sub-hypotheses.

H1 was supported. All of the five stigpotheses (H1la, H1lb, Hlc, H1d, and Hlegwertially supported

indicating that there is a relationship between perceived importancdahagerial Competenciesnd

each of the five practices @xemplary Leadershig f § K2 dz3 K GKAa &addzRéQa € AdGSNI
previous research that stueld the relationship betweerManagerial Competencieand Exemplary
Leadershigractices instruments, studies using similar constructs supported findihgisle 2 presents a

summary of results for H1 and its stigpotheses.The analysis of results follows.
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Table 2: H1 Summary Results

— o a

2 8 =
Hypotheses g o 5

Q o =

S 3 < | Results

o =] 9§

H1 | There is a significant relationship between the perceiy Partially
importance of Managerial Competencieand Exemplary Supported
Leadershippractices of managers in theebanese Lodgin
Industry.

Hla |Manageri al Competenci es ; K Partially

Supported

Hlb |{Manageri al Competenci es ; K Partially

Supported
Hlc |Manageri al Compet eRrocess s ] K Partially
Supported
Hld |[Manageri al Competenci es ] K Partially
Supported
Hle |Manageri al Competenci es ; K Partially
Supported

Leadership Managerial Competendiesl positive relationships with theodel the way, inspire a shared
vision, challenge the process, enable others to acti encourage the hearpractices indicating that
managers with higher perceptions of the importanceLefadership Competenciased all five practices
more frequently. Findings were supported by study results by Tas et al. (1996) who stressed the
importance of modeling the wagnd coaching in both training and education programs. Chathoth and
Olsen (2002) study results tieadershigharacteristics of lodging firms in India reported that challenging
the process championed by their president who is designated as Chief Diserganizcore value for
good Leadershipcharacteristics. Chathoth and Olsen (2002) study resultseadershipreported that
empowerment and enabling employees though education, training and skill development as well as
rewarding and recognizing employeesinfilar to encouraging the heajtare core values for good
Leadershipcharacteristics. They further reported that providing a clear vision was important for
incorporating change into the business strategy and the organizational structure of the company.
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Furthermore, Churnderrera et al. (2003) study results indicated that fostering motivation (similar to
encourage the heart), developing others (similar to enable others to act), and embracing change (similar
to challenge the process) scored high under tHe#adershigfactor. Kay and Russette (2000) study
identified role modeling as essential competencies common to more than one functional area or level of
management. Mwendia (2006) study results on lodging industry in Kenya and the East African Region
indicated that personal role modeling, having a clear shared vision, empowerment, and enabling others
to act as part of peopld.eadershipcompetencies showed moderate positive relationship between
leadership and profitability on rooms (POR). Mwendia (20@@her indicated that empowerment and
enabling others to act showed moderate positive relationship between leadership and profitability on
rooms (POR). Solnet, Kralji, Kay, and DeVeau (2008) study results on expectations of industry
professionals from sidents upon internship completion reported that role modeling competencies
topped the list ofLeadershifppomain

To summarize the results for the research question of this study, the following is presented. Managers of
the Lebanese lodging industry whadhhigher perceptions of the importance béadership Managerial
Competenciessed themodel the waythe inspire a shared visigthe challenge the procesthe enable

others to actand theencourage the heagractice more frequently.

The aim of this stdy was to examine the relationship among tlanagerial CompetenciesmdExemplary
Leadershigractices of managers in the Lebanese lodging industry. Findings of this study supported the
hypothesis, therefore confirming the relationship between the independent variables and dependent
variable used in this study.

5.4 Implications

In the world d business management, futurists are predicting that the next 25 years will bring more
change than what the world has seen in the last 100 years. If their predictions turn out to be true,
adaptationto innovationmust progress with the same speed of thisticipated change (Kipp, 2001). In
order to achieve this goal, leaders must be prepared to face the leadership challenges that the future
holds. For the lodging industry in Lebanon, hospitality leaders have a particularly daunting task in
preparing curent and future leaders to successfully resume or assume the managerial responsibilities
that lie ahead.The implications for this study are as follows:

Hospitality educators have agreed on the need to have an educational balance that combines theoretical
education with practical experience and training (Okeiyi et al., 1994). This study supports these
recommendations. Both educators and industry professionals from the private sector should coordinate
efforts with relevant offices from the public secter drder to provide the Lebanese hospitality industry
with a labor force that is competent in managing hospitality related operations.

Similar to what Tas et al. (1996) proposellimanResource departments in the Lebanese lodging industry
should consider adding competencies required for management positions in their hotels, in addition to
job descriptions. Later on, supervisors can rate manager trainees on a checklist of competencies
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performed and most importantly, manager trainees can evaluate themselves against the checklist to
identify areas of improvement.

This study will help Lebanese hospitality curricula in developing programs for entry level management
positions that would betteprepare graduates to meet current industry needs.

Leadership Managerial Competencisas perceived as the most important in relation to LPI since
Leadership Competencieglicated a positive relationship with all five practicessskemplary Leadership
Therefore, stakeholders should focus on and enrich such skills in HR practices and educational curricula.

5.5 Conclusion

In facing the rising demand for improved quality, reduced costs, and constant innovation; the need to
continuously upgrade knowledgskills, and abilities is essential for all leadership roles including those
held by executives, managers, and supervisors (Dalton, 1997; Kay & Russette, 2000; Mirabile, 1997; Okeiyi
et al.,, 1994; Perdue, Ninemeier & Woods, 2002; Sandwith, 1993; Tas, Ta88&t al., 1996). With
management scholars racing to meet this demacainpetency modelingas become one of the most
frequently used techniques to help organizations profile jobs, select, as well as prepare the right person
for the right leadership position (Katz, 1955; Sandwith, 1993). According to Sandwith (1993), the best
solution can bedund in creating a comprehensive competency model that delineates a distinct hierarchy

of knowledge, skills, and abilities (referred to as competencies by Sandwith), required for effective
managers (p.43).

5.6 Limitations

The focus on Lebamonarrowed the scope of the sample geographically to may possibly be
interpreted as a convenience sampling plan. Therefore, results may not be generalizable beyond the
specific population from which the sample was drawn since each country has its unitue tat may
encompass economic, political, religious, and traditional values

The results of this study are meant to represbktanagerial Competencig¢e Exemplary Leadership
practices of managers in the lodging industry within the countrieifanon. Hence, results may not be
applicable to other industries, because each industry has its own leadership style, organizational culture,
levels of job satisfaction, working hours, and reward system.

The study does not take into consid¢ion any unpredictable internal or external factors, such as
financial difficulties, political difficulties, or war; nor maezoonomic factors or indicators such as
unemployment rate, Gross Domestic Product (GDP), or Consumer Price Index (CPI).

Other profile variables, not studied in this research, and which need to be addressed are the
professional and organizational profiles.
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5.7 Recommendations

This study was the first to provide a research on whether a relationship betwéanagerial
GCompetenciesand LPIpractices exists in the lodging industry in Lebanon. Several recommendations are
suggested as follows:

Lebanese educators must continue to keep abreast of industry expectation and incorporate them into
hospitality management curriculaas competences requirements change, curricula must be updated
accordingly.

Hospitality educators should conduct a longitudinal follow up study to assess whether their graduates
actually demonstrate the competencies expected by general managers and hotel companies in Lebanon.

Since the Ministry of Tourism is studying updatedesubnd regulations, it would be interesting to
duplicate this study under the new laws. The results of determining if there is a relationship between
Managerial CompetenciesidExemplary Leadershiactices could then be compared in both studies to
obseave if any differences occur, especially those relateddministrativecompetencies.

Regardless of whether changes by the Ministry of Tourism are incorporated, this study is considered a
snapshot in time and therefore, must be replicated over time tdedmine whether competencies
perceived importance have changed, or whether competencies need to be added or eliminated.

The same study could be conducted in other industries such as the banking industry or the education
industry to observe if there are amglationships betweerManagerial Competencieand Exemplary
Leadershippractices. Results may reveal similarities or differences that can have national repercussions
on both industry and educational preparations.

The same study could be conducted in atkeuntries in the MENA (Middle East and North Africa) region
with the same sample of the same positions in order to further investigate the relationship between
Managerial Competenciemd Exemplary Leadershjgactices. This would help in extending tady of
knowledge in this field tremendously as recommended by Hodgetts (as cited in Amunckmanee, 2002) who
indicated that althoughLeadershipis widely recognized as a significant study of international
management, however, little has been done to systénaly study and compareeadershimpproaches
throughout the world since most studies have focused on specific countries or geographic areas.

Future studies could be reversed to include the input of subordinates in order to test how they observe
the relationship betweemManagerial Competenciemd Exemplary Leadershpractices especially those
related toLeadershigcompetencies which revealedpmsitive relationship when it comes teeadership
Managerial Competenciesd all five practices dxemplary Leadership

CAylLftftes AG Aa AYLERNIIFIyd (2 NBLSIFIG GKS NBaASHNOK |
demographic, professional and organizational profiles and the managerial competencies.
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Abstract

The existence of tourism resources is a key factor and competitive advantage for countries whaary
be developedi he shift to a more sustainable tourism development underlined the need to create new
tourism products, which would match the shift
one. The pursuit of sustainability through SIT develapent and planning is in the framework of the
current study.

Key word : tourism resources, SIT, sustainability, tourist motives

Introduction

Tourists, travel to pursue personal interests, enjoy other environments and nurture personal needs and
wants. Thetime and effort people put into tourist travel are therefore valued differently from other
goods and services. Tourism, howadays, has become far from being dependent on samesea and
holiday and it has become a phenomenon that integrates with requeststs as entertainment, sport,
excitement, discovery of culture, and gaining of health. So, demands for places with a wide variety of
services and high quality have increased as much as those for conserved, extraordinary, interesting
and isolated places. Plees that create demands for tourism have acquired these features depending on
the presence of some of their strengths.

The tourist resources besides natural (climate, natural environment etc.) and cultural
(tradition, cultural events, local customs etc.)lao include infrastructure and services that contribute
directly or indirectly to tourism development (hotels, agencies, transport and communication
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networks, etc.). The continuous increase of tourist countries and regions in worldwide level requires

parallel development, promotion and management of all types of tourism resources. Recent years it is
observed a dynamic trend of development in technological made resources (theme parks, tourism and
recreation areas).

1. The Pursuit of Sustainability*

According to the World Tourism Organizationd defi
of the present should not undermine the fragile ecosystems or jeopardize the ability of future
generations to meet their own needs. The the pillars of sustainable development: social, economic

and environment al are inseparable. OSustainable t
economic, social and environmental impacts, addressing the needs of visitors, the industry, the
environment and host communities.

The sustainability and marketing tool provides an introductory bridge between the two
specialist fields of marketing and sustainability. The identification of key opportunities for
sustainability should be through understandg customers and market, assessing the sustainability
attributes of the organisations products and services and determining which sustainability issues have
the greatest potential for use in a marketing campaign.

Sustainable tourism requires the participain of local residents and businesses at the planning
stage. The effective collaboration among different stakeholders from the government, tourism boards,
businesses and local communities is crucial to successful sustainable tourism management and
operations.

The basic principles and objectives of an approach to tourism from the perspective of
sustainable development according té/orld Conferenceon Sustainable Tourism, LanzaroteCanary
Islands, Spain 1995are (Cocossis, Tsartas, 2001):

9 Sustainability intourism development means that it should be environmentally friendly now
and in the future, as well as economically viable and socially equitable for local communities.
9 Tourism should be in harmony with the natural, cultural and human environment.

1 Tourism should ensure its effects on cultural heritage and tradition of the local community.
1 An active contribution of tourism to sustainable development requires joint actions and of
all the public and private sector bodies and effective coordination mextisms at all levels

(local, regional, national, etc.).

1 Primary objectives in tourism development should be the preservation of the tourist
destination and servicing capabilities of tourists in a strategy for sustainable development.

9 Tourism should be basé on exploring opportunities for local communities, contributing the
most to the local economy.

9 Tourism should effectively contribute to improving the quality of life for all and social
cultural enrichment of each destination.

1 The central government and rated bodies with the participation of local government and
NGOs, should take actions that contribute to the integrated planning of tourism
development.
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9 Priority should be given to actions that contribute to the protection and promotion of the
environment and integration mechanisms of environmental costs on investment and
assistance for tourism.

The environmentally and culturally sensitive areas should receive special care.

In the research for alternative forms of tourism, priority should be given tthose that

contribute to a sustainable development perspective, with respect to the natural and cultural

environment.

9 Particular attention should be paid to the dissemination and exchange of experience and
knowledge to actions and technologies that integie tourism in sustainable development
strategy.

1 The policy of sustainable development in tourism requires the support and promotion of
environmentally friendly tourism management systems.

1 Particular attention should be paid to the role and environmental ipact of transport, use of
alternative energies and waste management.

1 The adoption and implementation of environmentally friendly conduct is important for all
actors in tourism.

1 Awareness of all is essential for the implementation of the above principlesdavbjectives.

= =

2. Major changes in tourism demand and supply; The Special Interest Tourism (SIT) growing
Market 2

The major trends mainly in demand (tourists and tourism businesses) but also in supply (locals
and local planners) constituted a rapidly growig and extremely diversified market-regarding
especially motives and infrastructurel-urthermore, the development of SIT is an inseparable part of
the regeneration programs in mature mass tourism destinations in order either to renew their
traditional products or to differentiate and target new markets or market segments.

The major trendsof this enormous change in the overall development of Tourism the last 30
years are the following:

Tourists prefer more independent modes olrrdwelsame period tourists started questioning
the basic characteristics of mass tourism: this type ofgamization did not leave room for freedom to
the tourists which chose this pattern of travel. Tourists started seeking a more independent type of
travel by choosing: the timetable, the destination, the accommodation, the means of travel, the prices,
the sitesto-visit etc. Additionally, the internet has contributed heavily to this trend because it provided
the user with information, the opportunity to crosscheck prices and book ofline.

An increased number of trips in combination with high travel engp@nalitel and tourism has
gradually become an inherent component of the social and economic status of the middle class in the
developed countries. The development of the SIT market is linked to an increased number of domestic
and outbound trips during the last thirty years and significant increase in family spending on traveling
every year. The tourist is now traveling more and consequently chooses different types of travel (in
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terms of duration, price and motive) and is thus boosting this new market (SITrhe tourist needs to
make difficult choices between different products and destinations as the disposable income sets
specific limits.

Table 1. SIT based on motives of tourism (Coccosis, Tsartas, Gkrimpa, 2010)

Acquaintance (accommodation, tour, | Culture, region, science and education,
sport) with the nature and the outdoors promotion of products and services

A Agrotourism A Cultural
A Ecotourism A Religious
A Skiing A Educational
A Mountaneering A Urban
Business reasons Sea (tour, sports, accommodation and
A Conference leisure)
A Exhibit A Maritime
A Incentive A Yachting & sailing
A Personal Business trip A Cruise

A Water sports

Social reasons, health and quality of life | Hobbits, combining leisure and tourism

A Spal Therapeutic A Casino

A Medical A Theme parks
A Wellness A Golf

A Social A Adventure

A Tourism for Special Nepdsple A Mega events
A Senior tourism

Holidays, organised real estate holiday
homes and timeshare

A Holidays organised

A Real estate cottages

A Timesharing
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The notion oblocalityp and the bottomp planning positively affected the development. of SIT
According to the principles of sustainable development, locality and botteap planning were adopted
by tourism regions that sought an integrated approach respecting localtacg. The issue of locality
was raised by tourism academics, local planners and inhabitants of the tourism regions, who supported
that: a development plan should take into account the specific features of the local economy, society,
environment and culture Contrary to the mass tourism development pattern that has a negative
impact on the tourist destination mainly due to the infrastructure and the touristification of the local
community, the development of SIT can contribute to the development of differetypes of tourism.
The bottom-up planning approach ensures the involvement of the locals in planning as well as the
implementation of basic sustainability principles. Therefore, many tourism regions are now pioneers
in SIT infrastructures and services.

Tourists are now choosing a more active and rich travel eXpqranadial tourism is becoming
more and more important. The trip functions as an opportunity for the tourist to learn the history,
culture, and environment and interact with the local soety. Moreover, tourists seek a variety of
activities at the destination they visit (in contrast to the passive type of travel experience that the
organized mass tourism pattern offers). Both these trends constitute the essence of SIT: it offers more
active vacations and travel experiences by urging the tourist to develop a different relationship with
the destination.

Tourists, especially after the 80's, started traveling for more than one reasons or for more than
one dominant reason. This was the result af change in motives: tourists wanted to do more things
than just take a vacation. The new type of multimotivational client wanted to make use of different
tourism services and infrastructures in the tourism resort he/she visited. This also forced local
governments and local entrepreneurs to develop new products in order to diversify their supply and
match the new type of demand (Agrotourism, Ecotourism, Cultural Tourism etc). Thus in many
tourism regions we have now besides the traditional vacation tourisinfrastructure a number of
services provided for this new products which may have different characteristics in their organization
and management. A huge turn both in offer and demand was thus the result :beside the traditional
massive vacation tourism prduct we had a vast number of tourism products related to a demand for
totally different motives: Environment, Education, Rurality, Heritage, Culture, Sports, Health,
History, Congresses, City breaks, Hobbies of all shorts, Casinos, Profession, Experiertiavels,
Adventure Travels, Thematic Museums ,Thematic Parks etc. This evolution posed a large number of
issues for the tourism regions and first of all to create the necessary and specialized infrastructure for
this new type of demand.

3. Constructing To urism Resources®

Tourism resources could be defined as those factors that make it possible to produce a tourism
experience and include culture (Avilad wall, Grea
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environment (Birdwatching in Lesvos, Amazon Forest, Sarek National Park in Sweden etc.),
infrastructure (transportation, accommodation, health, natural).

A tourism resource as a tourism destin@ianhas to admit that the management of massive
vacation Tourism was an in many cases a rather eamsk for tourism regions planners. Most of the
decisions regarding demand were taken outside the regions, the "product" was organized and thus
easily managed. Two issues than had to be deaed with: promotion and the management of impacts.
This is not the cae with the new era of having a usually big number of Tourism products in tourism
regions with different characteristics, season, clientele, management needs etc. The principles of
Sustainability are the proper tool for sustainable local development in @mea which has different
tourism resources and thus products (Vacation Tourism and SIT).

A tourism resource as a tourism destin@ie@nhas to admit that the management of massive
vacation Tourism was an in many cases a rather easy task for tourism regiglanners. Most of the
decisions regarding demand were taken outside the regions, the "product” was organized and thus
easily managed. Two issues than had to be deal with: promotion and the management of impacts.
This is not the case with the new era difaving a usually big number of Tourism products in tourism
regions with different characteristics, season, clientele, management needs etc. The formulation of a
DMO which will operate both as an observatory of Tourism (Demand trends, Supply needs etc) and
a management and promotion tool for the region is of a crucial need in a much more competitive
international environment. The principles of Sustainability are the proper tool for sustainable local
development in an area which has different tourism resourg@nd thus products (Vacation Tourism
and SIT). Examples of tourism resources which became tourist attractions:

Ecotourism of Costa Rica

One of the most {giverse regions in the world, divided in 20 natural parks

8 biological reserves asdriées of protected areas that captivate ecotourism lovers.

Hi ghlights: National Parks, rivers and | akes,
canopy tours, birdwatching

Tortuguero National Park is especially famous for seeestirilp that takes place every year, and the
natural canals that abound with protected species such as crocodiles, manatees, and otters

Charles Dickens Museum:

Number 48 Doughty Street was an important place in Charles Dickens's life wheremel@&3ided f

until 1839.

Two of his daughters were born there, hindesteMary died aged 17 in an upstairs bedroom and

some di c k e nlovédnovdisavere written there, inclWingr TwisandNicholas Nickleby.

The Charles Dickens Museurdt®ol t he wor |l d6s most i mportant <col |
novelist and social campaign. Holds over 100,000 items including manuscripts, rare editions, personal
items, paintings and other visual sources.
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Museum of AuschwiBirkenau

The Auschwitz Memorial is more than extensive grounds and original camp blocks, barracks, and guard
towers. It is also tens of thousands of objects of a special nature, special meaning, and special symbolism.

Above all, it is the personal possessions byalegurtees and found at the site after liberation. They

make up a unique collection of items connected with the suffering of the people deported to Auschwitz t
be killed immediately, and with those forced into slave labor by the Germans.

It is also thebjects connected with the life of prisoners in the camp, which bear testimony not only to the
primitive living and hygienic conditions and starvation, but also with attempts to preserve humanity
behind the barbed wire of Auschwitz.

The Museum collecti@iso contain objects connected with the SS garrison, the perpetrators of the

crime.

Museum of QIN Terracotta Warriors and Horses, China

The Terra Cotta Warriors and Horses are the most significant archeological excavations of the 20th

century.

Life sizeerracotta figures of warriors and horses arranged in battle formations are the star features at the
museum. They are replicas of what the imperial guard should look like in those days of pomp and vigor.
The museum covers an area of 16,300 square meters.

There are columns of soldiers at the front, followed by war chariots at the back.
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ABSTRACT

We are in a period of tourism that in terms of demand trends dominates the need for personalized
experiences, and to this end, SMEs play a key role in providing adequate products and services to
tourists, responding to their more specific requirements.

In the present study, we present a case study of the pilot project for the development of a Health Tourism
Network in the Peloponnese, Greece, a series of networks and clusters as a framework that provides
SMEs with innovative opportunities to operate in a competitive tourist environment. A review of the
relevant bibliography on clusters, networks and innovation in the field of tourism business takes place and
then focuses on the specific issues of Health Tourism.

The pilot project implemented in the Peloponnese in Greece on the Health Tourism Network is used to
discuss the process and consequences of developing networks and clusters in tourism. However, cluster
development should not be considered a simple and spontaneous process due to the nature of the
businesses involved but as a very complex process associated with strong stakeholder cooperation.

Keywords: health tourism, networks- clusters, Peloponnese Greece, synergies

INTRODUCTION

Consumer trends are constantly changing, developing a more fragmented, niche and sophisticated
market focusing on the unique activities offered in the places they visit (Nylander & Hall, 2005). At a time
when tourism is dominated by demands for personalized experiences, tourism small and medium-sized
enterprises (SMESs) play a key role in providing adequate products and services to tourists, responding to
their specific interests and needs.

SMEs in Greece are also the main body of enterprises with a strong family management (Michael, 2003,
2004, Poon, 1994). Today in both Greece and the rest of the world there is a limited debate about
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whether the creation of networks and clusters can be used as an innovative process to support the
tourism business of SMEs and contribute to local development.

In the context of this work, networks and diagonal arrays should be seen as a framework that provides
innovative SMEs with opportunities to operate locally and in a globalized business environment.

The Peloponnese Health Tourism Cluster (PHTC) experience in Peloponnese in Greece is used as a
benchmark for discussing the process of networking and clustering, to understand the implications of
innovative SME practice through cooperation and alliances, to understand the opportunities are offered
by the interactions of coastal / rural / urban SMEs and emphasize the importance of sustainable use of
local resources.

In the Peloponnese, private sector leaders are working together to identify solutions to key regional
competition issues such as the decline of some coastal areas, the need to diversify the countryside and
the complexity of urban regeneration. Through the stimulation of networking (eg workshops and
meetings), the provision of infrastructure (eg joint meeting and training infrastructures such as campus
facilities and cluster members), knowledge transfer (collaborative work of experts on different sectors) the
exchange of best practices (ie benchmarking of specific practices), local SMEs have succeeded in joining
a self-contained business cluster.

1 LITERATURE REVIEW

In recent years, several attempts have been made to use networking, clustering and clustering theories to
explain the role of tourism in the recovery of local development and stimulate regional development.
Rosenfeld (1998, p. 4) defines "grouped geographic concentrations of interdependent enterprises with active
channels for business transactions, dialogue and communications and that it shares common opportunities
and threats".

According to Christensen, Mcintyre and Pikholz (2002), teams are more likely to compete nationally and
globally when their businesses compete and work together at the same time. Through this new services
and products are developed and a sustainable competitive advantage can be achieved

Knoke and Kuklinski (1983, p. 12) describe the networks as "a particular type of relationship that connects
a set of individuals, objects or events." Porter (1998, p. 78) defines "geographic concentrations of
interconnected companies and organizations in a particular region, linked to common features and
complementarities”". These two definitions can be used as a general model for the travel and tourism
industry with niche markets gaining from networks and building clusters as they create their own tourism
function and offer increased economic and social benefits to the local community involved.

It is important to link the cluster to the market (nationally and globally) in order to remain competitive and
to build links with R & D entities, such as academic institutions.

Most European countries already have existing or emerging cluster plans. In 2003, Belgium, for example,
had 23, France had 100 existing and 80 developing groups and the United Kingdom, with 154 in total, was
the country with most projects.

However, it should be noted that most of these countries have not yet developed a cluster policy. In Italy,
clusters are widespread and are part of the traditional economic process without legislation. The
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Netherlands and Austria have many years of experience with cluster policies but have to identify gaps
between policy measures and cluster needs.

Denmark and the United Kingdom are in the process of drafting national group policies based on research
and pilot projects. For new EU and Candidate Countries, teams are a new concept that has not yet been
further developed (European Commission, 2003).

At regional and sectoral level, it is important to identify who is acting on the market and to consider possible
groups that can be supported by regional and national authorities for the benefit of local businesses.

Considering that through a team, a group of SMEs can compete globally through local co-operation,
networks and tourism groups have experienced dramatic growth, bringing benefits such as flexibility, share
of valuable marketing information, innovation (Cravens & Piercy, 1994, Saxena, 2005).

The purpose of tourism groups and networks is to point out the availability of certain activities to a
destination or region and to acquire SMEs that will normally work individually to cooperate and build a
successful tourism product in the area (ie the English countryside with other urban and coastal sites).

2. FIELD RESEARCH

The medical tourism of choice as it is said today is associated with services mainly plastic / aesthetic
surgery, dentistry, ophthalmology, artificial insemination, cardiology / cardiac surgery, orthopedic therapy
and rehabilitation, cancer treatment, organ transplants, hair rehabilitation, renal dialysis et. al.

On the contrary, health tourism is a wider term and includes a range of services including medical tourism,
dental tourism, spa tourism, thalassotherapy, wellness, sports tourism (not for viewers, mainly
rehabilitation), gastronomic tourism, accessible tourism (people with some form of disability), etc.

The determinants of supply-side Health Tourism development are:

Quality and cost of health tourism services provided.

The existence and creation of modern hospitality and hotel facilities in a wider range of destinations
Specialized staff in medical, nursing, hotel and tourist services in more and more destinations
The profile of each destination (climatic conditions, infrastructure, quality of service, historical and
cultural heritage)

Appropriate promotion and promotion of health tourism services

The development of international certification standards for health care infrastructure.

Further exploiting the internet as the most important means of seeking health tourism information
Increase in private health service providers and upgrading of existing hotel infrastructures
Competitive (in terms of cost) insurance products and packages.

> > >

> > > >

And on the demand side:

A Demographic changes. It is estimated that over the next 50 years the proportion of people over 60
in developed countries will rise from 1/5 to 1/3.

A Pressure on available health care resources and their adequacy in developed countries as a result
of demographic change.
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A The difficulty of accessing health services due to the high queues in public hospitals in many
developed countries (USA, Western Europe) and the lack of combined tourist services in this type
of destination.

There is no precise measurement of the size of the world health tourism market, an estimate where
researchers are converging, especially for medical tourism services, is about 15 to 20 billion dollars,
resulting from about 5 million patients with an average medical expense (hot travel and accommaodation)
from $ 3,000 to $ 4,000. The size refers only to medical tourism selection, and only to the cost of medical
services (not in combined health tourism services that sizes could be multiple)

The factors that help reduce costs to competitive destinations for health tourism are:
The cheapest labor cost

The lower costs of legal and insurance coverage of medical liability

Simpler regulatory and legal frameworks for health tourism providers

D > D>

The ecosystem of health tourism providers is enormous since it is a complex set of services involved:

A Health providers (hospitals, clinics, rehabilitation centers, doctors, nurses)
A Hospitality and transport service providers (hotels, airlines, on-site mobility)
A Companies providing complementary tourist services

Health insurance organizations (private companies, social security institutions)

V  Medical tourism certification bodies.
V  Health Tourism facilitators
V  Health Tourism Support Industries (services and products)

The health and hospitality services in the Peloponnese would be characterized by good infrastructure in
buildings and equipment and good doctors in most specialties. Pathogenesis is observed in terms of
organization, marketing procedures and institutional framework

The "Peloponnese Health Tourism Cluster'(PHTC) is a cluster of enterprises from the tourism sector from
the health sector but also from other sectors since it is a set of services involving all the productive sectors.
The main goal of the network is the development of the participating companies and the promotion,
promotion, development and marketing planning of the Peloponnese as a destination for health tourism,
both inside the country and abroad, at European and world level.

In addition to its main goals and strategies is the formation of the overall identity of the area as well as the
overall planning, elaboration and implementation of the strategy for the development of health tourism in
the Peloponnese.

The decline in the long-term tourism market has been a key factor in the economic slowdown of many
businesses in Greece and globally.

Tourism plays a vital role both for Greece and for the Peloponnese in particular. However, tourism is also
characterized by a vague definition and a lack of coherence between the activities shaping the destinations.
This is against the tourism sector in terms of innovation and value chain management, especially in the
case of the Peloponnese, which performs lower than other geographic units of the country (Crete, South
Aegean, Attica, Central Macedonia, lonion)
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2.1 Research Methodology

The Peloponnese Health Tourism Network (PHTC) provides a different and innovative vision for tourism
in the Peloponnese. The aim is to integrate businesses from different sectors such as accommodation,
restaurants, urban / rural / coastal domestic and international facilities, retailers, attractions, transport,
producers, sport and leisure organizations, local authorities to increase the synergies and productivity of
SMEs , the transfer of knowledge, the production of innovative services, the promotion of employment and
joint marketing in the context of a common theme of 'health tourism'.

The geographic position of the Peloponnese chosen is representative for much of Greece, therefore
sufficient as a pilot area of study. With a mild climate and a unique natural environment, it offers the perfect
conditions for both local food production and recreational activities.

The secondary data was collected at the preliminary stage of the survey to identify the issue and learn
about market trends. The local authorities (Peloponnese Region, Western Greece Region, Peloponnese
Municipalities) have been taken into account to operate in the context of local and regional tourism for the
future.

The first 3 months of the survey (from September to November 2013) concerned business registration and
the current situation.Chambers' information bases and telephone directories were the main sources for
identifying potential Network members. In total 55 contacts were made in the pilot area. A steering group
was set up with the participation of a number of entrepreneurs and representatives of local authorities who
provided preliminary contacts and ideas to the mediator.

Most links were formed mainly by referral, which brought the number of contacts made to 90. The main
difficulty in responding to the survey was the lack of time because they had a limited available workforce
and were most highly employed. Once the Network was created and the resources were funded by the
local media themselves being the project managers, the dialogue became much more productive.By
January 2014, the Network had 43 members, some of which played an important role in further network
growth.

Within three months, very important primary data was collected, with the active involvement of local
entrepreneurs and local authorities, which provided valuable results and guidelines for the development of
the Network. A newsletter and a website are used as tools to inform cluster members about development
and management, events and other information about the area where the Network is being tested.

Emails are used as a way of communicating with Network members as they have proved to be the most
effective in terms of time and cost. Members' comments are encouraged and fully implemented, where
appropriate.

4. CONCLUSION

The creation of PHTN represents a sustainable set of tourism opportunities that will enable local SMEs to
tap into their resources and maximize their sustainability. The exchange of ideas through exchange of
views, the exchange of expertise through expertise and the exchange of resources between local
businesses, educational / research institutions and local authorities was considered the best way to
ensure the good progress of any innovative initiative.
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Pioneering research has been channeled into the group to promote cluster learning so that members
understand the clustering process and the way in which innovative tourism products and services could
be developed and managed. The long-term vision was to increase prosperity and strengthen the natural,
economic and social regeneration of the region through PHTC.

PHTC responds to market needs in the field of health-specific experiences, which are in a developmental
approach based on tourism activities rather than a destination approach. The "customer" is able to
"choose and choose" the one that best meets his / her prospects and needs.

In this regard, the need to diversify the portfolio of activities in the Peloponnese became an obvious
objective for building synergies between rural, urban and coastal environments, encouraging social
inclusion and identifying best practices within the PHTC.

From a business point of view, PHTC has brought significant benefits for individually-operating SMEs,
which now work with other local actors involved in different industrial areas (eg agriculture,
manufacturing, tourism, hospitality, retail, etc.). ). Their alliances have created improved service quality,
improved visibility, cross-marketing activities with other members of the cluster.

Network and cluster theories can help the innovation process of tourism SMEs and can contribute to
regional development through the simple results generated by network and cluster activities. However,
due to the diverse nature of the SMEs involved, the development of the tourist cluster should not be
considered as a simple and easy task.
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