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FOREWORD
The team of Journal of Tourism (JoT) is excited to bring yet another
interesting constellation of research papers of eminent researchers on
rainbow of themes to fulfill the thirst of our prospective readers and
involved stakeholders after its last issue devoted for “tourism education”.
Certainly, the diversified topics would entice and enlighten the readers to
traverse in the sector further confidently. This present issue comprises of
seven manuscripts from the emerging issues of tourism studies
The manuscript titled “Challenges of Tourism Development in the
Developing Countries: The Case of Tanzania” by Wineaster Anderson
is an honest attempt to educate the readers about the challenges being
faced by the third economies while concentrating on tourism development.
She further takes the case of Tanzania and compared with competing
destinations of the region through comparative analysis. The paper also
draws some suggestions and strategies to overcome challenges and educates
the stakeholders to pay concentration on infrastructure development,
destination development and management strategies, linking local
community with tourism at maximum level for sustaining the destination
and their livelihood as well.
The second paper titled “An Overview of Social and Cultural Meanings
of Mountains and Implications on Mountain Destination Marketing” by
Carla Silva, Elisabeth Kastenholz and José Luis Abrantes have lucidly
discussed on the significance of social and cultural attributes of mountain
community and its repercussion while marketing mountain destination. It
is a fine piece of work depicting the encounters within people and with the
space surround them for tourism promotion and development. This paper
gives a thorough knowledge on the usage of mountain milieu sustainably
without altering its physical landscapes and the belief of the people living
in such fragile geographical areas.
The third manuscript titled “The Geography of Discrimination:
Cultural Encounter Between Argentineans and Chileans in Buenos
Aires” by Maxmiliano Korstanje discusses on the cultural encounter
between Argentineans and Chileans in Buenos Aires is an intriguing craft of
work educating the policy makers and strategy carvers to find peaceful and
friendly policies and strategies aimed at enhancing tourism competiveness
of destinations.
The paper by Gandhi González Guerrero titled “Local Participation
in a Sustainable Ecotourism Initiative: A Collection of Narratives on
the Deer Park” elucidates the significance of local community and their
participation on sustaining tourism especially ecotourism. This paper

educates the involvement of possible stakeholder in ecotourism besides
focusing on the marginalized community members. Author never fails
to analyze the tourism policy besides incorporating the views and ideas
of varied stakeholders before arriving at a conclusion on incorporating
integrated views of all stakeholders for sustainable ecotourism practices
for the taken case of Deer park.
“Tourist Motivation to Some Selected Destinations in Al Dakhiliya
Region in Sultanate of Oman” by S.S.Solanki discusses on motivation
and its allied factors influencing tourists to visit selected destinations of Al
Dakhiliya region of Sultanate of Oman. Author explains the significance of
tourist motivation and the role of push and pull factors in enticing tourists
to any destination particularly Al Dakhiliya region of Sultanate of Oman.
The paper also suggests focusing on push and pull factors for increasing the
competitiveness of the aforesaid region of Oman.
Parikshat Singh Manhas and Meenu Sharma research paper on
“Comparative Assessment of Tourist Satisfaction amongst Competing
Destinations in the Foothills of Jammu and Kashmir Himalayas India”
is an interesting study on tourist satisfaction amongst destinations in the
naturally rich state of Jammu & Kashmir, India. Various factors leading
to learn the expectation/satisfaction of tourists before and after their visit
have been incorporated to arrive at a meaning conclusion between various
spellbinding destinations of the Jammu & Kashmir.
The paper titled “Expert System for evaluation of ecotourism
destinations” by Sindhu R Babu and Suresh Subramoniam is an attempt
to design and develop a sample expert system to rate the ecotourism
destinations. An initiative is taken by the authors to develop new expert
system especially for ecotourism destinations where specialized expert
systems for other allied sectors present already. Diversified parameters is
created to rate the destinations with user friendly mode aimed at developing
better destinations of the country.
Finally, the family of Journal of Tourism (JoT) is pleased to record our
sincere thanks to our reviewers and editors who is dynamic in extending
their expertise to shape the arriving manuscripts besides thanking our
subscribers and readers.
S.C. Bagri
Professor & Editor-in-Chief
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THE GEOGRAPHY OF DISCRIMINATION:
Cultural Encounter between Argentineans and
Chileans in Buenos Aires
Maximiliano E. Korstanje
Department of Economics,
University of Palermo.Argentina

Abstract: One of the aspects that more concern wakes up in tourism policy
makers, is the conflict and hostility. However, the most extensive studies in
this fields trivializes the history as a form of understanding how impacts the
geopolitical relationships in micro-social behaviour. Under such a context, the
present investigation not only focuses on the connection of Chilean tourists and
Argentinean professionals in the fields of hospitality and tourism but also the
influence exerted by history in the formation of such a bondage. This represents
a new starting point to officials, policy makers and tourism-related researchers
to draw peaceful policies that help enhancing the attractiveness of tourist
destinations. The main thesis here is that prejudice is not being diminished
because of tourism, but it is silenced to be expressed in private. The subordination
of professionals respecting to consumers balks the understanding of this
underlying issue. A combination of qualitative and quantitative methods was
selected ranging from informal interviews to open-ended questionnaires applied
on several practitioners in tourism industry.

Keywords: Discrimination, Prejudice, Argentina, Chile, Geopolitical Disputes.
Introduction

I

n pastime, Argentina and Chile, both neighboring countries that share
one of largest boundaries of the world, entered in a set of serious
diplomatic conflicts because of sovereignty issues. In the present, they
seem to be linked by the flux of passengers tourism facilitates. Attracted
by a favorable currency exchange, thousands of Chilean tourists cross the
borders to delight in the landscapes at Argentine destinations. It is important
to mention that this encounter is certainly determined by a socio-historical
background, which is associated with a history determined by a mutual
mistrust sentiment. After the return of democracy in Argentina and Chile,
both governments tried to close and improve the bonds. This political
context has been widely examined by sociologists and anthropologists
from their respective disciplines but not by tourism research. Following
this, the present papers intend to explore, by means of a combination of
different methodologies, the connection between history and ethnicity.
The role of prejudice in the formation of nationalism is of paramount
importance. It is important to remind that prejudices-related literature is
extensive; hence, we will only examine the most representative of them
in this paper because of time and space limitations. The theory of Gordon
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Allport, that sustains the belief contact reduces the hostile sentiment is
being under the lens of scrutiny. This research methodogically combines a
set of qualitative approaches ranging from open and closed questionnaires
to informal interviews to different tourist practitioners in Buenos Aires.
To validate this argument, two samples of 102 participants were formed.
One of the clusters was characterized by having practitioners in tourism
and hospitality and the second was formed with practitioners of other
industries who have no contact with tourists. To complement the previous
survey, a closed questionnaire was applied on a sample of 61 participants
who work in tourism and hospitality industries. It is strongly suggested
that no mathematical correlation methods are required in this investigation
because prejudice and negative stereotypes are deep emotional issues.
Important discussions about potentialities and limitations of these methods
will be discussed.
Review of Early Research
One of the main concerns of psychology and anthropology in the study
of social prejudices is related to the difficulty of assessing them from a
rationale. Although, many works have emphasized the diversity of research
methods, the ever-changing nature of prejudice as part of human emotions
has made things very tough for researchers. For further understanding, it
is necessary to review succinctly the main contributions of schools that
focused on this issue in past. The thesis of deprivation has been the empirical
basis for drawing a broader theory, such as social identity theory. After the
financial crisis in 1930, researchers found that there has been an evident
correlation between deprivations and racial riots in United States (Miller
and Dollard, 1939; Hovland and Sears, 1940). This new theory proposed
to reconsider how aggression and prejudice increase in societies as a form
of regulating frustration, anxiety and material deprivation (Billig, 1976).
After long time of well-being, a set of financial crises demonstrated a major
psychological impact on people’s behavior and of course the evolution of
prejudice-related research.
In 1975, Bettelheim and Janowitz examined a combination of surveys
conducted inside United States and argued convincingly that upward social
mobility had a certain relationship with prejudice. According to Billig
(1976), these scholars reminded that social mobility was related to less
likelihood to show racist expressions (Bettelheim and Janowitz, 1975).
Tajfel and Turner (1986) demonstrated that if social identity is fragmented
or threatened by some perceived risks, people develop a substitute
mechanism to regulate anxiety and fears. Their main thesis is conflict and
aggression shape by national identities. Lessons history taught reminds
that prejudice seems to be necessary in societies working as a vehicle to
Journal of Tourism, Volume XII, No.2, 2011
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forge social cohesion (Tajfel and Turner, 1986). Therefore, psychological
identifications with social groups are determined by certain situations and
contexts. As previously explained, Pratto, Lemieux and Henry (2003)
found that after shocking events, such as September 11, prejudices and
stereotypes are accommodated according to a hierarchal logic. A couple
of days after this tragic episode, whilst American students feared that US
would lose its dominance, predominance and protagonist role in the world,
Lebanese students hoped for US decline in predominance in international
political issues. From this point of view, authors tested not only how fears
and hopes are interrelated to racism but also expectances conferred to
nationality (Pratto, Lemieux and Henry, 2003).
Nevertheless, other results contrasted and confused the contributions
of Social Identity’s stream, simply because this theory showed that under
some conditions aggression or frustration would be manifested against
the proper group. When this happens, members will search alternative
instruments to change their in-group. In this token, education is not an
enough criterion to diminish prejudice. Essed (1991) argued convincingly
that social prejudice seems to be widely present in health practitioners
who play a protagonist role in their life. Social status and prejudices seem
to be inextricably intertwined. Complementarily, Adorno studied the
psychological circumstances racism needs to be disseminated throughout
societies. Based on psychoanalysis, he examined how repression in child
works as re-forwarding of their destructive drives against a third object. If
these sentiments are not successfully socialized, people have many chances
to develop aggressive feelings when grown-up (Adorno and Horkheimer,
1966). In parallel, Adorno adopted and modified a scale constructed
originally in 1940 at California University Berkeley (F Scale) to measure
“pro-fascist tendencies”, in his study of racism and discrimination. It
was hypothesized that prejudices were triggered by anxiety and prone to
authority enrooted in the archetype of certain personalities (Pratto, Lemieux
and Henry, 2003).
The Theory of Contact (Stereotypes and Prejudice)
The volatile nature of tourism leads us to believe that contact theory
coined by Allport (1977) is a fertile source to be explored in this research.
Compiling an erudite framework of studies recorded during 10 years
of research, Allport admitted that subjects have a natural tendency to
organize their world by the employment of cognitive stereotypes. Under
these circumstances, stereotypes have the function to save mental energy
in remembering all time the same past events. Allport (1977) argues
convincingly that a prejudice comprised three elements: a) stereotypes
which bestow upon an unchanging depiction about something or somebody,
Journal of Tourism, Volume XII, No.2, 2011
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b) involvement as a mechanism capable to create a bridge between ego
and environment, and c) categorization which emerges whenever subjects
associate certain individual features collectively to all groups. For better
understanding, categorization allows to draw abstract and universalized
stereotypes over a situation or a person. To some extent, inter-personal
contact exerts considerable influence in the reduction of prejudice but
whenever the statuses of participants are similar or they are compatible in
their interests. This means that ignorance and indifference were functional
to prejudice and discrimination practices (Castro Smith, 2003; Allport,
1977; Hollander, 2000). One of the limitations of contact theory is the
trivialization of history as a key factor that determines the inception and
evolution of negative stereotypes and prejudice.
With this in mind, Farley (1988) classified this phenomenon in three
types: cognitive refers to what people often believe is true, affective is
related to people’s emotional likes and dislikes and conative is based on
particular attitudes respecting what people do. This last form is the door
towards discrimination. Under this circumstance, discrimination holds
four stages: a) verbal aggression, b) physical isolation, c) deportation
and finally d) extermination (Allport, 1977). Each one of these stages is
not mutually exclusive and may last individually beyond the time, epoch
or culture. Hence, we strongly believe a review of social psychology
contributions about prejudice is a fruitful effort in reconstructing a bridge
between both disciplines. Quite aside from this, one of the contributions of
Allport (1977) is the connection between contact, negative stereotypes and
prejudice. Mussen (1950) carried out experiments with youths in a summer
vacation resort and agreed that where contact arises between intergroup
members, prejudice falls. However, Park criticized contact-based studies
because the interactions appear not to suffice in decreasing prejudice in
contexts of scarce control (Park, 1939; Puigbo, 1966). The geographical
and psychological proximity between stakeholders not only is a conduit
for enhancing conflict and prejudice (Brown, 1998; Sherif and Sherif,
1953; Stouffer, 1949; Brewer and Campbell, 1976). Following Park´s
criticism, Sherif and Sherif observed that prejudice increased at the time
incompatibility in common group interests appears. From their perspective,
competence is one of more important variables that explain why prejudices
emerge (Sherif and Sherif, 1953). Other similar studies validated the
previous findings of Sherif and Sherif (Seago, 1947; Brown, 1998; MacIver
and Page, 1966; Pratto, Lemieux and Henry, 2003).
Tourism As A Generator of Negative Stereotypes
Some scholars preclude that prejudice has tended to diminish in recent
years. However, others assumed it is far from reduced. Popular wisdom
Journal of Tourism, Volume XII, No.2, 2011
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valorizes multiculturalism as a form of understanding and self-development.
As a result of this, attitude linked to racism or discrimination not only are
restricted to private life but also considered inappropriate in public, even in
tourism and hospitality wherein the logic of subordination between hosts
and guests predominates (Miles, 1999; Essed, 1991; Margulis and Urresti,
1999). In 1934, a pioneering study was conducted by La Pierre (1934), who
introduced an interesting method to emphasize that there is a gap between
what people say and what they do. La Pierre initiated a trip accompanied
by a Chinese couple throughout US. The travelers lodged at 66 hotels and
took service in 184 restaurants; it is important to mention that in only one
case was the Chinese couple refused. Six months later, La Pierre posted
a questionnaire to these hotels and restaurants asking if Chinese guests
would be welcomed. From 128 responses, a 92% responded that no service
would be given to Chinese guests. Thus, La Pierre demonstrated that people
say overtly what social imaginary accepts but this sometimes looks to be
dissociated with practices. Echoing this, Wax (1948) conducted similar
research by sending letters to hotels to book summer accommodations for
similar dates. One group of those letters were signed by Mr. Lookwood
while the others under the name of Mr. Greenberg. Whereas, Mr Lookwood
received 95% confirmation, Mr Greenberg only received 52%.
In this vein, Giddens (1999) reminds us that in 1970 the Brazilian
Congress issued a law prohibiting racial and ethnic discrimination as a
response to international opinion which questioned the Afro-American
tourist (Katherine Durham) overt refusal from a well-known five stars
hotel. Additionally, in 1995, Cowell in The New York Times published an
article entitled “German Accuses Tourist Office of Prejudice”. In fact, a
German tourist official in New York was dismissed after it was made public
that a resolution was issued by the officials of Frankfurt to discourage the
entrance of Latin-americans, Jews, Blacks and Asians (Cowell, 1995).
Further, De la Fuente revealed that the Cuban tourism industry established
a hierarchical order depending on skin color, emphasizing that “whites”
occupied the best appointment at hotels and agency travels in direct contact
with foreigner’s tourist while “blacks or mulattos” have been implicitly
relegated towards secondary roles with fewer salaries (De la Fuente, 1998).
Another recent valuable research in UK revealed that ethnic minorities,
such as Asians, are not included in the tourism industry or appointments
as operators in Yorkshire. The working force recruitment in tourism and
hospitality industries is based on a strict but silenced ethnic policy. To
be honest, only a 2% of ethnic minorities are recruited as travel agents
or housekeepers (Klemm and Kelsey, 2000). Last but not least, Newman
Phillip (1994) described how discrimination works in San Petersburg,
Florida (USA) where the process of touristification excludes some undesired
groups while attracting others.
Journal of Tourism, Volume XII, No.2, 2011
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An alternative explanation to this situation, leads us to think the hostility
against visitors seems to be determined by the economic impacts of tourism
in local communities. The degree of acceptance of tourists is often related to
the perceived impacts on their cultural values and attitude in local residents.
Following this, Santana-Talavera (2006) found how hosts can accept or
reject tourism as a form of development depending upon the perceived
benefits or risks. The failure in meeting the needs of residents can create
negative stereotype against tourism and tourists (Santana-Talavera, 2006).
Nonetheless, the existent paradigm in prejudice is not being taken seriously
the role of history in reinforcing the self identity and prejudices (Kadt, 1995).
Prejudice can be suppressed for a long time, regulated by social
condemnation, but eventually it makes its appearance. Thus, the irrationality
of this phenomenon makes rational and scientific research difficult.
Hence, present literature is contradictory and ambiguous. A pilot survey
conducted in Czech Republic found that stereotypes and prejudices against
German and Russian tourists are enrooted in the lines of German and
Soviet occupation in the Second World War (Deichmann, 2007). Prejudice
and stereotypes not only are part of ideology but also work in combination
with patriotism, nationalism, religion, and so forth. Today, multiculturalism
and tourism like migration tend to disperse the efforts of capital in its own
reproduction. Ethnic conflicts allow people to re-elaborate their personal
solidarity toward the in-group and focus their hate and aggression upon
strangers. If this is correct, historiography could be used as a suitable and
potential method to compare and explain the different social processes
from which prejudices arise (Elías, 1998; Kadt, 1995). History plays a
pivotal role not only in the configuration of nation-states but also in the
geopolitical relationships between nation-hoods in the threshold of time
(Bailey, 1968; Hobsbawm, 1983).
Methodological Perspectives
Although current issues in tourism have given attention to the influence
of host attitudes towards foreigner tourists (Santana-Talavera, 2006; Butler,
1975; Lea, 1988; Murphy, 1984; Young, 1973) these appraisals are subject
to the usage of open-ended and close-ended questionnaire implementations,
recording instrumentation or another intrusive method that questions
empirical findings. Likewise, some surveys focus on the encounter between
hosts and guests as a vehicle to conform specific attitudes and depictions in
relation to the other (Almeida Santos and Yan, 2008; Nyaupane, Teye and
Paris, 2008; Andriotis, 2006; Saarinen, 2006; Nimrod, 2008; Nicolau, 2008;
Litvin, 2003; Lovelock, 2008; Fischer, 2004; Van Rekom, 2006; Lynch,
2005) considering tourism as an instrument for cross-nation understanding
(Duffy, 2008); Kloster et al, 2008; Stevenson, Airey and Miller, 2008).
Journal of Tourism, Volume XII, No.2, 2011
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Based on the belief trust plays a pivotal role in interviews, Tylor and
Bogdan (1992) record an anecdote during their fieldwork with a woman
who manifested xenophobic expressions against “afro-Americans” after the
tape-recorder had been switched off. History, in this vein, is of paramount
importance to understand not only how prejudice evolves but also the way
this phenomenon works in daily life creating a symbolic bridge among
people. To overcome the obstacles these types of issues give rise to, history
plays an important role in revealing the conception and evolution of social
forces which socially determine prejudice in its context.
Introduction to History As A Method of Research
An historical review of the diplomatic relationship between Chile and
Argentina and the influence of Argentinean nationalism can be detached
in three parts. Earlier Nationalism refers to Bulnes discrepancy held in
1855 wherein the enmity arises between both countries over territorial
issues. Both Governments encourage the mass-population, the extension
of boundaries and the improvement of armies. From 1855 to 1879, Chilean
and Argentinean aristocracies devoted considerable efforts in showing each
other their strengths (Winter and Rins, 1996). From the period 1880 to 1930,
the immigrant barrage radically transformed the societies in all senses.
Class and ethnic issues play a pivotal role in the inception of Nation-States
in Latin America. Of course, education, music and football were primary
factors which predisposed immigrants’ sons to consider the possibility of
being part of a wider project. From that date onwards, the world comes
across with the upsurge of a stronger discourse that took the nation-state as
the primary option of identity.
To some extent, the consolidation of discrimination corresponds with
the policies of the totalitarian regime which led to a coup. To be Argentinean
or Chilean for one or the other can be deemed as a point of disruption and
mistrust. Beliefs of this caliber persist in the social imaginary of either
country. The conflict of Beagle and Lenox, Nueva and Picton Islands in 1979
triggered the possibility of a war when some top military men in Argentina
contemplated how Great Britain (the country designed as mediator) ruled in
favor of Chile (Winter and Rins, 1996). The Catholic Church that had had
a wider influence in Latin America mediated between both governments in
order to prevent an ongoing war. Once again, in 1982 after the Malvinas
war between Great Britain and Argentina, Chile was informally accused of
supporting British maneuvers in the continent. Thousands of Argentineans
congregated in Plaza de Mayo square mobilized by the pride of nationalism.
For Argentinean social imaginary, the Malvinas/Falklands were part of
the sovereignty (a point of discussion with UK unresolved from 1833).
Argentina’s defeat wreaked havoc in the core of military power and the
country opened its doors to democracy.
Journal of Tourism, Volume XII, No.2, 2011
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This disrupting misunderstanding led Argentina to consider Chile a
staunch enemy whilst Brazil became in a strategic ally. The inevitable
distance of Chile allows an inverse closeness between Argentina and Brazil
(Winter and Rins, 1996). Even if democracy has been witness to an open
mind at the time of negotiating questions of territories by diplomatic bias,
in 1994 a new dispute for Fitz Roy Mont constrained the relationship
between both nations again. After further negotiations, in 1999 the covenant
Menem-Frei tries to finalize centuries of misunderstandings. However, the
passing of years showed no serious difference between Buenos Aires and
Santiago’s administrations in accordance to their own boundaries. Opposed
to more than 5.000 miles of limits, Argentina and Chile struggled to the
extent of being close to a war which was, however, impeded by diplomatic
negotiations. Nowadays, tourism poses a great challenge because both
countries are materially and symbolically closer than at other times. The
encounter between Chilean hosts and guests in Buenos Aires as in all
Argentina still is troublesome and subject to investigation.
Methodological Discussion
Unfortunately, prejudice and negative stereotypes are attitude well
observed in daily life, but silenced (Dovidio and Gaertner, 1986). This
represents a serious limitation for scientific research because sometimes
interviewees are socially receptive responding what the social imaginary
expects. In last years, studies where classical methodologies were applied
showed the prejudice has been reduced. However, some anthropologists as
Bogdan & Taylor (1992) argued that this is not true. The fact is that used
methodologies (widely accepted by academics) seem to be inadequate to
study this issue. This raises questions regarding the introduction of new roles
and methodologies to expand the current understanding of prejudice and
racism. Basically, there is a clear dissociation between what people say and
do. This leads researchers involuntarily to serious errors if their assumptions
are only based on interviewee’s answer. In addition, stereotypes and racism
can be better understood if researchers pay attention to the role of history
in the formation of such construes. As the previous argument given, two
samples (cluster 1 and 2) were formed totaling 204 persons. Cluster 1 was
sampled by 102 practitioners who work in tourism and hospitality companies
from hotels to rent-a-car companies whose ages ranged from 20 to 55 years.
Fifty were males and 52 females. The contact with foreign and domestic
visitors was the conditions for sampling. There were 33 travel agents, 30
housekeeping workers, 7 workers at rent-a-car companies, 7 agents of air
companies and 25 shop assistances. Following this, Cluster 2 (practitioners
coming from other industries) was formed by 102 professionals from other
industries including 20 lawyers, engineers, 20 students, 40 office workers, 5
Journal of Tourism, Volume XII, No.2, 2011

9

Maximiliano E. Korstanje

policemen, 7 managers, and 10 State employees. This cluster had 48 males
and 54 females aged from 20 to 55 years. This investigation is not based on
the beliefs, statement or opinion of tourists rather it exclusively focuses on
the answers of tourism-related workers because of two reasons. The attitude
of workers often is encrypted in a relationship of subordination respecting to
consumers, but secondly, due to few or less attention was given to tourism
practitioners in Argentina and the world.
The fieldwork has done during March - May 2005. The questionnaires
contained 16 nationalities participants should describe only utilizing three
worlds. Based on their meaning words were classified in positive, negative
and neutral. These stereotypes were scored depending on the previous
classification. To set an example, if the adjectives were negative, the
questionnaire summed one point in the negative sub-category. The same
procedure was applied if the words meet neutral or positive subcategories.
At the end, the sum of all questionnaires should total 102 points. For clarity,
the negative category was built respecting the terms used by participants such
as: “disrespectful, ugly, lazy, slothful, aggressive, bad-educated, envious,
liar and queers”; while the positive category refers to stereotypes as “kind,
nice, open-mind, funny, cool, smart, polite, honest, frank or courteous”.
People who left the field in blank or used non-sided categories were labeled
as neutral. For example, Chilean = “people who comes from Chile”. Five
from 16 nationalities are compared in this development: Chilean, Spaniard,
American, British, and Brazilian. First and second tables show the results
in terms of positive and negative stereotypes respectively.
Table 1 – Positive Stereotypes.

Nationality
Chilean
Spaniard
American
British
Brazilian

N =102
Cluster 1
(Tourism)
Score
15
58
45
48
76

N = 102
Percentage

Cluster 2 (Other
industries) Score

Percentage

15%
57%
44%
47%
75%

12
47
19
32
54

12%
46%
19%
31%
52%

Table 1 shows how in Cluster 1 the Brazilians (76) earn the most positive
image, followed by Spaniards (58) while British (48) and Americans (45)
are situated in intermediary positions and Chileans (15) is the group with
the least favorable image (least positive stereotypes). In Cluster 2 the
Brazilians (54) and Spaniards (47) received the most positive scoring;
as with Cluster 1, British and Americans are placed in an intermediary
situation while Chileans (12) have the least positive image.
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Table 2 - Negative Stereotypes
N = 102
Nationality

Cluster 1
(Tourism)
Score

Percentage

Chilean
Spaniard
American
British
Brazilian

68
25
37
23
11

67%
25%
37%
23%
11%

N = 102
Cluster
2 (Other
Industries)
Score
50
20
51
48
23

Percentage
49%
20%
50%
47%
23%

Table 2 reveals that Chileans are situated in the bottom of list with the
most negative images. Cluster 1 shows how Chileans (68) have the most
negative stereotypes followed by Americans (37). Similarly, it is evident in
Cluster 2 Americans receive more negative stereotypes (51) than Chileans
(50) confirming in part what we have previously hypothesized. The contact
in certain circumstances (as it is the case in tourism) potentiates the degree
of conflict enrooted in history. It is noteworthy that Chileans are rated
negatively in both clusters. For some reason, Americans rated in Cluster
1 with 37 scores, in Cluster 2 receives 50. This could be because of the
one-sided decision of Bush’s administration to invade Iraq disobeying the
suggestions of ONU. This event has been certainly typified in stereotypes
as over-ambitious, pirates, or authoritarians that characterized the response
of some participants in Cluster 2. This information does not provide a
qualitative reason why Chileans receive the most negative appraisal while
Brazilian the most positive. This point is now investigated combining other
new techniques and instruments.
Complementarily, through 2006/2007, we accomplished a survey
that encompassed 61 interviews. Participants were selected according
to the following features: practitioners or workers in tourism (hotels,
travel agencies, shops, rent--a-car etc) ranging from 20 to 45 years old.
The sample was balanced 30 female and 31 male. There were six clear
questions intended to measure to what extent historical misunderstandings
between Argentina and Chile´s historical relationship exerts influence
in tourism and hospitality up to date, questionnaires were certainly
administered face-to-face using to a Likert scale for data-set processing
(strongly disagree, disagree, neither agree or disagree, agree, strongly
agree). The premises which were explored and the corresponding findings
are given in Tables 3-6 below. The initial administration of questionnaires
was complemented with informal and formal interviews, which helped
validate the findings.
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First Premise: Brazilian tourists are very kind and nice because of their
personality
Table 3
Strongly agree:
Agree:
Sub-total Agree:

11 (18.03%)
22 (36.6%)
33 (54.09%)

Strongly disagree: 5 (8.19%)
Disagree:
17 (27.86%)
Sub-total Disagree: 22 (36.06%)

Neither agree nor disagree: 9 (6.83%)

Following Table 3, a majority of respondents show a tendency to agree
or strongly agree with the premise (54.09%) while 36.06% disagree with the
idea that Brazilian tourists are attractive for hosts. This positive stereotype
corresponds with the idiosyncrasy of Brazilians as well as the geopolitical
closeness between Argentina and Brazil post Beagle dispute. This moot
point, however, does not reflect whether attractiveness is replicated in the
working sphere. Since in general positive and negative stereotypes coexist,
temporally one of them dominates the social imaginary. This does not mean
than respondents do not have negative stereotypes against Brazilian tourist,
but they seem to be hidden.
Second Premise: Chilean Tourists are troublesome, conflictive, and
aggressive. Most certainly, this is because they feel envy against Argentina
Table 4
Strongly agree:
Agree:
Sub-total Agree:

20 (32.78 %)
17 (27.86 %)
37 (60.65%)

Strongly disagree: 1 (1%)
Disagree:
14 (22.95%)
Sub-total Disagree: 15 (23.95%)

Neither agree nor disagree: 9 (4.75%)

Furthermore, table 4 shows that 60.65% of interviewed professionals
feel that Chilean tourists are aggressive with them because of envy,
whereas 23.95% disagree with this premise. The process of victimization
here refers to a clear diagnosis of prejudice and potential discrimination.
Participants perceived the relationship with Chile as conflictive confirming
our assumptions.
Third Premise: The political closeness with Brazil is useful and convenient
for Argentina
Table 5
Strongly agree:
Agree:
Sub-total Agree:

14 (22.95%)
29 (47.54)
43 (70.49%)

Strongly disagree: 4 (6.55%)
Disagree:
7 (11.47%)
Sub-total Disagree: 11 (18.03%)

Neither agree nor disagree: 7 (11.47%)
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The table shown above reveals that 70.49% of respondents believed that
Argentina should improve the liaison with Brazil. Only 18.03% considered
this will be not convenient for the moment. These results may confirm the
previous hypothesis which argues that the Argentina and Brazil encounter
was generated after the geopolitical problems with the neighboring country
of Chile. This premise not only was thus replicated over time.
Fourth Premise: Even though the diplomatic relationship between
Argentina and Chile is better, it is still conflictive and needs serious work
Table 6
Strongly agree:
Agree:
Sub-total Agree:

13 (21.31%)
32 (52.45%)
45 (73.77%)

Strongly disagree: 1 (1%)
Disagree:
2 (3.27%)
Sub-total Disagree: 3 (4.91%)

Neither agree nor disagree: 13 (21.31%)

An overwhelming majority (73.77%) agreed that Chile and Argentina
liaison must be improved and revitalized. The political tension between
both countries in social imaginary did not disappear. 4.91% do not agree
with the premise and think this does not seem to matter, which gives rise
to further concern. Once again, we come across with hard-evidence that
shows how history determines the micro-social bond between stakeholders.
Of course, this was one of the limitations of psychology in research into
prejudice from Adorno (1966) to Allport (1977). Hence, the present paper
will be a contribution to fill such a gap. Results in this investigation were
complemented with 15 informal interviews collated from employees who
work at the desks of air companies, rent-a-car and travel agencies. Some
respondents illustrate the depth of feeling:
One of thing I am concerned about Chile is the relation with United States.
Chile not only wants to take possession of part of Argentina but also is
military power that jeopardizes the equilibrium in the zone. My love for
Argentina, the country where I was born, is unconditional. If your ask me,
I hate Chileans. I hate immigrants, they do not want work, the only thing
they look gradually to occupy our territory. Argentina should search for
support in other stronger countries such as Brazil or Spain. Today, if I
like to cross to Tierra del Fuego (an argentine province) I have to enter
for Chile. This is unbearable and bashful [Gonzalo, male, 20 years old].

The previous paragraph can be complemented with other similarly-minded
discourses. regarding the formal entrance of Lan-Chile to the air-market:
I had a relative involved in Malvinas war. Any Argentinean citizen who loves
this wonderful country should resist the entrance of this company to Airrelated market. Metaphorically speaking, opening tourism market to Chilean
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investors is like living with Jack the Ripper; Chileans are treacherous, my
feeling reflects the thousand of brothers who fell in Malvinas thanks to the
Chilean support to Great Britain [John, male, 35 years old].

Although, Malvinas Falkland war was pointed out here as a main
reason of conflict, British tourists seem not to receive a negative rating
than Chileans. Rather, interviewees denounced the collaborative attitude of
Chile respecting to UK. This point represents a serious motive of hostility
to Chileans that has not been dissipated up to date. Important considerations
can be done if researchers pay attention to the role and significance of
diplomatic relationship between States in tourism and hospitality industries.
Besides its peaceful nature, tourism is not enough to neutralize the existent
sentiment of hostility after a war or a convulsing dispute.
Conclusion
In foregoing, this research presented robust evidence that showed the
relationship between Chilean tourists and Argentine practitioners is strained
because of history. From this perspective, once again the preliminary
contributions of the theory of contact are validated. At a first glance, this
research showed how a situation of diplomatic conflict or competence can
trigger negative stereotypes and prejudices even with the passing of years.
The encounter between argentine practitioners and Chilean tourists may be
troublesome mainly because the contact does not correspond with honesty
and is not based on equal status, negative stereotypes do not diminish.
Secondly, the negative stereotypes still remains covert and are not overly
expressed to tourists. What is important to remind here is that positive and
negative stereotypes coexist in the minds of people simply because they
work as guidelines to understand their realm. Depending on context and
the ways self connects with otherness, negative or positive stereotypes
prevail. Third, the theory of contact trivialized the role played by history
in understanding the negative stereotypes and prejudices are social aspects
enrooted in culture and the process of identity. The present study provides
in this token with new fresh methodologies in the understanding of social
prejudice and discrimination in tourism fields. The troublesome connection
with Chile obliged Argentina to seek support in Brazil. To some extent, this
is reflected in the fieldwork carried out, as Chilean tourists received the
most negative stereotypes whilst Brazilians have a good image. There is “a
discourse of prejudice” or better a “geography of discrimination that marks
the relationship between states.
References
Adorno, T., & Horkheimer, M. (1966). Sociological, Buenos Aires: Editorial Taurus.
Almeida Santos, C., & Yan, G. (2008). Representational politics in Chinatown: The ethnic
Journal of Tourism, Volume XII, No.2, 2011

14

Cultural Encounter between Argentineans and Chileans in Buenos Aires

order, Annals of Tourism Research, 35 (4), 879-899.
Allport, G.W. (1977). La Naturaleza del Prejuicio, Buenos Aires: Editorial Universitaria de
Buenos Aires.
Andriotis, K. (2006). Hosts, guests, and politics: Coastal resorts morphological change,
Annals of Tourism Research, 33 (4), 1079-1098.
Bailey, S. (1968). Movimiento obrero, Nacionalismo y Política en la Argentina, Buenos
Aires: Editorial Hyspamerica.
Bettelheim, B., & Janowitz, M. (1975). Cambio Social y Prejuicio, México: Fondo De
Cultura Económica.
Billig, M. (1976). Social Psychology and Intergroup Relations, London: Academic Press.
Brewer, M.B., & Campbell, D. (1976). Ethnocentrism and Intergroup Attitudes: East
Africans Evidence, New York: Sage.
Brown, R. (1998). Prejuicio, su Psicología Social, Madrid: Alianza Editorial.
Butler, R.W. (1975). Tourism as an agent of social change, Tourism as a factor in national
and regional development (pp. 85-90). Ocassional Paperm N4, Ontario, Department of
Geography: Trent University.
Castro Smith, V. (2003). Determinantes psicosociales y sociodemográficos de las actitudes
inter-étnicas de jóvenes de San José y Limon, Revista de Ciencias Sociales, 99 (1), 67-84.
Cowell, A. (1995). German accuses tourist office of prejudice, Column published May 26
in New York Times Journal.
De La Fuente, A. (1998). Recreating Racism: Race and discriminación in Cuba’s Special
Period. Publshed Pittsburgh University, 18 (1), 1-7.
Dovidio, J.F., & Gaertner, S.L. (1986). Prejudice, discriminación and Racism, Orlando:
Academic Press.
Duffy, R. (2008). Transfrontier conservation in Africa. At the confluence of capital, politics
and nature, Annals of Tourism Research, 35 (3), 833-834.
Elias, N. (1998). La Civilización de los Padres y otros ensayos. Bogota, Norma.
Essed, P. (1991). Understanding Everyday Racism: An Interdisciplinary Theory, New York:
Sage Publications.
Farley, J. (1988). Majority, Minority Relations, New Jersey: Prentice Hall.
Fischer, D. (2004). The demonstration effects revisited, Annals of Tourism Research, 31
(2), 428-446.
Giddens, A. (1999). Sociology, Madrid: Alianza.
Hobsbawm, E. (1983). Some Reflections on the Break-Up of Britain. New Left Review, 105.
Hollander, E. (2000). Principles and Methods in Social Psychology. Buenos Aires:
Amorrortu.
Hovland, C., & Sears, R. (1940). Minor studies in aggression, Journal of Psychology, 9,
301-310.
Kadt, de E. (1995). Turismo. ¿Pasaporte al Desarrollo?, Bogotá: Editorial Endymion.
Klemm, M.S., & Kelsey, S.J. (2000). Catering for a minority?: Ethnic groups and the British
travel industry, Bradford: University of Bradford - School of Management.
Journal of Tourism, Volume XII, No.2, 2011

Maximiliano E. Korstanje

15

Kloster, E. Van, et al. (2008). Educational travel: the overseas internship, Annals of Tourism
Research, 35 (3), 690-711.
La Pierre, R.T. (1934). Attitudes versus actions, Social Forces, 13, 230-237.
Lea, J. (1988). Tourism and Development in Third World, New York: Routledge.
Litvin, S. (2003). Tourism and understanding: The MBA study mission, Annals of Tourism
Research, 30 (1), 77-93.
Lovelock, B. (2008). Ethical travel decisions travel agents and human rights, Annals of
Tourism Research, 35 (2), 338-358.
Lynch, P. (2005). Sociological impressionism in a hospitality context, Annals of Tourism
Research, 32 (3), 527-548.
MacIver, R.M., & Page, C. (1966). Sociology, Buenos Aires: Editorial Tecnos.
Marguilis, M., & Urresti, M. (1999). La Segregación Negada: Cultura y discriminación
social, Buenos Aires: Editorial Biblos.
Miles, R. (1999). Racism, New York: Routledge.
Miller, E., & Dollard, J. (1939). Frustration and Aggression, New Haven: Yale University.
Murphy, P.E. (1984). Tourism: A Community Approach, London: Methuen.
Mussen, P. (1950). “Some Personality and social factors related to changes in children´s attitude
toward Negroes”. The Journal of Abnormal and Social Psychology. 45 (3), 423-441.
Newman, P.E. (1994). An ethnohistorical analysis of the political economy of ethnicity
among African American in St. Petesburg Florida, Doctoral Thesis, University of St
Petesburg, Florida. Major Professor Susan Greenbaum.
Nicolau, J. (2008). Corporate social responsibility: Worth-creating activities, Annals of
Tourism Research, 35 (4), 990-1006.
Nimrod, G. (2008). Retirement and tourism: Themes in retirees narratives, Annals of
Tourism Research, 35 (4), 859-878.
Nyaupane, G., Teye, V., & Paris, C. (2008). Innocents abroad: Attitude change towards
hosts, Annals of Tourism Research, 35 (3), 650-667.
Park, R. (1939). Race Relations and the Race Problem, Durham: Tristam Thompson.
Puigbo, R. (1966). Change and Social Disorder, Madrid: Pleamar.
Pratto, F. et al. (2003). American and Lebanese college students’ responses to the events of
September 11, 2001, Psicología Política, 27 (1), 13-35.
Saarinen, J. (2006). Traditions and sustainability in tourism studies, Annals of Tourism
Research, 33 (4), 1121-1140.
Santana-Talavera, A. (2006). Antropología y Turismo: ¿nuevas hordas viejas culturas?
Barcelona: Editorial Ariel.
Seago, D.W. (1947). Stereotypes: Before Pearl Harbor and after, Journal of Psychology,
23, 55-63.
Sherif, M., & Sherif, C.W. (1953). Groups in Harmony and Tension and Integration of
Studies on Intergroup Relations, New York: Octagon.
Stevenson, N., Airey, D., & Miller, G. (2008). Tourism policy makers: The policymakers
perspectives, Annals of Tourism Research, 35 (3), 732-750.
Journal of Tourism, Volume XII, No.2, 2011

16

Cultural Encounter between Argentineans and Chileans in Buenos Aires

Stouffer, S. (1949). The American Soldier: Adjusting during Army Life, Princeton: Princeton.
Tajfel, H., & Turner, J. (2000). The social identity theory of intergroup behaviour, In
Hollander E. Principios y Métodos de Psicología Social, Buenos Aires: Amorrortu
Editores, 7-24.
Tylor, S.J., & Bogdan, R. (1992). Introducción a los Métodos Cualitativos de Investigación,
Barcelona: Editorial Paidos.
Van Rekom, F. (2006). Being discovered: A blessing local identities? Annals of Tourism
Research, 33 (3), 767-784.
Wax, S.L. (1948). A Survey of restrictive adverstising and descrimination by summer resorts
in the province of Ontario, Canadian Jewish Congress: Information and Comments,
7, 10-15.
Winter, M. F., & Rins, C. (1996). La Argentina: una historia para pensar. Buenos Aires,
Editorial Kapelusz.
Young, G. (1973). Tourism: Blessing or Blight? Harnmondsworth: Penguin Books.

Professor Maximiliano E. Korstanje is Tourism BA, MA in anthropology
(FLACSO) and Ph D in Social Psychology. One of his areas of expertise is
the sociological study of evilness and panic flights in disaster’s situations
in modern and ancient times (Roman Empire) as well as the risk perception
theory applied on travel and tourism. Coursed studies of philosophy
in several universities in Argentina. As specialist he is concerned in the
effects of Sept-11 or other made-man and natural disasters in Tourism and
hospitality. In last years Korstanje studied the influence of modernity and
mobility in the social geography of Latin American countries. With more
than 300 papers published worldwide in peer-review journals and 13 books,
Korstanje gained a Literati Membership of the group Emerald Publishing,
UK and could be contacted at maxikorstanje@fibertel.com.ar.
Because of his academic merits, his biography has been included in
the prestigious Marquis’s Who is Who in the World, 2011. Today he is
widely recognized as one of the best scholars in the study of risk applied
on tourism and hospitality fields in the world. His efforts are placed to join
academic nets in the study of risk in the Anglo and Spanish-world.
Area of specialization: Disasters, Resilience, Risk, Mobility, tourism,
Terrorism, 11/9, Culture and media events, Studies of Crime and
psychological victimization, Cultural Studies, The paradox of commons
and ecology, theory of development.

Journal of Tourism, Volume XII, No.2, 2011

Challenges of Tourism Development in the Developing
Countries: the Case of Tanzania
Wineaster Anderson

University of Dar es Salaam,
Dar es Salaam-TANZANIA
Abstract: This paper identifies the challenges of tourism development in the
developing countries, with specific focus on Tanzania. The use of comparative
analysis between Tanzania destination and competing destinations within the
region was applied and the nature of the study has subjected the paper to rigorous
qualitative analytical approach. The findings reveal that although tourism is still
with greatest potential in Tanzania, the industry is still lagging behind compared
to that of its neighbors. The main challenges identified include inadequate
infrastructure, poor product development and management, poor marketing, poor
linkages within local economy, insufficient institutional and technical capabilities
and shortage of appropriate and specialized core and skilled personnel. The
central pillars to tackle the challenges in order to develop sustainable tourism,
including tourist satisfaction as a major determinant of destination loyalty and
tourism benefits to destination stakeholders, have been discussed. Also specific
strategies, practices and policy recommendation have been suggested.

Keywords: Tourism Development, Developing countries, Tanzania.
Introduction

A

lthough tourism has been declared as among the major engines for
economic growth in many economies, especially the developing
ones, the specific challenges of the sector’s development continue remain
under-explored in the tourism studies. This paper aims to contribute where
there is this lack of knowledge. Tourism has become the world’s largest
commercial service sector, with many countries relying on its generated
expenditure. In 2007, for example, the global tourism arrivals accounted
for about 898 million, which generated the estimated tourism expenditure
of US$5,890 billion, or 9.9% of the total world GDP [World Tourism
Organization (WTO), 2008; Anderson, 2010]. Still, according to the WTO
(2008) estimates, by year 2020, there will be 1.6 billion international tourist
arrivals worldwide, spending over US$ 2 trillion.
The sector traces its ancestry back to the Old Testament1; during which
travel was done either by merchants or by a privileged few. For those down
the social scale, there was relatively little opportunity for travel. Even in
those instances when opportunities arose for travel – mainly for religious
purposes – the absence of communication, the paucity of disposable
incomes, and the dangers involved acted as serious deterrents (Anderson,
2010; Anderson & Chami, 2010). The advent of Industrial Revolution
Chapter 27 of the Bible’s book of Ezekiel describes trade and commerce in ancient Tire. Bible readers may also recall the journey by the Queen of Sheba, who visited King Solomon in Jerusalem out of
curiosity.
1
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changed all that. With more disposable income, more reliable means of
transport and fewer dangers, more people from Western Europe and North
America started traveling to other parts of the world, namely Africa, Asia
and Latin America. Since then, in view of its volume of expenditure and its
rate of growth, the importance of tourism as a source of foreign exchange
is gradually being recognized and in many developing countries it now
warrants a ministry all to itself. The dependence of the sector on foreign
tourists for its survival means that the sector has had more than a fair share
of exposure to the forces of globalization.
In Tanzania, cessation of socialist policies and adoption of market
reforms in the mid-1980s can be regarded as a significant door that ushered
in the full impact of the forces of globalization. With market reforms, all
sectors of the economy underwent significant changes, and the tourism sector
was not to be outdone. And with changes, achievements and challenges
are inescapable. Tourism has become one of the country’s fastest growing
sectors with significant economic impact. The tourism sector accounts for
17.2 per cent of the country’s GDP and it contributes nearly 28 per cent of
total export earnings - making it one of the leading export sectors (Mitchell,
et al. 2008; Anderson, 2010). In 2007 and 2008, Tanzania earned respectively
$1.027billion and US$1.269 billion from a total of respectively 719,031 and
770,316 international tourist arrivals (SNV, 2010). The sector supports more
than 350,000 direct employments (BOT, MNRT, NBS, Immigration Dept,
ZCT 2001, 2004, 2005, 2006 and 2007; SNV, 2010).
Nevertheless, although tourism is still with greatest potential in
Tanzania (Mitchell, et al. 2008; Salazar, 2009); the industry is still lagging
behind compared to that of its neighbors. As Chami (2002) has shown,
Tanzania has more and more tourist attractions, in particular the nature
attractions than Kenya, but the latter receives more tourists than Tanzania.
As shown in Table I, in 2006 for example, Kenya received around 1.84
million international tourists while Tanzania managed to attract only
one-third of that (Anderson, 2010). The small market share the Tanzania
records in tourism, like in many other developing economies, is attributed
to various challenges. Unfortunately, the associated challenges are still
missing the groundwork in academic studies.
Table I - Tourism in Tanzania and its neighbors as in 2006
Country
Kenya
South Africa
Tanzania
Uganda

No. of
Arrivals
(‘000)
1,840
8,509
644
539

% of
GDP

% of Exported
Services

5.6
3.5
7.4
3.8

48
75
64
73

Source: Anderson, W. (2010)
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This paper aims to contribute where there is this lack of knowledge.
Taking into account the recent tourism development trends in the country
ushered in by pro-market economic reforms; Tanzania is an interesting case
to represent the developing nations’ touristification phenomenon. Thus the
paper identifies the challenges of tourism development in the developing
economies, with specific focus on Tanzania. For an in-depth understanding
of tourism development in Tanzania relative to its close competitors,
the comparative analysis between Tanzania destination and competing
destinations within the region was applied.
The lessons emerging from the study are intended to be relevant and
useful. More specifically, we hope the study to shed light on tourism
developmental issues in the developing countries’ perspective. Knowing
the challenges facing the industry in Tanzania relative to its competing
destinations by policy makers and the tourism management is vital, since
a problem well defined is equally half solved. Thus the paper intends to
clearly define the challenges and propose specific strategies and policy that
may guide them in their tourism development efforts. Hence, the paper goes
as follows. Sections two and three take the reader on a brief trip through the
theoretical terrain of the past tourism development theories and describe
the tourism development efforts and its performance in Tanzania. Section
four evaluates the tourism sustainability and identifies the posed challenges
and finally the conclusion.
Tourism Development Theories
Theoretical aspects of tourism development have seldom been
addressed in tourism literature, with few scholars citing different mainstream
theories of tourism development (for example, Anderson, 2010, Archer,
1984, Archer, 1976, Young, 1973). However, this study borrows from the
diffusionist paradigm, which includes the development stage, diffusion
and dependency theories and adapts them in the domestic tourism context
(Anderson, 2010). The development stage theory suggests that, tourism
development process follows a unilinear change. Euro America argues that
the less developed countries, like Tanzania, are in an ‘earlier phase’ of the
tourism development process, but will eventually repeat the Euro American
development experience (Archer, 1976). According to the author, the
development of tourism starts with a pioneer resort. Multiplication of resorts
leads to the establishment of a hierarchy and a functional specialisation of
resorts. In the last stage, tourism resorts are distributed almost evenly across
the country. The connectivity of the resorts with respect to transportation
linkages reaches its maximum. Associated with the functional change of
the resorts is a change in its clientele. Upon too much familiarization of
the resort and its respective facilities, the original visitors leave for more
peripheral destinations. The original resorts lose attractiveness and the
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tourist search for different and new places. Other types of visitors populate
the resort. In some cases, the existing hierarchy of resorts within a region
will disintegrate, because new resorts grow to replace the old ones.
On the other end, diffusion theory suggest that, at one point of the
development process, there will be a spread, a filtering, or a diffusion of
development impulses from the most developed to the less developed
area (Young, 1973). This “spread”, trickle down” or “filtering” effect will
lead eventually to an adjustment of the regional disparities after initial
polarisation. To effectively eradicate backwardness, it is necessary to
establish growth poles. These can either be whole cities or just an economic
sector with a high connectivity with other industries and which is thought
to have a high multiplier effect. As long as tourism is connected to local
people, the effects of the industry will be felt. But also, this perspective tells
us that, even if people share the same country-in the developing economies,
still, people from the cities may assign relative high importance on leisure
and recreation than the ones from rural areas due to differences in their real
disposable incomes. This may be practical for the people from cities and
towns moving for holidays during festivals. However, certain areas will
remain underdeveloped as so far as people from the cities lack tendencies
to visit them and tourism money have no way to reach the community.
The dependence theory came as a result of dissatisfaction of diffusion
theory and maintains that as a result of dependency, capitalist development
in the core continuously creates and perpetuates underdevelopment in the
periphery (Archer, 1984). The necessary high initial investment costs in
tourism are very often too high for developing countries and, therefore,
lead to dependency on foreign capital. As a result, the dependent country’s
governments have no influence on the kinds of tourism products and
services delivered in the foreign resorts and multinational hotel companies
operating in their economies. This theory supports the nature of tourism
industry in Tanzania which is characterized by high level of FDIs whereas
most giant tourist resorts are owned, managed and operated by foreign
direct investors.
Tourism Development and Performance in Tanzania
Evolution of Tourism Development
Tourism industry was first established in Tanzania during the colonial
rule as an industry catering to the needs of Westerners coming to watch
or hunt exotic animals (Chenjah, 1998; Salazar, 2009; Anderson, 2010).
The industry became manifested as early as 1949 when the East African
Tourist Association was established with its headquarters in Nairobi,
Kenya. The intention of its manifestation was to promote wildlife safaris
in particular, hunting and protection of interest of hunters throughout the
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East African region (Tanzania Tourist Board (TTB), 1995/96). In 1962,
there were significant developments in the industry, and the Tanganyika
National Tourist Board (TNTB) was established to co-ordinate tourism
activities in the country. To support this move, the National Development
Corporation (NDC) was allowed by the government to undertake and
supervise the construction of tourist hotels in the country in 1964. In turn
the NDC commissioned Hallmark Hotels to discharge this responsibility
and, in 1965 they built the Kilimanjaro Hotel, the current Kilimanjaro
Hotel Kempinski Dar es Salaam, as the Government’s main hotel for
foreigners visiting the country. In 1969 the Tanganyika National Tourist
Board was dissolved and the Tanzania Tourist Corporation was established
whose major responsibility was to develop and promote the international
and domestic tourism. In the early 1970s tourism expanded rapidly because
of the significant expansion of the state owned hotel program2 (Kweka et al.
2003). Also due to a growing tourist industry within the bordering country
of Kenya where many tourists would cross the border into Tanzania and
visit the northern national parks as an “add-on” to their Kenyan destination
Safari (Wade et al 2001). Policy reconstruction and encouragement of
private sector investment in the industry in the mid-1980s promoted tourism
as one of commercial activities in the country.
Changes in the operating environment and her own dysfunctional
relationships both as a promoter and developer of tourism led to the
failure of Tanzania Tourist Corporation in May 1993, giving room for the
establishment of Tanzania Tourist Board in June 1993 [TTB (Amendment)
Act, 1992] with the responsibilities to promote Tanzania’s tourism within
and outside the country. The development and promotion of tourism in
Tanzania until very recently had occurred at national and enterprise levels.
National level involves efforts done by official tourist organizations and
state owned institutions in marketing of country’s or region’s attractions,
while individual concern that aims at achieving immediate patronage of
its services carry out enterprise level mainly involving tour operators and
travel agents.
Moreover, the tourism success in the last two decades has been attributed
to the 1991 and revised 1999 National Tourism Policies. Explicitly, the
1991 National Tourism Policy of Tanzania was adopted to provide the
overall objectives and strategies necessary to ensure sustainable tourism
development in the country, under which considerable achievements
were secured, including, the establishment of Tanzania Tourist Board, the
improvement of private sector participation, and approval of many new
tourism related projects in collaboration with the Tanzania Investment
Centre. The National Tourism Policy (1991) placed an emphasis on
sustainable tourism, also called ecotourism, or tourism that takes the
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environment into consideration, as opposed to conventional mass tourism.
Again, the private sector was seen to be a critical player in accomplishing
this role. The revised Policy (1999) aims to promote the economy and
livelihood of the people, particularly in poverty alleviation through
encouraging the development of sustainable and quality tourism, that is
culturally, and socially acceptable, ecologically friendly, environmentally
sound and economically viable. Thus it is determined to maintain its tourist
resource base in an adequate manner as it forms part of the public resources,
improve existing tourist infrastructure and develop it further to increase
revenue collections from the sector.
The Tanzania tourist resources consist of natural (i.e. climate, lakes,
mountains, parks, game reserves, coastal areas, islands, waterfalls, etc);
cultural (e.g. archaeological sites, historical sites, rock painting sites, arts
and crafts) as well as man-made attractions (e.g. museums, architecture,
handcrafts) (see Box 1). The government has invested a significant
amount of resources to develop the natural tourism which basically
attracts more than 60% of the international tourist arrivals (Table II). The
government has created more than 70 national parks and protected areas
since independence of 1961, when only Serengeti was available (Owen,
1968). These include 14 National Parks, 31 Game Reserves, 50 Game
controlled areas, 1 conservation area and 2 Marine Parks (MNRT, 2008).
Tanzania has the highest percentage worldwide (about 25%) of its land in
a protected natural state, compared to the world average of 4% (The World
Bank Group, 2006; Tiffin, 2008). The country is endowed with over 1,570
species of animals compared to its direct rival Kenya which as 359 species
(Global Development Solutions, LLC, 2008, Anderson & Chami, 2010).
Table II Tourism concentration in Tanzania
Park Attributes

Selected
National
Parks

Area
(km2)

Arusha

137

Gombe
Stream

52

Katavi
4,471
Kilimanjaro 756
Lake
Manyara

330

Attractions

Number of Tourists visiting
National Parks
2001

Climbing, forest
21930
walks
Chimpanzee,
trekking,
688
snorkeling
Walking, safaris
325
Trekking, fishing 24775
Game drive,
canoeing, culture,
70273
chimp tracking,
hiking, camping

2002

2003

2004

2005

25372 22338 36929 42355
858

667

859

855

1574
671 1247 1746
25250 29523 34530 37029
71168 81285 107578 122145
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Mahale
mount.

1,613

Mikumi

3230

Snorkeling

271

916

586

820

940

Game drive,
11352 15766 15696 19287 20084
hiking
Walking safaris,
culture, historic,
Ngorongoro 8320
crater, cradle of
mankind
Hiking, historical
ruins, walking,
Ruaha
10,300
6088 13094 6984 11482 12542
safaris, boating,
swimming
Rubondo
457
Chimp tracking
266
573
824
458
640
Game drive,
Saadani
1,100 boating,
- 1214
swimming
Safaris,
Serengeti 14,763 ballooning,
124553 149498 152544 199302 230134
culture
Walking safaris,
Tarangire 2600
56871 68076 61077 85791 91981
culture
Hike to water
Udzungwa 1900
1027
1455 1569 1983 2100
falls, safaris
Total Visits to the
318419 373600 373764 500266 563765
Parks (A)
Total Arrivals (B)
526641 577251 576872 583369 612754
Proportion of (A)
60.6% 64.9% 64.9% 85.8% 92.0%
to (B)
(Source: Modified from the Tanzania Bureau of Statistics and Department of Tourism, 2007)

Box 1 Tanzania’s Main Tourist Resources
The Northern Circuit, and its extension to the Usambara Mountains,
includes:
Arusha, the main hub and also home to the International Conference
Centre, a venue for many world-class meetings
Lake Manyara National Park, home to the tree-climbing lions
Mt. Kilimanjaro, the highest mountain in Africa
Ngorongoro Crater, the largest crater in the world with limitless wildlife
Serengeti Plains, famed for its mass movement of wildlife
Tarangire National Parks
The Usambara Mountains, to the east of Arusha, providing a temperate
mountain climate where the African violet originates
Olduvai Gorge – Southeast of Serengeti, the site of the discovery of the
oldest human remains ever found in the globe.
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The Southern Circuit comprises:
Mikumi National Park, within a day’s drive of Dar es Salaam
Ruaha National Park, a gem in south central Tanzania
Selous Game Reserve, uninhabited since the early 20th century, with its
untamed nature and wildlife
Udzungwa National Park
The Western areas close to or on the shores of Lake Victoria include:
Gombe Stream, known for Jane Goodall’s work with chimpanzees
Katavi National Park, less well travelled but with its own charm
Mahale Mountains on the shores of Lake Victoria
The Islands have a rich Swahili and Arab culture and include:
Pemba and Mafia Island with their marine parks provide excellent diving
and fishing
Zanzibar, with its well preserved capital, Stone Town, and beautiful beaches in
the northeast
The Lakes: Tanzania is a home to the world known lakes, including:
Lake Victoria: the largest tropical lake in the world and the second widest
fresh water lake in the world and Africa’s largest lake
Lake Tanganyika: the second largest freshwater lake in the world by
volume and the second deepest
Lake Nyasa: third largest in Africa and ninth largest in the world that teem
with more fish species worldwide
Other major reserves:
Ugalla River, Uwanda, Moyowosi and Kigosi Game Reserves, less well
travelled but with excellent potential for development
Source: (World Bank Group, 2006; UNESCO, 1995; Anderson, 2010)

Tourism Demand
Admittedly, the efforts undertaken since mid 1980s have led to a turnaround in tourism development in Tanzania as tourism indicators show
in Table III. Specifically, in 1986, Tanzania received only 103 thousands
tourists compared to more than 500 thousands in 2000, and almost 800
thousands tourists in 2007. The increase was a result of marketing efforts
made by the government (through Tanzania Tourist Board) and private
sectors. Recent studies show that the foreign exchange from tourism
amounted to more than US$ 1.1 billion, which is nearly 33% of the total
Tanzania exports (Mitchell, et al. 2008; SNV, 2010; Anderson, 2010). The
sector, for example, ranked first in terms of service sector performance
and its contribution to GDP is estimated at over 17.2% in 2008; a huge
improvement considering that its contribution to GDP before 1986 was
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less than 1%. Furthermore, expenditure per tourist is relatively high in
Tanzania, increasing from US$330 in 1986-90 to nearly US$1,500 in 2000,
compared with an average of between US$338 and US$400 for Africa
(WTO, 2008). This indicates that Tanzania’s intention to develop a highvalue, low-density tourism is tenable.
Table III. Tourism Trends in Tanzania 1980-2007
Year
1980
1982
1984
1986
1988
1990
1992
1994
1995
1996
1997
1998
1999
2000
2001
2002
2003
2004
2005
2006
2007

Number of
Visitor Arrivals
84021
71290
64000
103363
130343
153000
201744
261595
295,312
326,188
359,096
482,331
627,325
501,669
525,000
575,000
576,000
582,807
612,754
644,124
719,031

Annual %
Change
-15.2
-10.2
61.5
26.1
17.4
31.9
29.7
12.9
10.5
10.1
34.3
30.1
-20
4.7
9.5
0.2
1.2
5.1
5.1
11.6

Receipts
(US $ Mill)
19.7
15.22
9.38
20
40.4
65
120.04
192.1
259.44
322.37
392.39
570
733.28
739.06
725
730
731
746.02
823.05
950
1037.33

Annual %
change
-22.74
-38.37
113.22
102
60.89
84.68
60.03
35.1
24.3
21.7
45.3
28.6
0.8
-1.9
0.7
0.1
2.1
10.3
15.4
9.2

Source: Anderson & Chami (2010)

In addition, the sector supports more than 350,000 direct
employments (Bank of Tanzania, 2007; SNV, 2010). Tourism is more
labor intensive than other industries, implying that a given level of
revenue or capital investment is capable of creating more jobs in
tourism than the same level would in agriculture or manufacturing.
If this fact can be properly manipulated, tourism stands to play a
significant role in reducing rural-urban migration in the country by
improving rural development and in stimulating foreign and local
investment. Some of the indicators of tourism’s rate of growth are the
number of hotels, number of hotel beds, the rate of hotel occupancy,
etc.
Table IV shows increasing trends for most of the indicators. In
particular, major improvements are observed in the number of hotel
beds (from 417,000 in 1995 to 3.54 million in 2009, which represents
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an increase of over 500%), the number of hotel rooms (from 6,935
in 1995 to 75,008 in 2009 an increase of over 400%, contributed
also by the expansion of existing hotels) and the number of hotels
(from 210 in 1995 to over 500 in 2008). Improvement is also noted
in the average number of days per tourist (an increase of 53% from
7.2 days in 1995 to 11 days in 2008) and the average expenditure
per tourist per day (from US$ 122 in 1995 to US$ 183 in 2009). The
only indicator that is shown to have declined is the average room
occupancy per year, which declined from 57% in 1995 to 47% in
2007, but again this is understandable given the huge increase in the
number of hotels and hotel rooms over the period.
Table IV International Tourism Business Trends in Tanzania, 1996 – 2006
YEAR

No. of
tourists
in the
country
No. of
tourists in
hotels
Earnings
in US $
million
Average
number of
days per
tourist
Average
expenditure
per tourist
per day
(US $)

1997

1998

1999

2000

2001

2002

2003

2004

2005

2006

359,096 482,331 627,325 501,669 525,000 575,000 576,000 582,807 612,754 644,124

345,000 457,331 564,593 479,652 501,081 550,000 552,000 562,332

-

592,160

392.41 570.00 733.28 739.06 725.00 730.00 731.00 746.14 823.05 862.00

7.50

7.60

7.70

145.00 155.50 152.00

8.00

8.00

11

11

11

12

12

162.8

172.58

1531
822

1531
822

1881
1192

1551
1252

1551
1112

Package Tour; 2Non Package Tour; aExpansion of area of data collection

1

(Source: National Bureau of Statistics, & Tourism Department, 2007)

In relation to the overnight stays, the Visitor Exit Survey2 (2006)
indicates that the overall length of stay is about 10 days and just over 1/3rd
spend between 8 and 28 days. Safari´s tourists to the Northern Wildlife
Area stay for an average of just fewer than 5 days and those to the Selous/
Ruaha stay between 8 and 12 days. Expenditure patterns vary by purposes
of visit, length of stay and type of tour arrangement (i.e. either package
or non-package tour). Taking into account the fact that the results are unweighted by visitor flows, and adjusting for extreme values, the findings
2

Pilot International Visitor Exit Survey conducted in May 2002 at the tour major entry/exit points
(Dar es Salaam, Kilimanjaro, Namanga and Zanzíbar) as part off the Tourism Satellite Accounts project
being undertaken by the Ministry of Natural Resources and Tourism, the Bank of Tanzania, national
Bureau of Statistics, Immigration Department and Zanzibar Tourism Commission.
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indicate that, holiday makers spend more at the destination, with Business
visitors spending an average of about $900 per trip, conference visitors
spending an average of about $600 per trip and holiday makers spending
an average of about $ 1,000 per trip.
Tourism benefits are not limited to those involved in the sector itself, as
in Tanzania tourism development has been shown to have a great impact on
other sectors. For example, Kweka’s (2001) study found out that the output
multiplier for tourism in Tanzania is 1.8, implying that an investment of
one million shillings leads to an increase of 1.8 million shillings to the
economy. This was the highest output multiplier in a four-sector model
that included agriculture, manufacturing, tourism and other services. It
also reveals that tourism led the other three sectors in terms of backward
and forward linkages, and was second to agriculture in terms of intersector effects among 23 sectors. Tourism requires 44% of its inputs from
other sectors, far above an average of 26% for all sectors. The sector has
a high backward linkage of 1.25, the third largest for 23 sectors used in
the model but the most evenly distributed. Kweka’s findings are echoed
by those of a joint study by the Bank of Tanzania, the Bureau of Statistics
and the Ministry of Natural Resources and Tourism (2003), which, in
addition, characterizes tourism as ‘labour-intensive, in that a given level of
revenue or capital investment creates many more jobs in tourism than the
same level of revenue or investment would in agricultural or manufacturing
industry.’(p.4). Suffice it to say, then, that tourism development has great
potential of benefiting not only those directly involved in it, but also other
sectors as it expands.
The tourism booming is the same for Zanzibar. Zanzibar receives
over 300,000 tourists per year, with in 2007 receiving 309,719
tourists (i.e. 178, 287 and 131, 436 international and domestic tourists
respectively). The notable shake of tourism in Zanzibar has appeared
during the political tensions which hit the archipelago during 2000. For
instance, although in 2001 and 2003 the number of incoming tourists to
Tanzania fell slightly, a sharp dip was observed for Zanzibar (see Figure
I), implying that events in Zanzibar were the main local factor behind
the drop, while the terrorist attacks in the USA, the war in Afghanistan
and the outburst of the second Gulf war (Fig. 2.2) were the contributing
international events. This is in line with the findings by Enders et al.
(1992), who’s econometric analysis on the flow of tourists to and from
Spain showed that a significant negative correlation exists between
areas threatened with terrorist acts and the number of tourists to the
areas. It is no doubt, therefore, that episodes like the recent bomb/
grenade attacks at Stone Town in Zanzibar could have a strong negative
impact on tourism if they are not contained in time.
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Source: Computed from the monthly number of tourists to Tanzania: 2001-2003. Figures indicate
divergence from the expected values

Figure I: Seasonality of Tourism in Zanzibar

Looking at the origin of holiday makers to Tanzania as a whole,
most tourists come from Africa, Europe, North America, Scandinavia
and Japan. More specifically, Africans (including Tanzanians)
accounted for approximately 40.5% of total visits in 2008, followed
by Europeans (30%) and Americans (9%). Within Europe, the
main source markets are Britain, Scandinavia, Italy, Germany and
France, which together account for just over 70% of total European
arrivals. The secondary markets are Switzerland, the Benelux and
Spain, together account for a further 19% of arrivals. As presented in
Table V, Northern America is the main market in America. Looking
at Zanzibar, however, the distribution appears very different, with
36.3% being Italians, 9.9% Britons and 6.6% Scandinavia. Of
the total international tourists to Zanzibar, Europeans accounted
for 73.4% (i.e. 105,157); while Americans totaled 10,905 (7.6%)
in 2007 (Global Development Solutions, 2008). The difference
in nationality implies that the preferences of tourists visiting the
mainland may differ from those of the tourists visiting Zanzibar. It
is understood that, due to shorter flight connections, Europe remains
the major continent of origin for Tanzanian tourism industry, with
46% of all the tourists. It has been shown that Tanzania strives to
promote a high-value tourism that targets fewer tourists in order to
ensure sustainability of the industry. The most promising European
markets where Tanzania could be promoted as a tourist destination
are Germany, France, Italy, Great Britain and Spain.
Table V: Major International Markets by Continents, 1997-2007
Year
1996
1997
1998
1999

Africa
141,069
155,909
208,599
271,345

Continent
America
Europe
32,184
96,861
35,570
107,051
47,594
143,229
61,908
186,311

Asia
56,309
62,230
83,256
108,305

Total
326,423
360,760
482,678
627,869

Journal of Tourism, Volume XII, No.2, 2011

29

Wineaster Anderson

2000
2001
2002
2003
2004
2005
2006
2007

208,959
219,516
252,845
269,922
257,778
275,718
293,940
306,356

49,001
45,544
59,077
49,781
53,424
61,604
71,278
80,554

157,470
162,225
191,982
191,025
221,865
220,255
229,048
274,964

86,601
99,356
73,347
66,144
50,302
55,177
49,837
57,131

502,031
526,641
577,251
576,872
583,369
612,754
644,103
719,005

Source: Ministry of Natural Resources & Tourism (2008)

Challenges of Tourism Development in Tanzania
Unlike many other industries, tourism does not lend itself to easy
evaluation in economic terms since it is divided into many different
activities, including travel, hotel accommodation, catering, car hire and
tourist guiding. In addition, the sector requires considerable investment in
public infrastructure and services such as airports, roads, electricity, water
and telephone, most of which do not enter into cost-benefit analyses. This
section, therefore, does not pretend to provide a comprehensive evaluation
of tourism performance and the challenges lying ahead. Rather, it provides
a discussion on the issue by invoking the concept of sustainability of an
industry. In this particular case, we invoke WCED (1987) and Eagles
(1995), who defined sustainable tourism as tourism that is competitive
enough to satisfy the demands of tourists, tourism that benefits and thus
elicits cooperation from the host population, and tourism planned in such a
way that it guarantees inter-generational equity, that is, its benefits can be
guaranteed for future generations.
Does Tourism Satisfy the Demands of Tourists? It can be concluded
that Tanzania is increasingly satisfying the demands of tourists; otherwise
their numbers and revenues from tourism would have dwindled, especially
since the country has many competitors within the region. Globally,
Tanzania is known for its abundant and unique wildlife. For example,
many tour operators dealing with North American and European tourists
judged Tanzania to be especially strong in the abundance and diversity of
its wildlife (URT, 1996). In this respect, Tanzania was considered to be
superior to all its neighboring competing destinations (including Kenya)
in terms of quality, diversity and visibility of wildlife in the parks. The
wildlife migration in the Serengeti was considered a particularly unique
wildlife viewing experience. Other noted strengths include the scenery,
the unspoiled natural environment, the potential for development and the
friendly nature of Tanzanians.
These strengths were also noted in other studies (Chami, 2001; Kweka,
2001; Chami and Semboja, forthcoming). Despite the noted improvements,
Tanzania is far from being the ideal tourist destination; for this to be
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the case, a lot of improvements need to be made. For the purpose of
discussion in this section, let us compare Tanzania and Kenya, for these
are two countries that share similar geography and even history. Indeed,
even Maasai Mara, one of the most famous game parks in Kenya, is just
an extension of the Tanzania’s Serengeti, the world’s largest game park.
We distinguish between primary tourism (scenery, unique wildlife etc.),
tourism facilities (accommodations, service) and the supporting physical
and service infrastructure (roads, banking service, etc.).
We have just pointed out that many tour operators dealing with
North American and European tourists judged Tanzania to be superior in
abundance and diversity of its wildlife. It has to be noted, however, that
this position may have been caused by the sheer size of the are under
conservation – 25 percent of the total land area compared with 9 percent
for Kenya3 – together with the fact that Tanzania has more environmental
amenities (Table VI and Figure II), both of which have ensured that the
wildlife are not yet outnumbered by tourists. Equally, as Sazalar (2009)
has clearly pointed out, despite the many assets Tanzania possesses, the
country has yet to enjoy the tourism potentials as still the demand for its
tourism product is still lagging behind that of its close competitors whose
assets are not as many as the Tanzania’s.
Table VI: Some Environmental Endowments of Tanzania vs those of Kenya
Year/Indicator
Surface Area (sq. km)
Forest Area (sq. km)
Forest as % of total land area* (1995-99)
Annual deforesting (% of change)
Game parks/reserves (% total land area)

Tanzania
945,100
325,100
34.4
1.0
25.1

Kenya
580,400
12,920
2.2
.3
8.8

Source: World Bank Tables 2000

One major weakness of Tanzania’s tourism relative to that of Kenya is
its lack of diversity. Tanzania’s relatively low share of tourist arrivals and
revenues over the years may partly be attributed to—apart from a weak
service base—the limited tourism product it offers, which is based on the
Northern Wildlife Circuit. This product, which is promoted as a part of a
larger tour program to Kenya, accounts for the short average length of stay
and the absence of linkages with other parts of the country. In addition,
although Tanzania has an 800-mile coastline, its beach tourism is in an
infant stage at best, operating in very few places such as Zanzibar. On the
other hand, Kenya sells a near-complete tourism product, including nature
and beach tourism thus gaining a larger share of the market. The fact that
Kenya has an extensive promotion programme that is much better funded
3

When the total areas under conservation are calculated and combined, Tanzania accounts for 82% of
the total (237,200 sq. km). Kenya’s share is only 18% (51,075sq.km)
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than its counterpart in Tanzania has never been helpful to Tanzania’s
relative position either.

Source: World Economic Forum (2008)

Figure II: Comparing natural resource endowments

Tanzania’s tourist areas are also rated as less accessible than those of
any other destination in the region. This view can be attributed to the lack
of direct flights to the Kilimanjaro International Airport—the main gateway
to the Northern Wildlife Circuit-from all the European countries except
(until recently) the Netherlands. In contrast, Nairobi, the gateway to tourist
destinations in Kenya, is served by most of the major Europeans airlines,
including the British Airways (UK), the Royal Dutch Airlines (Netherlands),
Air France (France) and Lufthansa (German). In addition, there are direct
fights from major Europeans cities to Mombasa, the hub of beach tourism in
Kenya. The Kenyan national carrier Kenya airways, also has direct flights
form Nairobi to major African cities some Asian cities and one European city
(Amsterdam).
Tanzania’s air transport infrastructure is weak compared to that of its
close rivals Kenya and South Africa. Tanzania also has fewer scheduled
airlines (19) operating into and out of the country compared to Kenya
(29) and South Africa (50).The number of available seat km measures the
intensity of weekly scheduled flights (combining both capacity and distance
flown) to the destination during the peak seasons. In other words, Tanzania’s
weaker position in accessibility can be demonstrated by looking at flight
information. In 2008 Tanzania had just 23% of the Kenya’s available seat
km and 5% of South Africa’s. Likewise, Tanzania has just 25% of Kenya’s
departures per 1,000 population and 6.25% of South Africa’s. Tanzania also
had a lower percentage of paved roads (3.5% of the total road network)
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compared to Kenya’s 13.8%, implying that for every 100 kilometres of
roads paved in Kenya, Tanzania paved only 25 kilometres. Tanzania’s
dismal performance in this area can be seen by anyone visiting the parks in
Northern Tanzania: the last half of the road from Arusha to Lake Manyara,
the entrance to the Northern Tanzania Circuit has been in poor condition and
really only suitable for four-wheel vehicles. The Southern Circuit is even
worse and in some areas completely inaccessible. Similarly, Tanzania’s
telephone sector compares unfavourably with Kenya’s: Tanzania had 3.5
telephones per 1,000 people compared to 8.5 telephones per 1,000 people
in Kenya. Although Internet service is new in the region, Kenya still seems
to be ahead of Tanzania, with 0.2 hosts per 100,000 people compared to
near-zero hosts for 100,000 people in Tanzania.
The aforesaid challenges are well reflected in the normal traveling
experiences in Tanzania, where the more frequently cited access problems are
road conditions and domestic air services provided by the national carrier, Air
Tanzania Corporation (ATC)4. Tour operators perceive it to be very difficult
to include the Southern Circuit in tourist packages because of the high
domestic flight charges5 and unreliable road conditions, especially during
the wet season. In contrast, flight charges from Nairobi to any tourist site in
Kenya (including Mombassa) are affordable, thanks to more competition in
the domestic air travel sector and its passable roads (though many are in need
of repair). For tourism in Tanzania to be operated near full capacity, the road
and sectors need urgent attention, especially those leading to or connecting
the tourist attractions. To this end, project such as the World Bank-funded
Tourism Infrastructure Project (TIP) should be given due support.
In terms of accommodation, Tanzania also suffers when compare to
Kenya. Most of the accommodation available was termed by most tour
operation as of “poor value of money” in that the quality of the product was
not of a high enough standard to warrant the price levels charged (URT,
1996). Also lacking in Tanzania is diversity of accommodation facilities.
Whereas Kenya has diverse accommodations ranging from five-star hotels
to simpler, economy hotels, Tanzania never had many top/exclusive hotels
prior to the 1990s. Even more disappointing is that the existing hotels prior
to the 1990s were not categorized (ERB, 1999). The opening of top hotels
such as the Sheraton, Sopa and Serena Lodges is a step in the right direction.
Related to the accommodation problem is a general feeling that
customer service in Tanzania’s hotels, restaurants and game parks is
inferior to that offered in Kenya, in that staff in Tanzania is more lacking
in professionalism. Lack of training, which was blamed for this problem,
should be targeted if Tanzania is to improve in this field.
Jokingly nicknamed “Air Total Canceling.”
The introduction of new airlines for destination in Tanzania following the liberalization of the transport
sector may partly solve this problem
4
5
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Security is another problem that is facing Tanzania. Tourist muggings
have been reported in Dar es Salaam, and Pemba (URT, 1996). Bandit
attacks have also been reported in the Serengeti.
Tanzania is also considered an expensive destination, far more expensive
than its competitors (Figure III). Where this may be a disincentive to some
tourists, it is important to be retained to limit the number of tourists to
sustainable levels and to raise enough revenues to run the parks, in line with
the country’s tourism policy. In the price comparison of 2006, Tanzania’s
room rates were the highest in the group at $112, followed by Mozambique
with $110. Kenya’s rate of $84 was significantly more competitive.

Source: Anderson & Chami (2010)

Figure III: Accommodation rates compared

Likewise, comparing the national park fees as given in Table VII,
Tanzania is more expensive than competing destinations; 2.9 times more
expensive than the Kruger National Park and 25% more expensive than the
Maasai Mara. This is discussed further in the next section.
Table VII: National Park Fees Compared
Country
Tanzania

South Africa
Kenya
Namibia

Selected Park
Serengeti
Kilimanjaro
Gombe
Mahale
Others
Kruger
Maasai Mara
Most parks

Sources: Strategic Business Advisors (2008)

24 hour admission fee in US$
50
60
100
80
20/35
17 (ZAR 140)
40
10 (NAD80)

Conclusion
This paper has identified the challenges of tourism development in the
developing economies, with specific focus on Tanzania. It has been shown
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that the industry has made significant strides in terms of the number of
tourists, the revenue from tourism and tourism facilities. The sector has
also shown to have great potential for the country, especially in the future,
in terms of employment and linkages to other sectors. Against the backdrop
of these achievements, it has also been shown that a lot of challenges lie
ahead. First, with the abundance of resources available, Tanzania could
have done better in terms of number of tourists and revenue collection.
Second, while the government has devised policies to encourage the
participation of local people in tourism development, a lot more needs to
be done as the implementation of this policy has met a number of setbacks
that need addressing.
Some of these include inadequate infrastructure, poor product
development and management, poor marketing, poor linkages within local
economy, insufficient institutional and technical capabilities and shortage
of appropriate and specialized core and skilled personnel. Moreover, rapid
tourism development has had some undesired impact on the environment,
and that challenges lie ahead for an attainment of the environmentally
friendly development. It is clear that Tanzania’s ability to attract many
tourists by virtue of its more abundant and unique wildlife is compromised
by the country’s inability to provide service to complement these natural
amenities. Whereas Kenya has less abundant amenities, it has been able
to improve its service sector and also diversify its tourism packages, thus
attracting more tourists than Tanzania.
Should Tanzania keep on improving the service sector, it is likely to
significantly improve its tourism fortunes and even surpass Kenya in the
near future. More specifically, to seriously develop tourism, a considerable
investment in public infrastructure and services such as airports, roads,
electricity, water and telephone, is needed. Tourism facilitation organs
should ensure that Tanzania is accessible from worldwide airports by
introducing direct flights from major tourist markets. Within the country, it
is advised to re-launch the national carrier, Air Tanzania Corporation, and
encourage more private investors in the air transport sector. For tourism
in Tanzania to be operated near full capacity, the road and railway sectors
need urgent attention, especially those leading to or connecting the tourist
attractions.
Moreover, it is important that Tanzania diversify its tourist product
line. This goes together with an extensive promotion programme that is
much better funded than currently. Professionalism to all cadres in tourism
and hospitality personnel should not be optional; if at all the country wants
to offer quality services to its tourists in accommodation, restaurants and
game parks among other services. Training should be targeted if Tanzania
is to improve in this field. Last but not least, investment on safety and
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security of its tourists is vital, as tourist is the best seller of the destination
than any other promotion tool in tourism and hospitality industry. Future
studies should focus on complementary product lines that should be added
to the current tourist product from demand perspective.
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Abstract: Tourist satisfaction is important to successful destination marketing
because it influences the choice of destination, the consumption of products
and services and the decision to return (Kozak & Rimmington, 2000). Tourist
satisfaction depends upon their pre visit expectation and their actual experience at
the destination. This study examined the level of satisfaction of tourists regarding
the attraction, accommodation and other amenities, food and beverages and
transport facility to the destinations. Mean and standard deviation were used
to assess the level of satisfaction of tourists regarding the above variables of
the destinations. The respondents in the study were the tourists who visited the
destinations at that time. The results revealed that the tourists are highly satisfied
with the attractions in Patnitop and Sanasar but are neutral in their view point
about the food and beverages service in both the areas. Most of the tourists are
satisfied with the accommodation facility in Patnitop as compared to Sanasar.
Tourists are highly dissatisfied with the transport facility in Sanasar as compared
to the facility in Patnitop. As a result, drawbacks related to various factors
affecting tourist satisfaction can be overcome. This will result in attracting more
tourists to the destinations, if they are satisfied.

Keywords: satisfaction; tourist satisfaction; intention to recommend;
destination marketing.
Introduction
Jammu and Kashmir
Jammu is one of the famous tourist attractions in India. It is a quite
glorious area to visit and tourists who experience this in their journey
carry the memories with them forever. Popularly known as the “City of
Temples,” Jammu is a holy, blessed and peaceful city, gracing everyone
under its magnificent sky with an immense feeling of appreciation (Visit
Jammu.com, 2012). It is also famous for its scenic landscape, Hindu
shrines, castles, gardens and forts.
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Tourism forms an integral part of the Kashmiri economy. Kashmir
often known as “Paradise on Earth”, has attracted tourists for centuries
(Wikipedia, 2001). It has a picturesque natural beauty and among other
things is famous for its Dal Lake that reflects the surrounding snow-capped
mountain peaks. The most interesting tourist attractions in the region are
the Mughal Gardens, the floating vegetable and flower markets and the
unique experience of staying on a houseboat. Kashmir is also famous for
its fresh apples and the intricate embroidery stitching that is done on the
traditional warm kurtas for both men and women (Best Kashmir deals.com,
2012).
Patnitop is a beautiful hill station in Jammu in northern India. The main
attractions of Patnitop are its three gushing, ice-cold freshwater springs in
the area and it is said that these possess medicinal properties. There are
flowery meadows which make Patnitop an ideal place for walks and picnics.
It also has a 6-hole golf course which is being expanded to 9-holes. Tourists
may trek or ride ponies along little known trails, opt for paragliding and
basic skiing while others can enjoy camping and walks (Colors of India,
2012). There is an ancient Naag temple in Patnitop which attracts most of
the tourists visiting Patnitop.
Sanasar is about 19 kilometers away from Patnitop. Tourists find
respectively quieter atmosphere with similar climate as respect to Patnitop
(Patnitop hotels, 2012).Every year a no. of tourists visit these destinations.
No. of tourists visiting Patnitop in Jammu during 2011 were 4 lakhs
(Outlookindia.com, 2012). Sanasar is a well known tourist destination of
the beautiful state of Jammu and Kashmir which is endowed with natural
scenic beauty. Its picturesque landscape provides the tourists to enjoy a
plethora of adventure sports. Sanasar is frequently visited by those tourists
who want to explore their latent sporting spirits and sportsmanship. It is
particularly famous for various sporting activities offered by the place
(Maps of India, 2012). The famous adventure sports of Sanasar are
paragliding and parasailing (refer table 1).
Table 1: Facilities in Patnitop and Sanasar
S.No
1.
2.
3.
4

Patnitop
Skiing
Paragliding
Trekking
Horse Riding

Facilities
Sanasar
Camping
Paragliding
Trekking
Horse Riding

Many tourist planners in Jammu and Kashmir make circuits of
tourist destinations that lie close to each other. For example, one can make
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maps/india/tourist centers.htm
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Source: http://www.holidayiq.com/
destinations/Patnitop-Map-q506.html

Map of Patnitop and Sanasar
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circuit covering Vaishno Devi, Shiv Khori and Nau Devian. When these
destinations are planned well, it can strengthen tourism activities over
large areas (Okello et al., 2005) and become a reason for tourists to prefer
such destinations. It is important to know what attractions are available
along with the strengths and weaknesses of individual destinations within a
circuit. This information is useful for planning tourist activities, and helps
in promoting unique attractions of each destination. Success of tourism
depends upon the host country’s political situation, monetary exchange
rate, and occurrence of natural disasters, Global terrorism, economic
turnout and destination quality and some other such factors. If the tourist
is satisfied then this can result in repeat visits and tourist’s intention to
recommend. So, planners and marketers of tourism should focus more on
maintaining or improving factors that contribute to the overall satisfaction
of tourists (Manhas, Ramjit & Dogra, 2011).
Review of literature
Tourist satisfaction is the overall experience that tourists have with the
given destination. Tourism is a business of selling memorable experiences.
Tourists visit the destination and consume the products or experiences that
it offers, share memories of the destinations with their friends or relatives
and have contact with service providers or host residents. They form their
judgment of a destination by comparing their actual experiences with their
expectations. Expectations can be based on their past experience, friends
and relatives, marketer and competitor information and promises (Kotler,
Bowen & Makens, 2006). If performance exceeds expectations, they are
satisfied. On the other hand, they are dissatisfied when expectations are not
met. Consumer satisfaction is the relationship between the costs of what
the consumer spends and the rewards (benefits) he/she anticipates. Here,
price, benefits, time, and effort are major factors in determining satisfaction
(Heskett, Sasser & Schlesinger, 1997). Thus, it can be said that if tourists
receive benefits or value based on their time, effort, and money for travel,
then the destination is worthwhile. Chi and Qu (2008, p.624) maintain that
satisfaction measurement has recently been displaced by the concept of
customer loyalty, primarily because loyalty is seen as better predictor of
actual behavior.
Tourism satisfaction results in satisfaction with life, even though
it is also a part of the human leisure life (Neal, Sirgy, & Uysal, 1999).
Tourism satisfaction is assessed by both cognitive parameters (predetermined
expectations and disconfirmation) and emotional experiences (Oliver,
1993; Yu & Dean, 2001). The cognitive parameters are those that influence
satisfaction during and after consumptive experiences and help form future
intentions. They include factors that influence tourist destination image
and expectations (print and electronic media, internet, film documentaries,
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and word-of-mouth publicity by people) of the destination and also those
factors which directly influence disconfirmation (attractions, services,
and facilities) (Chen & Tsai, 2007). Disconfirmation theory includes
a subjective before and after evaluation of a service after consumption.
Before using a product or service, a consumer has some expectations
about it and these expectations become a basis against which to compare
actual performance and experience (Oliver, 1980). Bosque and Martin
(2008) revealed that tourism satisfaction comprises of attitudes and prior
beliefs, post-experience assessments and future behavioral intentions. They
observed that that image plays a significant role in tourism satisfaction
through influencing expectations and loyalty. Travel satisfaction can be
used as an assessment tool for evaluating travel experiences (Ross & IsoAhola, 1991). Tourists’ positive experiences of service, products, and other
resources at tourism destinations could produce repeat visits as well as
positive word-of-mouth effects to potential tourists such as friends and/or
relatives (Postma & Jenkins, 1997).
MacKay and Crompton (1990: 48) defined satisfaction in a similar
way by focusing on the “psychological outcome which emerges from
experiencing the service. Hunt (1983) argued that satisfaction is not the
pleasurableness of the experience, it is the evaluation rendered that the
experience was at least as good as it was supposed to be (p 459). Philip
and Hazlett (1996) recognized the fact that one of the strategic routes used
by leisure firms in gaining competitive edge has been through an increase
concentration in customer satisfaction. Baker and Crompton (2000)
regarded satisfaction as the psychological and emotional conditions of
personal experiences. Sweeny and Soutar (2001) indicated that consumer
satisfaction was an emotional reaction to specific transactions which
depended on the achievement of the expected products or services, on
the consistency between the anticipatory reactions and the actual results.
Lam and Zhang (1999) stated that customer satisfaction is achieved once
customer needs and wants are fulfilled.
Tourist satisfaction is important to successful destination marketing
because it helps in influencing the choice of destination, the consumption
of products and services, and the decision to return (Kozak & Rimmington,
2000). Satisfied tourists share their positive experience with other and it
results in positive word of mouth publicity. Consumer satisfaction is of
particular importance to service based businesses like tourist attractions
(Oliver, 1994). Many tourist attractions are now competing with a wider
range of businesses than ever before and so must ensure that they provide
and maintain high levels of visitor satisfaction (Spinks, Lawley and Richins,
2005).Several researchers have studied customer satisfaction and provided
theories about tourism (Bramwell, 1998; Bowen, 2001). For example,
Journal of Tourism, Volume XII, No.2, 2011
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Parasuraman, Zeithaml, and Berry’s (1985) expectation-perception gap
model, Oliver’s expectancy-disconfirmation theory (Pizam and Milman,
1993).
Some studies on customer satisfaction are also notable in the field of
tourism Sirgy’s congruity model (Sirgy, 1984) has been used to measure
tourist satisfaction with specific tourism destinations. For example,
Pizam, Neumann and Reichel (1978) investigated the factor structure of
tourists’ satisfaction with their destination areas. The authors showed eight
distinguishable dimensions of tourist satisfaction. Chon and Olsen (1991)
revealed that there is a correlation between tourists’ expectations about their
destination and tourists’ satisfaction. Petrick, Morais, and Norman (2001)
investigated the relationship of past visits, perceived value and satisfaction
to revisit intentions to a destination. Barsky and Labagh (1992) found that
customer satisfaction was correlated with a customer’s willingness to return.
Overall satisfaction has been regarded as a broader concept, which
includes an evaluation of the accumulated experiences of a visitor’s
expectation, purchase, and consumption experiences (Andreassen, 1995).
It is believed to be a function of satisfaction with each service encounter at
the destination (Bitner & Hubert, 1994), thus, implying a holistic impression
after the purchase and consumption of a holiday (Fornell, 1992). Rust,
Zahorik, and Keininghan (1993) revealed that the relative importance of
each attribute to the overall impression should be investigated because dis/
satisfaction can be the result of evaluating various positive and negative
experiences. Kozak (2003) revealed that overall tourist satisfaction, the
intention to recommend and the intention to repeat visit are affected by
multiple attributes and differ from one customer group and from one
destination to another. This kind of measurement can also be regarded as
an evaluation of the quality of the destination performance where tourists
are satisfied with not only what they experience but also how they felt (Um
et al; 2006). Thus, satisfaction is an overall affective response due to the
use of the amenities and facilities at a destination.
Hypothesis
a. Greater the attraction of the destination, greater the level of satisfaction
of tourists.
b. Greater the facilities of accommodation and other amenities of the
destination, greater the level of satisfaction of tourists.
c. Greater the facilities of food and beverages in the destination, greater
the level of satisfaction of tourists.
d. Greater the facility of transport to the destination, greater the level of
satisfaction of tourists.
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Objectives
a. To find the level of satisfaction of tourists regarding the attraction of
the destinations.
b. To find the level of satisfaction of tourists regarding accommodation
and other amenities of the destinations.
c. To find the level of satisfaction of tourists regarding food and beverages
of the destinations.
d. To find the level of satisfaction of tourists regarding the transport
facility to the destinations.
Research Methodology
The study was based on both primary and secondary data. The primary
data was collected with the help of a structured questionnaire from the
respondents. The respondents were the tourists who visited the destinations
at the time the survey was carried on. The survey was carried on in the
month of January 2012. The tourists were domestic tourists and most of
them had come to the destination to enjoy the nature, get away from their
daily routine and adventure sports. These tourists were approached at
various tourist spots at these destinations. The secondary data was collected
through various books, journals, published materials and websites.
The sampling method used for the survey was the convenient sampling
method. The study discussed about the factors affecting the satisfaction of
the tourists. Although, there are many such factors but in this study only
four are discussed namely destination attraction, accommodation, food
and beverage and transport. These factors were measured using five point
Likert scale ranging from (1) Highly satisfied (5) Highly dissatisfied. In the
following tables, HS depicts Highly satisfied, S- satisfied, N- neutral, DSdissatisfied and HDS-highly dissatisfied.
Results and Findings
A total of 150 questionnaires were distributed among the tourists at
each destination under study out of which 100 were found to be usable. The
data was analyzed using various research tools like percentage, descriptive
statistics on SPSS 19.0 version. The respondents profile included 42 %
females and 58% of males, 40% were graduates, 28% were post graduates
and 32% were undergraduates. All the tourists were domestic tourists and
62% were married. Also 20% tourists were aged below 25 and 42% were
aged 25 to 35 and 26% were aged 36 to 45 whereas 12 % were above 46
years (Table 2).
Table 3 showed that most of the tourists were highly satisfied with the
attractions in Patnitop and Sanasar as the mean of the variables ‘Attraction
(Patnitop)’and ‘Attraction (Sanasar)’ were 4.89 and 4.60 respectively. The
Journal of Tourism, Volume XII, No.2, 2011
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mean values for the variable ‘Food and Beverages (Patnitop)’ and ‘Food
and Beverages( Sanasar)’ were 3.77 and 3.36 which shows that tourists
were averagely satisfied with the food and beverage service in both the
areas. Most of the tourists were highly satisfied with the accommodation
facility in Patnitop as compared to Sanasar as the mean of the variables
‘Accomodation (Patnitop)’ and ‘Accomodation (Sanasar)’ were 4.90
and 3.42 respectively. Tourists were neutral in their viewpoint about the
transport facility in Sanasar as compared to the facility in Patnitop as the
mean of the variable ‘Transport (Sanasar) and ‘Transport (Patnitop) were
3.43 and 3.63 respectively. The reliability coefficient for the entire scale
was 0.614 demonstrating a satisfactory correlation between the factor gaps
and their individual items (Table 4).
Table 2: Demographic Profile of Respondents (N=100)
Demographic variables
Gender
Age

Educational Qualification

Marital Status

Description
Male
Female
Under 25
25-35
36-45
Above 46
Under graduate
Graduate
Post Graduate
Married
Unmarried

Valid percentage
58
42
20
42
26
12
32
40
28
62
38

Table 3
S.No. Variables of tourist
Mean
satisfaction		
1.
Attraction(Patnitop)
4.89
2.
F&B(Patnitop)
3.77
3.
Accomodation(Patnitop)
4.90
4.
Transport(Patnitop)
3.63
5.
Accomodation(Sanasar)
3.42
6.
Attraction(Sanasar)
4.60
7.
F&B(Sanasar)
3.36
8.
Transport(Patnitop)
3.43
Table 4: Reliability Statistics
Cronbach's Alpha
0.614

Standard
Deviation
0.8431
0.7260
0.8635
0.7134
0.7025
0.8593
0.7018
0.7087

N
100
100
100
100
100
100
100
100

N of Items
8
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Table 6 summarized the results of factor analysis with varimax rotation.
The Bartlett test of Sphericity was statistically significant (chi square=944.737,
df=28, p=0.000) and the Kaiser Meyer Olkin (KMO) value was 0.828,
indicating that factor analysis was appropriate for this study. Table 5 showed
that eight factors were extracted and they were ‘Attraction (Patnitop)’,
‘Food and Beverages (Patnitop)’, ‘Accommodation (Patnitop)’, ‘Transport
(Patnitop)’ and ‘Attraction (Sanasar)’, ‘Food and Beverages (Sanasar)’,
‘Accomodation (Sanasar)’, ‘Transport (Sanasar)’. The factor ‘Attraction
(Patnitop)’ explained 29.564 % of the total variance and achieved a factor
loading of 0.874. The factor ‘Food and Beverages (Patnitop)’ explained
4.680% of the total variance with a factor loading of 0.777. The factor
‘Accomodation (Patnitop)’ explained 30.918% of the total variance with a
factor loading of 0.875. The factor ‘Transport (Patnitop)’ explained 4.668
% of the total variance and achieved a factor loading of 0.673. The factor
‘Attraction (Sanasar)’ explained 28.315% of the total variance with a factor
loading of 0.816. The factor ‘Accomodation (Sanasar)’ explained 0.545 % of
the total variance and achieved a factor loading of 0.856. The factor ‘Food and
Beverages(Sanasar)’ explained 0.840 % of the total variance and achieved a
factor loading of 0.736 and the factor ‘Transport(Sanasar)’ explained 0.470
% of the total variance with a factor loading of 0.639. These eight factors
were used in explaining variables for tourist satisfaction.
Table 5: KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Bartlett's Test of Sphericity Approx. Chi-Square
Df
Sig.

.828
944.737
28
.000

Table 6: Result of Factor Analysis
S.No.

Factors

1.
2.
3.
4.
5.
6.
7.
8.

Attraction (Patnitop)
F&B(Patnitop)
Accomodation(Patnitop)
Transport(Patnitop)
Attraction(Sanasar)
Accomodation(Sanasar)
F&B(Sanasar)
Transport(Sanasar)

Factor
Loading
0.874
0.777
0.875
0.673
0.816
0.856
0.736
0.639

Eigen Value
5.725
0.854
0.633
0.413
0.185
0.084
0.067
0.038

Variance
explained
29.564
4.680
30.918
4.668
28.315
0.545
0.840
0.470

Conclusions and Suggestions
This study proposed that the tourists’ satisfaction with the destination is
influenced by their satisfaction with various factors such as accommodation,
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food and beverage, transport facilities, attraction spots at the destination.
Findings suggest that it is true.
This implies that when we make policies for increasing tourist satisfaction
then we should keep these factors in mind. In other words, if we try to
improve the quality of these factors then the tourists will feel more satisfied
with these factors and this in turn will increase his/her satisfaction with
the destination. Tourist satisfaction has become increasingly important for
various marketing organizations because if tourists are satisfied then they will
results in word-of-mouth publicity and will also recommend other people
or potential tourists to visit the destination. The present study included few
factors affecting tourist satisfaction due to time constraint. There should be
increased awareness among the potential tourists about the destination to
increase their visits and their recommendation to other people. Patnitop
and Sanasar have many places of tourist interest. The study found out the
tourist’s satisfaction with these two destinations and found out they are
satisfied with the natural scenic beauty of these places but are not much
satisfied with transport and food and beverage facilities provided to them.
Thus, natural beauty is the competitive advantage to Patnitop and Sanasar
and should be highlighted while promoting them as tourist destinations.
Thus, destination marketers should capitalize on this competitive advantage
in positioning these destinations as eco tourism destinations. In order to
attract more tourists, it is essential to provide various facilities to them
and also to find out some important causes for dissatisfaction and areas
requiring special attention. Recreational facilities need to be expanded as
the present places of recreation become over crowded during peak season.
Proper infrastructure should be developed for the promotion of these
destinations. Since accommodation facility leads to tourist satisfaction
therefore, more hotels, guest houses, restaurants should be opened at Sanasar.
Increase in number is not enough but they should also be of good quality.
Awareness programmes should be organized for the local community to
make them aware of the benefits of the tourism so that they get involved
and helps in the promotion of the destination. They should be aware of the
fact that increase in tourism to these places will result in increase in their
economic conditions as it will provide various job facilities to these people
The official websites of Jammu and Kashmir tourism should highlights the
updated information about the various attractions at these spots. It should
also highlight in its website about upcoming events at these spots. Various
FAM trips / programmes should be organized for tour operators, travel
agencies, hotel employees and other stake holders regarding the explored
and unexplored attractions of these destinations.
Jammu and Kashmir government has various plans to develop Sanasar
which has the potential to draw thousands of tourists visiting the State
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every month. Various tourist huts and other related infrastructure at
Sanasar are being upgraded by the state govt. Local youth are advised to
engage themselves in the tourism-related industry, which offers plenty
of opportunities in the form of tour operator, travel and adventure sport
guides, guest houses and other self employed units. The precious paintings
made by renowned painters would be preserved and installed in some
prime art gallery of Jammu for the public. The foundation of a Jammu and
Kashmir Tourism Development Corporation restaurant at Sanasar has been
laid down. It is being constructed at an estimated cost of Rs. 16.35 lakhs
(Jammu and Kashmir Update). Chief Minister of the state has granted an
additional Rs 80 lakhs to the Patnitop Development Authority (PDA) for the
works being implemented in the area under its jurisdiction (The Tribune,
2011). A PPP project is underway for establishment for Aerial Passenger
Ropeway at Patnitop (Kashmir Despatch.com). An adventure tourism and
ecotourism circuit should be made including these destinations. Tourists
who want to enjoy adventure sports or nature can be given tour package
covering Jammu, Patnitop and Sanasar. More than 8 lakhs of tourists are
estimated to visit these destinations in 2020.
Future Research Areas
The results of the study are limited to tourists who were in the surveyed
area in Patnitop and Sanasar during the period research was carried on. A
future study needs to include a larger sample size, with different market
segments, such as nationality, and be conducted in different seasons or over
an entire year to have a better understanding of tourists to these destinations.
The study did not mention the relationship between tourist satisfaction and
intention to revisit or recommend the destinations to other people. Future
research should investigate the relationship between tourists’ satisfaction
and intention to revisit a destination, because recommending or repeat
visitation to a destination is an important issue for tourism marketers and
researchers. Future studies could be applied to other destinations so that a
competitive analysis in different destinations can be explored.
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Abstract: The issue of participation of the local people has been central to
the discussion of sustainable tourism. Nevertheless it has been largely taken
for granted and often uncontested. This paper considers the discussion of
participation in the development literature to question the understanding of the
concept in sustainable tourism and to analyse the understanding of stakeholders
involved in an ecotourism initiative. For this purpose the paper takes a multilevel approach. Firstly it conducts a tourism policy analysis that is largely
based on documentation. Secondly, it gathers different stakeholders’ narratives
at the macro and meso levels. It concludes that the rhetoric of participation in
tourism should be analysed in a more critical way so that it incorporates views
of different stakeholders on participation in sustainable tourism initiatives. The
research is based on a case study relating to ecotourism in a National Park in the
State of Mexico. The information presented is based on a PhD research that was
concluded in 2009, although research in the case study area is on-going.

Keywords: participation, stakeholders, sustainable ecotourism, ejido.
Introduction
The discussion of sustainable tourism has contributed to changing the
perception of tourism and planners now seek to work within a more holistic
framework, looking more attentively at the environmental impacts of
tourism while also paying more attention to the role of local communities in
planning and decision making. However there remains a sense that tourism
policy and practice have not sufficiently incorporated these issues while
focusing on natural resource issues (Roberts & Hall, 2001).
Although sustainable tourism has followed the rhetoric of local
people’s involvement and participation it has done so without explaining or
questioning its meaning. To address sustainable tourism’s lack of attention
to local people, what is referred to as ‘integrated rural tourism’ argues for
strong local participation and the empowerment of local people (Cawley &
Gillmor, 2008; Oliver & Jenkins, 2003; Saxena, Clarck, Oliver, & Ilbery,
2007). However, integrated rural tourism has also failed to explain the
meaning or expectations of participation: who is going to participate, how
and why, and considers ‘local people’ as a unified entity.
Ecotourism, sustainability and participation
Following the definition by Ceballos-Lascurain, ecotourism is understood
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as “traveling to relatively undisturbed or uncontaminated natural areas with
the specific objective of studying, admiring, and enjoying the scenery and
its wild plants and animals, as well as any existing cultural manifestations
(both past and present) found in these areas” (Quoted in Fennell, 1999:30).
This definition has changed over time to the point that Gale and Hill (2009)
assert that there is no satisfactory definition of ecotourism. Nevertheless,
they list three criterion that are common to ecotourism definitions: “(1)
attractions should be predominantly nature-based, (2) visitor interactions
with those attractions should be focused on learning or education, and (3)
experience and product management should follow principles and practices
associated with ecological, socio-cultural and economic sustainability”
(Gale and Hill 2009:5). Ecotourism is also listed among types of tourism
practiced in rural areas together with green tourism, nature-based tourism,
agrotourism, and thus it could be encompassed within the scope of rural
tourism (Lane, 1994). For the purpose of this article no definition of
ecotourism will be used. Rather, the article will use Gale and Hill’s (2009)
criteria of a definition to underpin its argument.
In its beginning as a concept, ecotourism was considered ‘soft
tourism’, ‘centred on a sense of place involving local landscapes, products
and communities, with limited impacts on local societies and natural
environments’ (Oliver and Jenkins 2003:300). With such characteristics,
and as argued by Gale and Hill’s third criteria, it is expected that ecotourism
be ‘more likely to meet sustainability criteria’ (Oliver & Jenkins, 2003:300).
However, in practice ecotourism is not necessarily sustainable and it is
often used merely as a ‘marketing tool’ (Scheyvens, 1999). As mentioned
by Wall (1997:46)
…not all forms of ecotourism are sustainable and not all
sustainable tourism need to be natural areas…one might wonder
if the average ecotourist is more demanding environmentally than
the mass tourist who may not need to visit endangered species
in remote locations, and whose needs and wastes can be more
readily planned for and managed in large numbers incorporating
economies of scale.
For ecotourism to be sustainable it is necessary that it incorporates the
principles of sustainable tourism (Sharpley & Sharpley, 1997). Fennell
(1999:21), quoting from a Tourism Concern document, mentions “the full
involvement of local communities in the tourism sector” as the sixth of ten
principles. Thus, central to the principles of sustainable tourism is the issue
of participation. Participation entails a process whereby different voices
are heard: ‘It is assumed to contribute to processes of democratization
and empowerment’ (Cleaver, 2001a:36). Schwartz (1978) describes it as
‘means and ends’ to community development.
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Tosun (2000:615) defines participation as a form of voluntary action
in which individuals confront opportunities and responsibilities of
citizenship…[it] involves a shift of power, from those who have had major
decision-making roles to those who traditionally have not had such role…
[it] is a tool to readjust the balance of power and reassert local community
views against those of the developers or the local authority.
At the theoretical level, participation in planning has been deemed
as fundamental for the ‘appropriate’ practice of tourism and sustainable
development (Telfer, 2002). However, as pointed out by Butcher (2008:12)
“to accept the rhetoric of community participation uncritically is to accept
a diminished view of human agency”.
Scholars within the field of development have taken a critical stance
towards participation. Firstly Agrawal and Gibson (1999:636; see also
Twyman, 2000), for example, assert that the ‘multiple actors and multiple
interests that make up communities and the processes through which
these actors interrelate’ should be given attention. If it is accepted that
communities are made up of different actors with different interests and
different power, it is necessary to raise the question: how are decisionmaking and rights over resources actually being distributed? Secondly, some
natural resources are declared for conservation purposes by a government
or organisations. In these cases the community’s power of decision-making
has already been hampered. Although these issues are being debated
within the field of development within tourism, and even sustainable
tourism, local participation has mostly been seen in terms of the economic
benefits that community members receive (Ashley, 2000; Briedenhann &
Wickens, 2004; Dyer, Aberdeen, & Schuler, 2003). Another perspective of
participation in tourism has been related to its influence on the outcome
of the project or initiative; whether or not the project will be successful
and to what extent (Fleischer & Felsenstein, 2000; Simmons, 1994).
There are only a few studies in tourism that considered the complexity of
participation. One of them is by Timothy (2002), who based on the work of
France (1998), considers different types of participation in tourism from an
exploitative kind of ‘participation’ where local people are manipulated into
the agenda of other stakeholders, to self-mobilisation where the initiatives
are independent and people are empowered. Another study is by Scheyvens
(1999) in which an analysis is made of the impacts of ecotourism through
an empowerment framework that considers economic, psychological,
social and political empowerment. The study concludes that the concept of
empowerment can help to examine the benefits that disadvantaged groups
obtain from ecotourism. This chapter seeks to build on this critical look
of participation in sustainable tourism by analysing the understanding and
application that different stakeholders have of the concept.
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The Deer Park – the case study
The case study is a tourism initiative named ‘the Deer Park’, which
is wooded area located within the Nevado de Toluca National Park (see
Figures 1 and 2). It meets the criterion for the definition of ecotourism in
that the attractions of the Deer Park are nature-based, and it is meant to
be a learning and educational experience for visitors (Gale & Hill, 2009).
The Park was formally created in 1975 (Vargas Marquez, 1997). The
main attraction is a dormant volcano. The volcano is not found within the
boundaries of the Deer Park, it is adjacent to it1 (see Figure 3). However,
every visitor that goes to the volcano must necessarily pass through the
Deer Park. Visitors sometimes stay in the Deer Park before or after visiting
the volcano (CEPANAF, Biocenosis, A.C., & UAEM, undated).

Source: Modified from CEPANAF, Biocenosis, A.C., & UAEM, undated

Figure 1. The Nevado and Deer Parks

The name of the Park might be misleading. A study conducted by
CEPANAF et al. (undated), reports the existence of deer in the area but at
the same times states that it should be corroborated since there have not
been any sightings of deer for some time. From the fieldwork it was learnt
that at least once, in 1974, deer had been re-introduced without success due
to conflicts amongst involved stakeholders. However, it was also learnt that
there are still plans by environmental institutions to re-introduce them.
1

The volcano area is managed by the Mexican Federal Government
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Source: Mexico en Fotos

Figure 2. The Nevado de Toluca National Park

Source: CEPANAF, Biocenosis, A.C., & UAEM, undated

Figure 3. The Deer Park and the Dormant Volcano
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Information was gathered from stakeholders at different levels–
macro with interview data from six government representatives, three at
the state level and three at the municipal level, meso or community level
and tourism policy documentation for its analysis. The data gathered is
presented as a collection of narratives that reflect the different perspectives
on participation of the stakeholders involved. This approach highlights
clear differences in the expectations of the various parties, and even
signals conflicts of interest. All identified stakeholders have some type of
involvement in the Deer Park.
The area where the Deer Park is belongs to the ejido of San Juan de
las Huertas (SJH). Thus, the tourism initiative is managed by this ejido.
According to the 2010 Census, SJH has a population of 12253 and it is well
connected to main cities. The income of its inhabitants has diversified to
such an extent that in 2000 only approximately 13 percent of the population
depended on activities within the primary sector. These characteristics
would automatically classify this community as urban. However, the ejido
is still very much present in the community and it remains a landholding
institution that is acknowledged as viable in various rural-focused policies
and programmes. The Deer Park itself is located in what could be considered
a rural area approximately 45 kilometres from the community.
The research techniques used for gathering information were:
mapping, structured and semi-structured interviews, key informants and
informal conversations. The sampling technique used reflected the fact that
the administration of the Deer Park is in the hands of the ejidatarios. Two
samples of respondents were selected, one comprising ejido members and
the other non-ejidatarios. This made it possible to compare their perceptions
of the Deer Park, and how they saw themselves benefiting from the park
and its visitors. For ejido members a list was obtained from the Ejidal
Comisariado in SJH with a total of 415 ejidatarios from which a random
sample of 24 was drawn.
For non-ejido members, using the map acquired from the community
representative’s office, a systematic sample of 20 houses was taken using
housing blocks as the units of the sample. In each block, the house located
in the same position was selected (the fourth door on the south side of
the block, counting from east to west). If no household member agreed to
participate, or if there was an ejidatario in the household, the next house
was selected, and so on until a willing person was found.
The President of the Ejidal Comisariado at the time that the Deer Park
was created was a key informant. His input proved fundamental because no
records had been kept regarding the creation of the Deer Park and there was
no other documentation. He was the only source of information concerning
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the origins of the park, and the information that he provided could only be
partly cross-checked with information provided by other ejido members.
Participation in ecotourism initiatives: the stakeholders’ views
Tourism policy analysis
A first level of inquiry regarding stakeholder’s view of participation
is policy. Here policy is taken as the official stance that governments take,
in this case, regarding tourism development in rural areas of Mexico. A
product of policy is the Strategy for Tourism (Comisión Nacional de Areas
Naturales Protegidas, 2007), where the need for participation is emphasised.
The document itself states that it was created from a participatory process;
however, participants in the exercise were only from within the agency that
created it – CONANP. Thus, this document can be expected to reflect only
the interests of the government department, which have been stated as: ‘the
conservation of the natural patrimony of Mexico through Protected Areas
and other areas of conservation, fostering a culture for conservation and
sustainable development in the communities settled in that environment’
(Comision Nacional de Areas Naturales Protegidas, 2007:8).
The Strategy for Tourism has three lines of action. One of them refers
to the ‘support for infrastructure and sustainable tourism projects’. This
line of action expresses the government’s commitment to ‘supporting the
communities in all steps towards the development of a tourism project’. It
also vows to respect communities’ decision not to get involved if they are
not interested. However, reasons for lack of participation can be varied,
and unless they are known it is misleading to claim that efforts have been
made to be inclusive. For example, people who for any reason find it more
difficult to participate can be overlooked because it is assumed that they do
not want to participate (Mosse, 1996, 1998b, 2001).
Similarly, the Ministry of Tourism through its policy manifests itself as
seeking a more participatory approach to tourism planning. The development
of the 2001–2006 National Tourism Programme (or PNT 2001–2006)
was said to be a participatory exercise in which ‘entrepreneurs, tourism
workers, civil society, academics and the federal, state and municipal
governments’ took part (Secretaría de Turismo, 2001:15). A consultation
forum was held in each of the states which allegedly allowed ‘an ample
spectrum of opinions from the actors involved in the [tourism] activity’
(Secretaría de Turismo, 2001: 21). The forums are said to have had the
purpose of ‘setting priorities through consensus’ (Secretaría de Turismo
2001). Further, it is mentioned that the vision of the document and of the
authorities is to maintain a participatory process in the long term.
However, it is not explained in the document what is understood by
participation. Participation is taken in the development literature as the
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power of the local people to define their priorities of development and take
control over them (Ellis & Biggs, 2001). Around this concept there are
debates such as who is participating and how (Cohen & Uphoff, 1980).
There were 2,602 participants from across the whole country for the
preparation of the PNT 2001-2006. As mentioned by the document, these
participants were made up of entrepreneurs, tourism workers, civil society
representatives of the federal, state and municipal governments. But who
are these participants? Does the owner of a chain hotel have the same needs
as the maid? Who makes up ‘civil society’? And how is who is and who
is not involved in tourism determined? For example, are academics more
involved in tourism than the little girl that walks the beaches of Cancun
selling necklaces and bracelets made with shells? How were the participants
convened? And why did only they respond? Were people not interested?
Were the methods of consultation not appropriate? Was the information
about the consultation process effective, so that it could reach all interested
people? Were any challenges faced in the consultation process, in the
forums? These are unanswered questions prompted by the analysis of the
document.
Elsewhere in the document the word ‘participation’ is only mentioned
a few times in relation to communities or local stakeholders. For example,
the Ecotourism Policy aspires to ‘include the participation of communities
and local authorities’ (Secretaría de Turismo 2001:84). However it does
not clarify how participation is going to be achieved, what obstacles and
challenges need to be overcome. Further, it still considers the ‘communities’
as unified wholes, as it does not hint at any differences between various
stakeholders that make up the ‘local communities’.
The Tourism Programme 2007–2012 (PNT 2007–2012) is presented in
similar terms. Its vision of tourism is “a strategic activity integrated into the
economic, social, cultural and political life of the country, based on close
collaboration with and high participation of all local sectors” (Secretaría
de Turismo, 2007:28). Despite this vision of the Ministry of Tourism none
of its eight objectives entail advancement towards fulfilling it. None of the
five instrumental programmes derived from the main tourism programme
leans towards increasing the participation of the ‘local sectors’. In fact
even though participation is a part of the current discourse of the federal
government, little has been said of the mechanisms that will be used to
ensure that groups that are typically excluded are integrated and given the
opportunity to participate. Neither have the challenges of participation or
strategies to overcome such challenges been discussed.
In the PNT 2007–2012 the word ‘participation’ is mentioned with
reference to including local stakeholders five times. Each of the five
instances occurs before the objectives and strategies of the programme are
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explained. Thus participation is left at the discourse level in this document,
since no further actions are listed in relation to participation.
The macro level – the government and its representatives
A second level of inquiry is the macro-level. For this purpose, institution
representatives were interviewed regarding their views on local participation
and its challenges. This was done because although there is an official stance
on the issue already expressed on policy documents, the interpretation and
application of it may vary according to circumstances of the institutions
and the place of application (Rondinelli 1979).
Because there are no other tourism projects being planned in the
area, government representatives were asked about their views on local
participation in projects in general. From their responses it became evident
that achieving conservation was their underlying objective. According to
the PROBOSQUE (Forest Protector Agency) representative there are two
active projects that attempt to pursue conservation through the participation
of the local people: one funded by state government through PROBOSQUE
and SEMARNAT (Ministry of Environment and Natural Resources) and a
second funded by private investors. The conservation side of this project
concerns a process of recovery of the forested area of the Nevado Park
through planting trees in areas that have been cleared (including the area
of the Deer Park). The projects attempt to involve local people through
employment. Part of the financial resources that are being spent in the park
are used to employ ejidatarios or community members to plant the trees,
for which they are paid 120 pesos (approximately 10 $USD) per day. Even
though the areas being forested belong to the ejidos, it is a government
initiative and the ejidatarios are being used as employees planting the trees.
The PROBOSQUE representative said that they did not intend the people
to look at it as a job. Rather, they were trying to involve them and make
them feel responsible for the project:
It is not a job; they are being assisted to protect their resources.
It has been explained to them that this is support: ‘The economic
help is you so that you can have an income to support yourself and
your family while you do this labour’. The employer-employee
scheme is not encouraged because then they might feel left out of
the responsibility. ‘You are doing it because it is your land, it is
your house and we are only helping you’. There is also the social
and economic aspect to these projects. The economic resources are
being used in the communities. In fact around 60 percent of the
budget for the projects is being used to provide this incentive.
The purpose of this scheme is to make people feel like environmental
activists doing something to protect their park. Yet it may be difficult
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to feel like anything more than an employee if they have to follow
instructions and receive money for their labour. They do not participate in
the decision-making process as this has been a top-down project reflecting
the government department’s interests. Government representatives seek
the involvement of the local people on the government’s terms for the
government’s purposes, thereby limiting participation and undermining
any sense of decision-making in the community.
A CEPANAF informant also referred to productive projects for the
communities:
There are cases in Mexico of ejidos that have been successful
with sustainable productive projects and we are interested in
bringing those successful cases to the State of Mexico... The state
government is interested in conserving these natural areas. You
know that the Nevado Park is what provides all of us with water
and it is fundamental for the basins, so what we want is that the
park is preserved but at the same time can be used by [the local
people] as an economic alternative.
Tourism is amongst the economic alternatives and productive projects
being proposed for the local people by the representatives of PROBOSQUE
and CEPANAF. Tourism is considered an alternative that will not threaten
the conservation purposes established by the government.
In what terms would these productive projects be devised? Although
there is no clear answer to this question in the responses reported here, the
interviewee from CEPANAF had some ideas for a scheme that may work:
Other natural areas are managed by the community… they are
progressing and they work. What happens is that in these projects,
behind the ejidatarios is an entire infrastructure. The same ministry
that gave them the money supports them. This has not happened in
the State of Mexico as in other parts of Mexico that are supported
by federal funds. They tell them: “Here is the money, but apart from
that the Ministry of Tourism is going to tell you how, SEMARNAT
will come and tell you which animals to put there, SAGARPA will
instruct you regarding the vaccines and medications that you have
to give them” and so on. There is a complete team of advisors
behind them and they guide them until the ejidatarios are ready to
keep going on their own and succeed. This is not seen in the State
of Mexico.
The scheme presented by him is also limiting participation and decisionmaking of the community. Even though this respondent expressed the view
that this was the best and only way to make economic projects work, he
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believed there will be challenges, as he explained through the example of a
community where they were trying to implement the scheme.
This scheme is being implemented in another park but they make
excuses for everything and they start saying ‘No, why? Why you? Why do
you want to manage the park? You are going to keep the money!’ Then we
have to explain ‘Look, we are not going to manage it.’ ‘But then why are
you in the management committee?’ ‘Ok, from now on it will not be the
management committee, what about the advisory committee, do you like
that?’ ‘Ok, that way we like it better’.
Government representatives perceive various challenges to the
participation and decision-making processes in local communities with
tourism initiatives included the Deer Park. Based on this particular
experience the third CEPANAF representative had concerns about the
ejidos’ business abilities.
The disadvantages of the ejido managing this type of project
are potential mismanagement and misuse of the resource by not
exploiting it in the right way. The Alpine and the Family lodgings
were built for them. Then in 2002 or 2003 with new investment
everything was remodelled. If you go and see it now it is ugly.
There was a meeting last December and they said they wanted it
refurbished, and I said ‘Do you know what? No – because it was
refurbished and look how it is now’ They said ‘Oh no, but that was
before, with the previous Ejidal Comisariado, which mismanaged
the facilities’. Who knows the real situation, but regardless, it is not
possible [for the government] to be constantly refurbishing – this
is not the plan.
Additionally, this respondent argued that the ejido lacked vision in the
sense that the ejidatarios only wanted to copy what had been done elsewhere
without thinking whether it would work in for them, and they did not have
any ideas of their own.
On one occasion they said: ‘We want to make this like the Marquesa,
we want to mark the paths for cars with tyres, we want to put cement
flowerpots and paint them in yellow, and we want to put tezontle on
the road’. The answer was: ‘It is not possible because with the first
downpour the tezontle is going to go all the way down the mountain
and it will keep on sliding, the flowerpots will start to break and there
will be pieces of cement everywhere’. In the Marquesa it is total
anarchy, everybody does whatever they want and it is not a good
idea. Then other things were suggested: ‘We are going to mark the
paths and we are going to put only one strand of barbed wire, but you
have to be alert so that cars do not trespass beyond it because being
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only one strand it is very easy to just lift it and the car can go through
so you have to stay on the watch’. ‘No, but they do not respect us!’
‘Wait; is it or is it not yours, this place? Then you have to look after
it. Instead of tyres we are going to use the local plants, do you want
it or not?’ ‘Yes, we do.’
This CEPANAF representative also argued that they lacked commitment
because they did not respond to government efforts to help them:
It was agreed to send them an engineer to help them with the [paths
and parking] project. He was sent twice and they never showed up,
they stood us up. The project was made anyway, it is ready to start
working, and now they do not want to work! They want everything
to be made for them, to just give it to them ready. At first it was
exasperating, but there is nothing to be done.
The representative of SECTUR also had opinions regarding the
management of tourism initiatives by the ejido:
The equipping of the lodge [in the Deer Park] was supported, giving
it the basic things. However, because unfortunately it is a place
managed by ejidatarios, sometimes they only want our support
and to receive money but they are not interested in conserving the
infrastructure in the best condition ... the disadvantage is that they
are not interested or they do not seek training or they do not have
the vision, although on occasions they have received training in
order for them to get a vision of what tourism is and [the sense that]
the better the visitor is cared for and the better the condition of the
infrastructure, the better the business will be. But they do not see it
that way. They only see the present... and they do not see beyond.
Tourism initiatives in National Parks managed by ejidos have been
an attempt by the government to balance conservation and development.
These initiatives imply the involvement of the local people. However, from
the responses of the government representatives it can be deduced that they
perceive local people are not ready to take on participation and decisionmaking roles in a meaningful way. Rather, local people still need to be led
in the ‘right’ direction.
The meso level – the local people
In the Deer Park participation has been based on exclusion. The first
filter for participation has been the legally recognised institution of ejidos,
an institution of landholding members registered as ejidatarios. As the ejido
land for farming became insufficient and the use of woodland and pastures
for farming was made illegal, it became impossible to add new members
to the ejido except by transfer of land rights. Thus in SJH approximately
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a sixth of the community members are part of the ejido. These patterns of
exclusion prevent collective action between non-ejidatarios and ejidatarios
in relation to natural resource and tourism initiatives management in
situations where the ejido has been identified as the institution of choice by
government departments. Local people in SJH may share the same space
and even the same problems, but the division between ejidatarios and nonejidatarios creates a de facto separation. Some non-ejidatarios are aware
that by law only ejidatarios can intervene in the issues of the ejido and the
Deer Park, and they accept it. A quarter of the non-ejidatario interviewees
think that the rest of the community has no business in the affairs of the
ejido and it should remain that way. One non-ejidatario observed:
The ejido is independent from the community. They make their
own arrangements and work together without [the intervention of]
the community. (Ezequiel2, 70 years, non-ejidatario, SJH)
A third of non-ejidatario interviewees think that the community should
be involved or at least informed about the management of the ejido. Arturo,
a non-ejidatario, expressed the following view:
The community should be more informed. The ejido authorities
don’t tell us anything of what happens up there … they probably
have illegal dealings and that’s why they don’t say anything, not
even to ejidatarios. (Arturo, non-ejidatario, 28 years old, SJH)
The SJH ejido is perceived by some as circumscribed by and
subordinated to the SJH community. Thus some community members
reason that even though they do not have ejido plots they still have claims
to the ejido. Elena, a non-ejidataria, argued:
The ejido belongs to us, [SJH,] does it not? It does not only belong
to a few. The benefits should be for everybody and not just a few.
That is the purpose: the benefit of everybody, if not economically,
at least so that there is a patrimony. (Elena, 40 years old, nonejidatario, SJH)
Even though non-ejidatarios may not be formally informed by the
ejido representatives through meetings, some of them have other ways of
knowing what happens in the ejido. They may be informed by ejidatario
friends or relatives or they ‘hear’ or ‘see’ it in the community. Two nonejidatarios expressed it this way:
Living in the community it is very easy to notice things. It is
possible to realise how [Ejidal Comisariados] they deceit. They
only use the truck they apparently bought for the ejidatarios to
drive the family around. That is not fair. (Anselmo, non-ejidatario,
37 years old, SJH)
2

Names have been changed.
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Even though one is not an ejidatario, because of being friends with
the president of the ejidatarios one is sometimes invited [to the mountain],
he said that it was so that it was possible to see how things work up there.
(Ulises, 37 years old, non-ejidatario, SJH)
However, the fact that non-ejidatario members can be unaware of the
participation of the ejido in community matters may simply reflect a lack of
appropriate channels of information. Community works favour everybody,
as ejido members are also community members. The interim Comisariado
serving at the time of this research at some point decided that they wanted
to inform all community members of the decisions the ejido had made
at the last meeting regarding the use of ejido funds. They summoned the
community to a general meeting in May 2006. Invitations were displayed in
the most visited places of the community, such as the community and ejido
representatives’ offices. As all community members were invited there was
no particular educational level or social status targeted. The attendance
was around 200 people (1.36 percent of the population above 18 years,
according to the 2005 Census). The meeting was cancelled, and as far as I
am aware there was no other attempt. One non-ejidatario observed:
The interim Ejidal Comisariado ... for the first time called us for
a meeting because they had some money and wanted to ask us
what we wanted to do with it. Only a few people attended. The
Comisariado said they wanted to let us know because they did not
want to be like other Comisariados that have finished their term and
yet nobody knows what they did … Around 200 people attended
the meeting counting both ejidatarios and community members.
(Ulises, community non-ejidatario, 37 years old, SJH)
A legal division between ejidatarios and non-ejidatarios has caused a de
facto separation. Some non-ejidatarios can learn of the issues of the ejido
through friends or family, and some may even accept that the resources
of the ejido, including the Deer Park, belong only to ejidatarios. However
there are also non-ejidatarios who believe that they have rightful claims to
the ejido.
This separation between ejidatarios and non-ejidatarios helps to identify
at least two categories of stakeholders in the community. However, a closer
look at these categories will paint a more complex picture. It can help to see
that within these categories there are also different stakeholders. The ejido
will be now taken as a category to analyse local participation since this is
the institution designated to manage the Deer Park.
Participation in the San Juan de las Huertas ejido
The ejido of SJH has approximately 415 ejidatarios who form the
Ejidal Assembly – the supreme body of the ejido. The Ejidal Comisariado
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is its representative body formed by three members: the President, the
Secretary and the Treasurer. There is additionally a Surveillance Council,
also comprising three members, who watch over the Comisariado.
The Ejidal Assembly in principle gives each ejidatario the opportunity
to not only express his/her opinions but also to participate in decisions
concerning the ejido resources, including the Deer Park. The Ejidal
Assembly has the purpose of guaranteeing that each ejidatario has a forum
at which to express his/her concerns and at the same time that s/he is not
left out of the decision-making process. This forum could be considered
the very core of participation in the ejido. In practice, however, it does
not necessarily work that way. In some instances it can even work as a
second filter for participation. Being an open forum of 415 ejidatarios, the
Ejidal Assembly is not safe from what has already been documented as
one of the setbacks of participatory approaches (Mosse, 1996): the fact
that some ejidatarios tend to dominate the debate while others only listen,
even though they may have their own, different opinions. One ejidatario
described his participatory dilemma:
Sometimes I go to the meetings. If I can speak I do, but if not it
is better because I don’t want to mess things up… if you go to the
meetings you see what happens. Some people say something, others
something else and then they start swearing at each other. I prefer
living peacefully and quietly. If I go to the meetings sometimes it
is better not to speak otherwise they will start with hurtful remarks.
We don’t have a choice. (Ramiro, ejidatario, 73 years old, SJH)
Ejidatarios like Ramiro, who sometimes go to the meeting and
sometimes do not, reflect the low attendance at the Ejidal Assembly.
According to the Agrarian Law the meeting of the Ejidal Assembly has
to take place at least twice a year, or more often if needed. In order for a
meeting to be legal it must be attended by at least 50 percent of its members
or be called again. On second call the Ejidal Assembly is legal regardless of
the number of ejidatarios in attendance. The law says that when a meeting
is called the points that are going to be addressed should be clearly stated
for all ejidatarios to know. If ejidatarios know the point of the meeting and
do not assist they are giving up their right to participate in the decisionmaking process.
There are number of reasons for ejidatarios not to attend the meetings.
One circumstance that may cause poor attendance is that of ejidatarios
giving others permission to work their land. Some of the ejidatario women,
for example, rent their land because they find farming too difficult, and a
number of male ejidatarios of advanced age allow their sons to work their
land. These ejidatario men and women sometimes retain their ejidatario
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rights, and those working their land are called posesionario. According to
the Law only ejidatarios can attend the meetings, and not posesionarios.
Only with a written document stipulating that the ejidatario from whom
the posesionario is renting or borrowing the land authorises him/her to
represent him/her at the Ejidal Assembly can posesionarios attend meetings.
The posesionarios cannot replace the ejitarios at the meetings until a formal
transfer of land is made, which may take years. This is a very common
situation in SJH. The last official list of ejidatarios numbered around 800,
but it was dated some ten years ago and a number of the ejidatarios listed
are no longer living. Others had transferred their plots but had not registered
the transfer. Members of the Comisariado claimed that the actual figure was
around 400 and the record given to me listed 415 members. In 2006 the
Comisariado was taking measures to have the official list updated. Thus,
attendance to the meetings and participation in them becomes a complex
procedure: at least one ejidatario woman had rented her land and not
transferred the rights, but she was attending Assemblies. Two women had
already sold their plots but had not transferred their rights, nor were they
attending meetings. One woman had given the land to her son but neither
she nor he were attending meetings. Two sons had received land from their
fathers but had not received full rights and were not attending the meetings.
Another reason for the perceived lack of interest in attending meetings
may be distrust, as suggested by some ejidatarios. Fifteen ejidatarios
claimed that often the assemblies are only informative, not a forum for
decision making as they are meant to be. Attendance tends to be low, but
even ejidatarios who attend regularly do not always have the opportunity
to participate and make decisions. The ejidatarios’ representatives are
perceived as being people pursuing their own interests rather than the
interests of the ejido.
For example in 2005 the main representative was charged with selling
some 1000 hectares of land belonging to the SJH ejido to a private owner
without the consent of the Ejidal Assembly and keeping the money for
himself. When the situation was discovered he was removed and provisional
elections were called. Felipe, an ejidatario, explained:
This man, we know that he went with the owners of the Tejalpa
Hacienda and people say he signed, selling some hectares, but
the land was not his to sell. I think that he should at least have
asked the community if it wanted to sell – call an assembly to see
whether it was possible to sell. He felt like he was the owner of the
community because he did what he wanted and no, it shouldn’t be
like that. (Felipe, ejidatario, 72 years old, SJH)
This event increased ejidatarios’ already negative feelings about their
representatives. On the other hand, there are Comisariado members that
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maintain that they have spent considerable time and effort working for
the benefit of the ejido with no remuneration. Two former members of the
Ejidal Comisariado observed:
The ejido has brought many benefits to the community since the 1940s
when it was given to SJH. It contributed to the building of a secondary
school by giving land and labour and made contributions to other works
… every [Ejidal Comisariado] administration has done its part. (Leopoldo,
ejidatario and former member of the Comisariado, SJH)
Another informant remarked:
I was part of the Ejidal Comisariado many years ago … we worked
very well; we did the secondary school, the atrium of the church … [yet]
some people were saying things about me and they wanted to remove
me from the post, but they could not do it because they could not find
anything to incriminate me. (Ricardo, ejidatario and former member of the
Comisariado, 70 years old, SJH)
Feelings of distrust and sometimes even resentment appear to have
prevented any participation from the ejidatarios. Some of them perceived
that the divisions within the ejido have prevented its advancement because
action sought is not necessarily in the best interest of the ejido, as it may
harm and block some at the expense of others. José noted:
There are many group interests in the ejido. The ejido has some
money and this causes divisions … When there is a Comisariado
that I like or is my friend then I support him, but when the
Comisariado does not share my interests [I don’t support him].
That’s why we don’t achieve much, because of the interests of
groups. (José, ejidatario and former member of the Comisariado,
65 years old, SJH)
As it has been exemplified by the case of SJH, participation in ejidos
and tourism initiatives is not straightforward. There are different views,
interest and positions. This complexity should be reflected in sustainable
ecotourism theory so that it can inform practice. In this case, practice would
be the making of policy and ecotourism projects or initiatives.
Conclusions
This paper has presented narratives at different levels of analysis of
perceptions on participation in (eco)tourism initiatives and its challenges.
It presented the views of tourism policy, government representatives and
the local people. In the case of tourism policy the participation of all
stakeholders is part of its vision. However, participation is mostly left
at the discourse level, since no clear direction is given on how to reach
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and include all local stakeholders. The realities of local people are
not clearly reflected in such policies because they do not consider the
multiple interests of the stakeholders that are often present in rural
communities. However, policies are abstract guidelines that need
to be interpreted. The background and the personal agendas of those
in charge of implementing the policies can ultimately be influencing
factors (Rondinelli, 1979). For this reason government representatives
were interviewed. These interviews showed that even though there is
an attempt to include the local people and encourage participation this
has to occur on the terms of and for the purposes established by the
government stakeholders. The involvement of communities living in
the park area is generally considered in the government discourse about
recovering the park, but their participation is mostly limited to following
directions and receiving monetary compensation for it. Participation
has not yet been defined at the policy level. However, at the local level
the challenges of participation are being faced. In SJH participation
has been limited by legislation in the case of non-ejidatarios. In the
case of ejidatarios the very dynamics of the ejido have resulted in a
filter for participation and decision-making. Sustainable tourism needs
to incorporate the complexities of participation and recognise that
communities are not unified entities. They are made up of stakeholders
with different interests, position and power. And to this equation it is
normally still added the own agenda of stakeholders external to the
communities and their input.
Scheyvens (1999) for example, explains how in Narok from a trust
fund was set from the revenues of an ecotourism Park. This helped to
fund schools, cattle dips and health services. This is considered as a
form of participation in the sense that community members ‘participate’
from the economic benefits. In a form of participation that involves
more decision-making power, the same author tells of the Maori
communities, who train their local people to provide ecotourism services.
This in turn contributes to ‘revive respect for traditions and enhance
local livelihoods’ (Scheyvens, 1999:246). These are examples where
participation forms and objectives are clear. Furthermore, ecotourism
initiatives that have the support and participation of the local people
are more likely to become socially, economically and ecologically
sustainable and contribute to the development of the local communities
and regions (Scheveys, 1999; Gurung and Seeland 2008). Thus, when
arguing for an ecotourism initiative, in order for it to be sustainable
and have a real contribution to local development, it is essential that
questions about who, how and even why, in relation to participation, are
answered (González Guerrero, 2009).
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Abstract: Some tourism destinations have powerful symbolic features that exert
a strong influence on consumers’ minds, both in the image formation process
and in tourism destination choice. Mountains have a great symbolic capital
that turns them into an attractive tourism destination. But until very recently,
research studies concerned with mountain places were mainly limited to physical,
ecological and environmental processes. Therefore, a perspective of mountain
images within a tourism context should be most interesting to understand
its meaning and potential as a tourism attraction. An important set of social
and cultural perceptions, meanings and symbols deals with the attraction of
mountains as places to sustain our lives through recreation. The aim of this paper
is to provide, based on a literature review, an overview of these social and cultural
meanings of mountains overtime, which could be grouped in eight dimensions:
Negativist, Romantic, Sacred, Spiritual, Cosmic and Life, Sport and Leisure,
Natural and Authenticity. The final discussion focuses on the theoretical and
potential practical implications of an understanding of these deeper meanings of
mountain images for tourist destination planning, marketing and management.
Directions for future research are also presented.

Keywords: tourism, mountains, perceptions, symbolism.
Introduction
Tourism can be conceptualized as an encounter between peoples and
peoples and spaces (Lew, Hall & Williams, 2004, p.93).Therefore, spaces
are social and cultural constructions more than simple physical locations
(Pritchard & Morgan, 2001).
Tourist destinations are furthermore spaces strongly marked by the
imaginary (Rojek, 1993). More than physical spaces, the destinations are
presented in this way, as a social representation that derives from both
the social context which they portray and address (Conceição, 1998). It
is the tourists and other agents, such as organizations, industry, attractions
and residents, who, through social interaction, create places in space
(Edensor, 1998). Consequently, the destination must be understood as
a social production (Meethan, 2001), a space which is dynamic and of
consumption (Hazbun, 2004) created by all actors, especially by tourists,
through social interaction (Framke, 2002), where images and values change
according to changes in consumption and consumers (Meethan, 2001).
The majority of the population of developed areas live in urban areas for
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which tourist destinations present themselves as places that are different
from their everyday context by the extra ordinariness of nature, history
and culture present in these places (Urry, 1990; Bramham, 2000). They
differentiate themselves through a distinct sociological and especial
meaning involving exposure to surroundings which are unfamiliar, strange
and unaccostomed, implying the experience of novelty and change (Cohen,
1995). Tourism is, ultimately, the demand for the extraordinary, the exotic,
the otherness (Williams & Kaltenborn, 1999) by which the mountains,
with their spectacular scenery, majestic beauty and unique environmental
values, assume to be one the most popular tourist destinations (Nepal &
Chipeniuk, 2005). In fact, mountain tourism has been increasing in the
past, constituting nowadays at least 20% of global tourism flows (Mountain
Agenda, 1999, UNEP, 2002), with mountain destinations being the choice
of 500 million tourists annually (UNEP, 2002; Thomas, Gill & Hartmann,
2006, Singh, 2007).
According to the people and planet (2008) mountain tourism accounts
for about 15-20 per cent of tourism worldwide, generating an estimated
US$70-90 billion a year in tourism revenue, with the European Alps alone
accounting for an estimated 7 to 10 % of annual income from global
tourism. Mountain people, many of whom are economically disadvantaged,
may therefore aspire to greatly improved living standards through tourism
development. This gives the younger mountain population real alternatives
to rural exodus to cities, permitting them to build a future in their home
community, through a setting into value of its precious endogenous
resources.
Mountains are cultural, natural, social and physical spaces (Robertson
& Hull, 2001). But they are also socially, cognitively and emotionally
constructed sites (Evernden, 1992; Greider & Garkovich, 1994; Cronon,
1995; Soper, 1995), made up of ideas and perceptions that exist in the minds
of individuals and partly shared with others(Robertson & Hull, 2001). The
mountains represent places of refuge and escape from the pressures, the
chaos and rhythms of urban areas; they are also places of evasion, at least
temporarily, from the hot, humid and sometimes uncomfortable climates,
of the coastal and tropical regions (McCool 2002).
Mountains are featured quite prominently as regions of refuge (Skeldon,
1985), they represent places of escape that offer excitement, stimulation
and potential adventure (Beedie & Hudson, 2003).
Mountains are powerful symbols of non-domesticated landscapes
that become increasingly rare in today’s urbanized world (Monza 2000).
They represent the extreme limits of the physical world, the boundaries
between the possible and the impossible, between the known and unknown,
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between the imagined and the unimaginable (Bernbaum, 1997).It is this
displacement from the ordinary to the extraordinary that turns the mountains
into an appealing touristic experience setting (Rojek & Urry, 1997; Beedie
& Hudson, 2003).These kinds of complex and meaningful experiences are
in fact the core assets of destination competitiveness nowadays and may
attract and satisfy particularly the more demanding post-modern tourists
seeking for different, revigorating and memorable experiences when
deciding to travel (Ellis & Rossman, 2008; Mossberg, 2007; Morgan &
Xu, 2009).
Perceptions and Social Meanings of Mountains
The image of the tourist mountain destinations is influenced by the
social meaning attributed to the environment in which they are included
(Bandyopadhyay & Kersketter, 2004).
The increasing interest of mountains as tourist destinations results
not only from the beauty and serenity of their landscapes, the infinite
combination of geology, topography, water and vegetation, but also and
above all from the meanings and symbols that people associate with these
places and mountain environments, in general (McCool, 2002).
Tourism destinations are spaces strongly affected by imaginary. The
motivations and expectations of tourists visiting mountains were in the
past, and are still today, associated with different perceptions and social
connotations of that particular space (Silva, Abrantes & Lages, 2009). A
lot of representations of the mountain have their origin in an imaginary
associated to ancient legends, inherited from a past of magic and mythical
faiths common to all the Humanity. This may be explained by the fact that
human beings are symbolic animals that repeat and rebuild past experiences
(Rojek, 1993).
Since the earliest historical registers, mountains are ascribed symbolic
meanings, are sources of legends and myths (McCool, 2002). Throughout
the time, different meanings have been attributed to mountains that may
be categorized in different dimensions, corresponding to an evolutionary
process of changing social representations of mountains: Negativist,
Romantic, Sacred, Spiritual, Cosmic and Life, Sport and Leisure, Nature
and Authenticity, as will be detailed in the following sections.
The Negativist Dimension
In the beginning of the human history, and for many centuries,
the mountain was seen as remote, dangerous and inaccessible (Keith,
1984), a wild and empty space with no appeal (Veyret, 2001). This image
of mystery and profound restriction corresponds to a period of lack
of knowledge of these spaces, the result of reduced exploration and
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accessibility of the mountains,which prevailed until the eighteenth century
(Fernandes, 1999).The physical grandeur, isolation and extreme climatic
and geomorphological conditions, have indeed hindered their access and
associated an image of a barrier to social andeconomic development.
The steep and rugged topography has, in fact,acted as a barrier to the
expansion of agricultural use and the development of urban areas. In the
historical process of land occupation by man, mountain regions appear to
be insurmountable barriers. When looked upon the horizon as challenges
to human control, these areas played a role impeding the progress of
urbanization and, therefore, development and progress (Tuan, 1999).
The wild nature, characteristic of mountain areas, in contrast to the
city as a space for culture (Tuan, 1979), emerged as an inaesthetic and
wild territory, representing a threat to the growing order. The state, law
and order were, in this period, seen as essential to avoid the rule of
nature where chaos and the law of the jungle reigned (Carvalho, 2002).
The tendency of people in discerning the mountains as inadequate and
dangerous places to civilized man, is strengthened by the difference
in social organization between the inhabitants of cities and mountains,
because mountains constitute pockets of civil and military resistance, and
yet being spaces of conquest and refuge. Examples are the occupation of
the Hermínios Hills by Lusitanos and, more recently, the struggle of the
Timorese resistance in the mountains against Indonesian occupation. The
mountain tops are, from the earliest times, recognized and used asprivileged
look out sites given their geophysical characteristics (Terranova, 2003).
The physical conditions of mountain regions have strengthened their
mythical and supernatural representations, making them magical places
of shelter and habitat for fantastic animals, wizards, witches and evil
spirits. The persecution of witches, which lasted more than two centuries,
concentrated in the mountainous regions of the Alps and the Pyrenees.
On the other hand, there is globally a set of names linked to these kinds
of negative associations, making them interpreted as damned, like in the
case of the “Cime du Diable” and “Mont Maudit” in the French Alps, the
“Mount Diablo” in California (USA), “Devils Thumb” Alaska, the “Cerro
del Diablo” in Mexico, “Punta del Diablo” in Chile and “Montaña del
Diablo” in Venezuela. The physical environment of the mountain has, in
this context, acquired a bad omen and aversion, becoming a place capable
of inducing fear and terror (Monza, 2000, Tuan, 1979).
The mountain was(and sometimes still is) thus seen as a world apart,
where strange and supernatural phenomenoms existed as volcanoes, geysers
and avalanches, understood as expressions of anger (Debarbieux, 1995). It
was believed that avalanches could be incited by simple stimuli such as
a sneeze or that the monsters that lived in it raged at seeing their habitat
invaded (Bernabaum, 1997). So,passing through plateaus and valleys
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between mountains, was conceived as possible when absolutely necessary,
but never as desirable to exploit them or climb to their summit (MacFarlene,
2003).The mountains were thus seen as places of horror (Turner, 1998),
which broke with the imaginary horizontal lines that maintain a calm mind
bringing discomfort to the souls (Andrews, 1990). The perception of the
mountain was associated with fear, superstition and aversion and stand for
a negativistic vision of the mountain (Tuan, 1999). This sinister stereotyped
image contributed to the strengthening of the dualism which opposed the
sensuality of the sunny Mediterranean region considered a region of Good,
to the bright shadows of the mountain, seen as a region of Evil (Salsa,
1996).
The Romantic Dimension
Contrasting with the previous dimension, mountain mythology is
embedded with romantic notions of exploration, journey and searching
(Beedie & Hudson, 2003).
The previous negativistic view is radically altered in the 18th century
with the Romantic movement. Preferences and tastes change, the worship
of nature and the mountains makes them desirable and attractive places
and an object of aesthetic admiration (Kwa, 2005; Skrapits, 2000; Zaring,
1977). The romantic veneration of nature and natural and remote areas such
as the mountains, becomes the artistic center of the Romantic movement
pioneered by Jean-Jacques Rousseau. This author claimed that living in the
mountains purified the spirit and calmed the mind (Rhodes, 2002).
Mountains have thus become regions of refuge and sources of inspiration
for writers, artists and romantic musicians. They seek there for peace and
the necessary solitude to the eternal search for answers to the essential
questions about human existence (Schneider, 2007).This dimension,
which is also most relevant for tourists seeking a deeper meaning in their
holiday experiences (Cohen, 1979), is actually associated to the following
dimension of meanings, that have generally been associated to mountains
over time.
The Sacred Dimension
An important meaning of mountain through the time is its sacred
dimension. Mountains were perceived as sacred places and source of
spiritual renewal (Jokinen & Veijola, 2003; Keith, 1984), an image that
gave them the title “cathedrals of the world” (Mathieu, 2006). Even
today, mountains are worshipped and admired as mysterious and sacred
places for more than 1 billion of the world´s population (Mountain
Institute, 2005), and it is this sense of sacredness and mystery that
gives meaning to human existence and vitality (Bernbaum, 2002).
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The mountain became, over time, a matter of religion and power (e.g
Mount Sinai in the Bible) (Ball, 2000). The peoples of the East and West
saw it as the place where heaven and earth met, examples of which are
Mount Olympus in Greece where the most important gods were believed
to reside, or Mount Fuji in Japan (Wilkinson, 1998). Lying between
heaven and earth, Man would experience in the mountains the sense of
unity between these two cosmic poles creating a symbiosis between
spirituality and materialism (Samivel, 1975). Mountains were regarded
as pillars that support the sky, constituting the unique form of unification
of Man and God (Samivel, 1956). The moralistic view was reinforced by
the geophysical characteristics of the mountain which attributed them the
designation of Higher Sanctuaries (Sciarreta, 2007). The rise and proximity
of the mountain to the sky remitted them for any contact with the divine
making them the path to spiritual perfection. The experience of altitude is
sometimes referred to as the opportunity of entering a different universe
(Terray, 1977) through verticality. The verticality is assumed as an early
indicator of the exceptional nature of the mountains (Kreutzmann, 2006).
The mountains, as well as crosses, trees and church towers, symbolized the
vertical posture, the ascending line to the sky (Durand, 1969, 1994). The
fact of living in mountains, and thus “closer to God/s”, represents a constant
feature of a wide range of belief systems. The sacred mountains such as
Kailash in Tibet, Mount Meru in Hindu belief, Fuji San in Japan, Mount
Athos, Parnass and Mount Olympus in Greece, Mount Sinai, among others,
are the mountain destinations pilgrimages centers’ (Kreutzmann, 2006).
Mountains can still be considered sacred in many other ways. First,
some hills and peaks of sacred mountains were designated by particular
cultures or religious traditions and reinforced with myths, beliefs and
religious practices, associated with the belief of God’s presence there.
The mountains are also the place of the divine ancestors (Godd, Price &
Zimmermann, 2000). Second, the mountain may or may not be regarded
as a sacred site itself (as a whole) or contain particular sites considered
sacred, as exemplified by caves or temples located in mountain areas.
Third, mountains that are sacred not in the traditional sense (i.e. designated
as such), can be considered as territories imbued with cultural values
and inspirational for some people or groups of people. Mount Everest, in
particular, has assumed the status of a sacred mountain in the modern world.
The Tibetan name of Mount Everest is Chomolungma that means “Goddess
Mother of the World” (Bernbaum, 2002, 2006; Garcia, 2001, 2007).
The Spiritual Dimension
Due to their natural diversity, the ecology of mountains contributes
to the perception of them being spiritual places. However, the perception
of these spaces extends beyond purely ecological reasons. The spiritual
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ecology of the mountains is often more important than the physical
ecology (Ball, 2000 p.268). The positive attributes given to natural areas
of the mountains include natural forms of life, peace, innocence and virtue
(Aitchison, MacLeod & Shaw, 2002). The common imagination houses
with intensity the figure of the scholar, poet and mystic who goes into
the mountains looking for enlightenment. The elevation and verticality
of mountains are a physical way of spiritual incentive in the search for
God. This spiritual connection is materialized in temples, shrines and
retreats. The mystic writings, holy books, and reflections of the eastern and
western religions overflow with mentions of physical ascensions of the
mountain in search of inspiration and sacrifice. Thus, mountains are seen
as places of power, spiritual centers and sources of inspiration (Godd, Price
& Zimmermann, 2000) that allow Man to enjoy spiritual experiences (Ball,
2000) in an environment of true oasis of peace of the mind (Mazumdar &
Mazumdar, 2004).
The Cosmic and Life Dimension
The mountains can furthermore be seen as the center of the cosmos, of
the World or a larger territory (Bernbaum, 2002).In ancient China, in the
country Tsi, there was a lake at the top of the mountain which they called
“Navel of Heaven”, which for the people who lived there represented the
center of the world, the support of the cosmic axis (Spalding, 1973). Being
places of high altitude, marked by unique landscape features, the mountains
reflect the highest beliefs and values of world cultures and are fundamental
to the well-being of the World (Mountain Institute, 2005, Debarbieux &
Price, 2008).
The image of the mountain as a place of purification and source of
life has led to the development of theories suggesting that the light air and
pure water were good for the health, giving it significance as a purifying
place, with invigorating and healing properties (Monza, 2000 ; Veyret,
2001). Medical progress has further strenghtened the recognition and
appreciation of the resources of mountain spaces. Factors such as climate,
pure water, clean air and medicinal plants, justifies the mountains’ status
as a privileged area enhancing the visitors’ physical and psychological
well-being (Liniger, Weingartner & Grosejean, 1998; Messerli & Ives,
2007). The mountains thereby gain a relevant meaning as places for the
regeneration of the body and spirit, and even the regeneration of society
in general (Bozonnet, 1996). This utilitarian view of the mountain led, in
1850, to the construction of sanatoriums and hotels and, simultaneously,
the development of tourism in these regions (Tuan, 1974), much driven
by health and wellness motivations that are regaining relevance amongst
today’s post-modern tourists (Smith & Puczkó, 2009).
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The Sports and Leisure Dimension
Many cultures still see mountains as places of aspiration and ideals
(Bernbaum, 2002, 2003). The upward impulsion, and going places ever
higher, is innate to the human mind. The human being aspires, like plants,
rising from the earth, to ascend: the jump is a basic expression of joy
(Bachelard, 2002).This connects to another more joyful and physically
engaging meaning of the mountain experience. This additional social
meaning of mountains combines mountains and sports in a adventureous
way. Already since 1750 the Europeans have climbed the Alps. This
experience provides not only a challenge to man’s physical limits, but has
also contributed to the development of the sciences, particularly in the
fields of geology and botany.
The practice of mountaineering culminated in 1865 when the highest
summits of the Alps were achieved. The popularity of this sport continued
throughout the 20th century and still remainsan important activity today.
After the conquest of the Alps, many mountains have been conquered, with
special reference to Mount Everest, summited in 1953 by Sir Edmund
Hillary, which was one of the most daring and dramatic moments in the
history of world mountaineering (Schneider, 2007).Sport-based tourism in
particular has boomed in mountain regions over the past 30 years, having
expanded from the traditional areas of North America and the European
Alps to largely untouched mountain regions, including parts of Central
Asia, the Himalaya, Karakorum, Caucasus, Andes and even Antarctica.
Although the most popular and typical sport mountain activities are hiking,
skiing and snowboarding,other extreme sports such as mountain climbing,
bungee jumping, hydro speeding, rafting, paragliding and canyoning are
becoming increasingly demanded, especially by affluent urban thrillseekers (International Year of Mountains Coordination Unit, 2002). In
fact, adventure sports like mountain climbing continue to attract the more
adventurous lovers of the mountain, and also assume a strong symbolic
value in society. The climber takes on the role of someone who is subject
to hardships and obstacles to fulfill his mission like in the myth of Atlas
(the Greek God who held the world on his shoulders) (Bachelard, 2002).
The climbing experience makes individuals rise to a top and gives them the
opportunity to look at the world from above, which enhances their value
before society (social climbing). Mountain climbing is also widely used as
a social metaphor. The ascent of the mountain is associated with achieving
the summit, achieving success. By defying the odds, the mountaineer
figuratively climbs a steep path that leads to the top and, therefore, to
success. The mountain offers the privilege to see farther, to contemplate
and these actions are associated with the sense of mastery and sovereignty
where he sees everything at his feet and lives experiences with new and
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different sensations (Bachelard, 2002). Conquering the summit is something
admirable and noble to the person and society. When attaching objectives
to reaching the highest point of the mountain, man seeks recognition for
his symbolic and spiritual control over it. Conquering and overcoming the
mountain represents the ideal of adventure to sports fans, but it also means
overcoming the fear, to know one’s physical and mental limits, to develop
self-knowledge and even reach self-actualization, in what has also been
described as “peak experiences” (Maslow, 1971; Csikszentmihalyi, 2000),
ideals of many individuals in contemporary societies (Calegari, 1975),
sometimes bored by their ordinary routine lives (Csikszentmihalyi, 2000).
The Nature Dimension
Mountains represent an important landscape structure of the world
(Ives, 1992), dominated by verticality which creates a scenario of different
topography and landforms that contrast in time and space (Fromming,
2009).Characterized by profound natural beauty of its sceneries
(Nepal, 2008), the mountain has become a symbolic expression of the
landscape itself and the formalization of the sublime (Pisón, 1998). The
mountain is seen as an ecological, scenic and environmental sanctuary
of nature (Veyret, 2001; Krauchi, Brang & Schonenberger, 2000).
Mountains are the last bastion of wild, untrammelled and unfettered nature
evolutionary processes (Hamilton & McMillan, 2004).In many ways, the
relationship between Man and mountains keeps close ties with the mannature relationship established by contemporary society. Another perception
of the mountain is simply one that combines space and nature, making it a
tourist attraction, based on two principles: Firstly, individuals are seen as
more natural when isolated in naturally wild environments like mountains
(Cosgrove, 1984). The mountain is considered a place for reunion and
harmony of man with Nature (Dorward, 1990), which allows him to find his
true identity and return to his natural condition, ensuring happiness (Grimsley,
1973). It thereby represents the alliance of Man with his natural environment
through the return of the urban resident to his primitive origins and the
respective more or less virgin territories and environment (Ingles, 1997).
The second principle is the exceptional environmental value that represents
mountain areas today. This fact, combined with the development of a new
social paradigm yielding sustainability and valuingecological conservation
and protection of nature, sometimes also referred to as “eco-fashion”
(Alvarez, 2007), makes the mountain a place of refuge and a natural good
of intrinsic value.
The Authenticity Dimension
Another social meaning of the mountain lies in the idea of Eden, a
paradise on Earth, marked by harmony and unity of people (Veyret,
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2001). The mountain is seen as a place with conditions to host an
idyllic society as opposed to contemporary artificial society created
by the industrial revolution where the moral order has been replaced
by economic rules (Cosgrove, 1984). The isolated and preserved
space of the mountain would be ideal to host populations of unique
customs, calm and pure lifestyles, maintaining the simplicity and
authenticity that made it an example for society to follow (Pfister, 2000).
The Mountain is a space of natural beauty, untouched by the “corrupt hand
of Man” (Schneider, 2007).It is a kind of Rosseunian utopia where Man
remains uncorrupted, good and where there is nosuch thing as a violent
society. The idea of paradise is reinforced by the geophysical characteristics
of the mountain, perceived as real walls that take on two functions: first,
ensuring harmony and balance associated with immobility and immutability
of the mountain areas, contrasting with the uncertainties promoted by rapid
development of societies;second, defending and reassuring those who live
there and those who visit. The symbolic function of space and time that the
mountain assumes makes it a world apart, generator of unique quality of life,
being a major tourist attraction today (Debarbieux, 1995; Dorward, 1990).
The association of tourist places with the values of contemporary society
is significant in explaining its attractive power. Mountains are seen as
untouched by modernization and thus preserve their historical character
and authenticity (Braasch, 2008). The ancestral cultures and traditions,
which reflect the richness of life in mountain areas have a high degree of
authenticity. These features certify the mountain as a place of authenticity,
the last guardian of cultures, traditions and ways of life that are truly rural
(Cunha, 2003). A space considered as a last bastion of a lifestyle considered
lost in the modern individualistic societies (Conceição, 1998) increasingly
urbanized, globalized and standardized (Cunha, 2003). The mountains is
accordingly seen as place of stability and preservation of values that can
no longer be found in the current urban-industrial society, a quality that
increases its appreciation a a space of tourism and leisure (Veyret, 2001).
Conclusions
Mountains are one of humankind’s most profound archetypal symbols.
This paper presents an overview of social and cultural meanings of
mountains over time. The symbolic value of mountains may be the core of their
tourism attractiveness. Therefore measuring tourism mountain destinations’
perceptions and meanings requires an understanding of different dimensions
that could be identified in a literature review, namely: the Negativist, Romantic,
Sacred, Spiritual, Cosmic and Life, Sport and Leisure, Nature and Authenticity
dimensions. These distinct mountain perceptions and representations overtime,
that nowadays still coexist, mirror the diversity of cultural and social meanings
associated with these territories and the corresponding destinations.
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Our analysis seeks to increase social, cultural and scientific knowledge
of mountains and their social meaning, permittinga deeper understanding
of the value associated to mountains, of their significance within the
sustainability and nature conservation debate, making them appealing
tourist attractions of environmentally concerned, nature loving tourists
(Rhodes, 2002). Since the development of tourism in mountain regions
can additionally be a key factor for improving local residents’ quality of
life, sustainable tourism development in these areas, may also build on
diverse, original, and locally sustained mountain images and symbols can
also be used to strengthen mountain communities and cultures (Bernbaum,
2002), by reinforcing their local pride and place attachment (Muzamdar &
Muzamdar, 2004). These impacts on the mountain population itself must
not been neglected, since they may make a difference when deciding to
either stay and invest in the development of their community, in case of
a perceived opportunity through tourism, or to leave to places- typically
cities, with more abundant economic opportunities.
Also from a destination marketing perspective, results of this study are
most interesting and draw the attention to other, less analysed dimensions
of the complex “destination product”, namely social and cultural meanings
that some destinations, particularly mountain destinations may represent.
These, not so easily assessed, and in tourism market studies typically
neglected, more profound meanings may, indeed, constitute opportunities
for presenting these destinations in a more appealing light, promising and
actually delivering, if effectively sought by the post-modern “meaning
seeking” traveler, experiences that are more than just entertaining or recreating, as suggested by Cohen (1979) when describing more meaningful
experience modes lived by some tourists. These experiences are increasingly
sought and should be understood as a central topic for developing,
managing and promoting success tourism destinations (Ellis & Rossman,
2008; Mossberg, 2007; Li, 2008; Tynan & McKechnie, 2009). Tourists
seek, above all, appealing, unique and memorable experiences shaped
by their prior experiences, desires and expectations and the destination’s
image, in which social and cultural meanings play an important role. The
tourist is thus attracted by destination images and meanings, subjectively
valued, to then live the experience on-site subjectively, with a series of
sensorial, affective, cognitive, behavioural and social dimensions (Otto and
Ritchie, 1996; Kastenholz et al, 2012), and finally relive it in valueable
and distinctive memories, desirably leading to positive post-experience
behaviour (repeat vistiation and/ or recommendation) (Morgan & Xu,
2009; Tynan & McKechnie, 2009). An integrated destination marketing
effort is hereby suggested, in which the market should be carefully selected
and managed according to the general development objectives of the
destination in question, yielding a sustainable development approach, with
Journal of Tourism, Volume XII, No.2, 2011

84

An Overview of Social and Cultural Meanings of Mountains and Implications...........

which particularly the local populations identifies (Kastenholz, 2004), not
only in terms of economic potential, but also regarding the destination
image and deeper meanings that are projected to the tourist market.
Tourism destinations should therefore promote their own differentiating
and unique features, and diverse, also symbolic dimensions associated
to them. Therefore, the study has theoretical and potentially practical
implications of an understanding of the deeper meanings of mountain
images for tourism destination planning, marketing and management. The
theoretical framework developed may help mountain tourism destinations
and communities implement more meaningful positioning strategies,
shared by a common vision, pursue better directed markets egmentation
and management of demand, based on distinct symbolic dimensions
sought and provided. These strategic decisions should also contribute to
a more successful, better fundamented and community-shared experience
development and corresponding communication, yielding the sustainable
mountain destination development, supported by an appealing, distinctive
and meaning fulmountain brand.
There are however some limitations to be considered in this work.
From a theoretical standpoint, the study might omit and therefore not
consider other eventually existing relevant mountain image and meanings
dimensions. From a methodological perspective, the ideal would be the
application of this framework within a conceptual model that may be
validated through a mountain destination image scale, a measurement
instrument, to be applied to mountain tourism destinations. The here
presented results from a literature review and a qualitative research
approach in three European mountain destinations would naturally gain
from similar empirical approaches in other mayor mountain destinations,
in diverse continents and cultural contexts, which would naturally enrich
and eventually refine or even lightly modify the here identified results, or
add another dimension.
It must also be recognized that the tourism destination image is a
dynamic concept, since images are not static but change overtime (Gartner
& Hunt, 1987; Gallarza, Saura & García, 2002).Our study tried to reveal
part of these dynamics by considering the historical dimension of mountain
images as reported in literature. However, this very complex construct
should probably be studied over time, and longitudinal studies, dealing with
the process of mountain image (trans)formation, in diverse geographical
and cultural contexts seeming a very important avenue of future research.
Last but not least, the study of the differences of mountain perceptions
between societal groups would also be most interesting. Indeed, different
people may attribute diverse meanings to the same spatial setting (Greider,
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1993). Due to the distinct social, cultural, and economic backgrounds of
local residents and tourists, the distinct use they make of the mountain in
distinct context (living versus visiting), different evaluations of mountain
places, differences in the ways these places are constructed and symbols
associated to them, sense of place should differ between these groups.
However, they might also differ between distinct tourist groups, as well
people establish different relations to places, depending on their cultural
values, interests, individual experiences and living contexts, making them
more or less attached to places. Therefore, it would also be interesting to
analyze the relation between place-attachment and mountain image.
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Abstract: Most of the tour operators and travel information offices around the
world find it difficult to collect relevant information from the sea of data to rate
an ecotourism destination. A knowledge base created based on the opinion of
domain experts can only address this problem. An attempt has been made to
design and develop a sample expert system to rate the ecotourism destinations
under consideration to help make the decision whether to select best destination
or not. Though the literature gives the evidence of the existence of expert
systems in the tourism industry in the areas of accommodation, transportation,
development, wholesaling, retailing, financing and government, not much of
concrete work has been found done in the development of expert systems for
rating ecotourism destinations. Beaches, waterfalls, mangroves, backwaters,
hill stations and rivers are to name a few such ecotourism destinations which
can be rated using the developed expert system. The user friendly system accepts
inputs for various ecotourism parameters, for the destination at hand, to come
out with rating for the same after consulting the rule base. A sample interactive
session, in the form of screen shots, is also included in this paper to gain better
clarity in demonstrating the theme. Hence, the paper initially starts with a brief
introduction regarding ecotourism and its role within the current scenario. It then
continues with the review of literature which deals with the importance of expert
systems and its influence on tourism. Section 3 explains the working of the expert
system developed by the authors and its utilization for the benefit of rating eco
destinations. The paper then concludes in section 4 by giving the importance
of such expert systems for the development of best destinations within state or
country.

Keywords: Expert system, rule, design, ecotourism, rating.
Introduction
Nature tourism or ecotourism is presently considered to be one of the
fastest growing industries within the tourism sector, as more and more
tourists are interested in nature related products. Ecotourism is a relatively
new concept and it is still often misunderstood or misused. While the
term was first heard in the 1980’s, the first broadly accepted definition
and one which continues to be alive, was established by the International
Ecotourism Society in 1990 and is “Responsible travel to natural areas that
conserves the environment and improves the well being of local people”.
As awareness and experience of the activity has grown so has our need for a
more comprehensive and detailed definition. Most recently (Honey, 1999)
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has proposed a more excellent and detailed version of the definition as
“Travel to fragile, pristine and unusually protected areas that strives to be a
low impact and (usually) small scale. It helps educate the traveler, provide
funds for conservation, directly benefits the economic development of
local communities and fosters respect for different cultures and for human
rights”. Based on the consensus among various organizations involved
with ecotourism including Nature Conservancy Society, a newer definition
has been adopted by World Conservation Union (IUCN, 1997) in 1996
which describes ecotourism as “Responsible travel and visitation to natural
areas in order to enjoy and appreciate nature (and any accompanying
cultural features both past and present) that promotes conservation, have
a low visitor impact and provide for beneficially active socio-economic
involvement of local people”.
Review of Literature
In recent years, pristine forests, remote beaches and other biodiversity
rich environments have been attracting an unprecedented number of visitors
(Hamele, 2002). All this has increased substantially the impacts on the
environment, communities and culture (Gona et.al., 2000). To encourage
genuine ecotourism several tools were developed. One such tool used is Ecocertification (Crabtree et. al., 2002). Eco-certification and accreditation were
hot topics of discussion at the World Ecotourism Summit (WES) in Quebec
in May 2002 (Font, 2006). Credible and transparent certification programs
help reward “best practices” on environmentally and socially responsible
endeavors. Some of the prominent Eco-certification programmes include
Green Hotels in the Green Mountain State- Vera mount, Audubon Green
Leaf Ecorating for Hotels, Ecotel, Green Seal, Nature’s Best, Certification
for Sustainable Tourism (CST)-Costa Rica, Brazil Sustainable Tourism
Certification programme, Green Deal-Guatemala, Eco-Rating Scheme
(ESOK)- Kenya, Blue Flag Beach Certification- Europe (applicable
Worldwide & Africa), Green Globe 21 (GG21) (applicable Worldwide
and Asia), Australian Nature and Ecotourism Accreditation[certification]
Programme (NEAP), Seaside Award (UK), and the like. Also Agenda 21
puts environment as a major concern for the sustainable development of
travel and tourism industry. Poor enforcement of law and lack of proper
management of health and safety have led to a number of ecotourism site’s
existence in a questionable state (Nair et. al., 2003).
Expert systems in tourism
An Expert system is a computer programme that represents and reasons
with knowledge of some specialist subject, with a view to solving problems
for giving advice (Jackson, 1999). The process of collecting the required
knowledge for developing the rule base of an expert system is known as
Knowledge Engineering.
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Expert systems are designed to cope up with problems or decisions
that conventional computer tools are not capable of handling (Mountinho
et. al., 1996). The knowledge base is usually represented by a set of
IF….THEN rules and the inference engine of the expert system matches
together appropriate combinations of rules in order to generate conclusions
(Mountinho et. al., 2003).
Organizations may go for expert systems for a variety of reasons. These
are more reliable than human experts, particularly when multiple judgments
are required. The intelligent system can make decisions in situations flooded
by a wealth of data and information, that a person would have insufficient
time to assimilate (Hopgood, 2001). Many researchers have enumerated the
characteristics which make the problem domain an ideal candidate for expert
system application (Crouch, 1991). Within the tourism sector also expert
systems can play a significant role. The representation of tourism knowledge
in expert systems might consolidate expertise, making it available where it
is likely to have an impact namely, at the point (Mountinho et. al., 1996).
The systems help to alleviate the problems of tourism by incorporating rules
into a knowledge medium which can be distributed easily and inexpensively.
It not only provides solutions but also suggestions to the user as per the
query posed by them. Many expert systems in tourism industry had been
developed a decade back. Since then it has found applications in various
areas of tourism like accommodation, transportation, tourism development,
wholesaling, retailing, finance and government as shown in Table 1.

Figure 1. Knowledge Engineering process (Waterman,1986)

From Table 1, based on the literature review it can be stated that
most expert systems in tourism have been developed in transportation
and accommodation sector. Fewer expert systems were developed in the
government sector which is around 5% as shown in the Table 1. Even
less have been developed across the world in ecotourism sector. The
airline sector is a heavy user of information technology and has been
instrumental in many significant developments which even altered the
face of Information Technology, in general. Some of the prominent expert
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systems developed in transportation sector are Scheduling system developed
by Air Canada (1989), Staff regulation advisor by British Airways (1991),
Yield control again by British Airways (1991), Airplan by Florian (1998),
Flight Control by NASA (1986), Seat Allocation Advisor by Northwest
Orient (1986) and the like. A number of expert systems have been developed
in accommodation sector as well. Knowledge Engineering from Eloquent
system worked closely with senior management at a hotel, developing the
rules for the expert system (Mountinho et. al., 1996). Sales manager, another
tourism expert system is designed to help with negotiation tools for hotel
sales representatives. An expert system application for hotel guests was
developed by Cho, Sumichrust and Oslea in 1996. Among the new generation
expert systems TRACE project sponsored by Alvey Directorate are aimed at
the travel and transport industries (Rita et. al., 1994). A number of expert
systems have been developed in travel planning also. The American Society
of Association of Executives and International Association of Convention
and Visitor Bureau has developed an expert system that enables its members
to access information on various conventions and convention sites including
detailed information on number of hotel rooms, convention space and their
accessibility (Bertzaan et. al.,1997). Literature also shows the presence of
development of expert system for rating ecotourism sites in Malaysia (Nair
et. al., 2003). The expert system developed here is exclusively for the state
of Kerala which has abundance of ecotourism destinations in the “god’s own
country” as promoted by Kerala Tourism Development Corporation. The
problem identified in this study is to develop an expert system for rating
eco-destinations based on a set of scientific parameters identified from the
literature review. Expert system has an inference engine and a knowledge
base consisting of rules. The user interacts with the expert system and
provides input value for a variety of parameters. The expert system fires the
corresponding rule available in the rule/knowledge base rating the destination
as “good”, “excellent” as the case may be. A version of this paper has been
presented at national conference (Sindhu et. al., 2008).
Table 1: Distribution of tourism expert system over subfields of tourism
(Mountinho et. al., 1996 )
Types of Tourism decision
Wholesaling
Transportation
Accommodation
Government
Total

Number of systems
6
9
7
1
23

Percentage of system
26%
39%
30%
5%
100%

Methodology
As mentioned earlier, aim of this paper is to build an expert system for
rating ecotourism destinations. A thorough literature review was conducted
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initially to identify the destinations related to ecotourism and the impact
of Information Technology (IT) on these destinations. It was found that
even though destination rating system was existing, still there was no
comprehensive system that could rate all destinations in one time. Hence,
a more comprehensive expert system that could rate all destinations in one
time without getting restricted to one or two was developed. Research was
carried out in two phases. A pilot study consisting of a questionnaire survey
was conducted amongst tourism professionals, scientists and decision
makers to identify the relevant factors that could be utilized for developing
the system (Suresh et. al., 2009). Out of a total of 25 respondents, 10
were tourism professionals, 5 scientists, 5 tourism decision makers in
reputed government organizations and 5 professionals of nongovernmental
organizations (NGO’s). Among these, only 8 (32 %) tourism professionals
and 3 (12%) scientists participated in the survey. Response rate for decision
makers and NGOs were 100 % and overwhelming. Combined average
response rate is 84 % for the survey. Accordingly, in the second phase,
after the identification of 9 factors such as Physical factors, Pollution and
the like the expert system was developed. It was then taken back to these
experts for their valuable suggestions.
Development of the Expert System
An Internet enabled expert system has been developed here with
following objectives:
i.
ii.
iii.
iv.
v.

To extract opinion from human experts in various ecotourism fields to
enable the expert system to make intelligent decision;
To help the experts, visitors and tour operators rate various ecotourism
destinations with minimum effort and cost;
To make tourists aware of the basic parameters required for an
ecotourism site selection so as to give them a participative role in it;
To design, develop, test and implement expert system to rate the
ecotourism component consistently and reliably based on certain
parameters;
Create an ecotourism site rule base in an information sharing platform
in the web.

The expert system developed here in this study is user friendly and
does not require programming knowledge in the user to use the system.
The constraints of the problem at hand can be input to the system, as and
when the system prompts for it through window menus, while running the
program developed by the authors. The expert system was developed in
Visual Basic (VB) (Balena, 1999). It runs on IBM PC/AT or compatible
with a set of rules which define various parameters for the rating of
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ecotourism sites. The expert system gives the user a chance to rate the
ecotourism destinations of his or her preference. The system provides a
menu with various options like Beaches, Islands, Waterfalls, Forests/
Reserves/National Parks, Mangroves, Backwaters, Hill stations and Rivers
as shown in Figure 2. The user is prompted to provide inputs for various
parameters and finally he or she gets a result as to whether the site is best,
average or worst ecotourism site.
For example if a user wants to rate the beach in his /her area, then
he or she has to go through nine parameters. The nine parameters include
physical factors, quality of water, quality of sand, threats, population,
amenities, pollution, natural features and ecotourism definition. The
different parameters given above have several sub-parameters which
can bind with one of the choices of inputs for that parameter given by
the user during query session as shown in Figure 3. Out of the nine
parameters, input screen for only one parameter is shown in this paper
as screen shot though the details of all parameters are listed in tables.

Figure 2. Expert system menu for the rating of various ecotourism sites

Once the user completes the session, the Expert system rates the ecotourism
site as best average or worst as shown in Figure 4. It also provides the user
with an option to rate again other eco-destinations or to quit the system.
Sample rules for assigning numerical values to sub-parameters
IF option = “No”
IF option = “Unlikely”
IF option = “Neutral”
IF option = “Perhaps”
IF option = “Yes” 		

THEN a=3
THEN a=7
THEN a=15
THEN a=22
THEN a=25

In order to rate a beach, the user has to go through nine parameters,
where in each parameter has several sub parameters. Approximately, there are
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around 320 rules to help the expert system rate the beach alone. Likewise, rules
are also present for Mangroves, Islands, backwaters and so on. Thus for each
sub-parameter within each parameter a variable for example “a” is assigned.
Also for each option, ie, No, Unlikely and so on, a numerical value is assigned.
That is if a rater selects “No” from the Option Box which prompts options like
“No”, “Unlikely”, “Neutral”, “Perhaps” and “Yes” to help the user, then “a”
is assigned with a value of 3 as shown above. Alternatively, if the user selects
“Unlikely”, “a” is assigned with the value of 7 and so on. Physical factors
are only one of the parameters and there are eight more parameters with their
corresponding sub-parameters for which the user inputs are to be got before
rating the beach example. Once all the sub-parameters get their values through
user input, the expert system adds the numerical values to find the composite
score and a percentage value is calculated by the expert system, which in turn
rates the beach as best or worst. Total allowable composite score is 980 for all
the sub-parameters for rating the beach.

Figure 3. The input parameters regarding physical factors of the site

Figure 4. The expert system provides the solution to the user
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Description of all parameters and sub-parameters for beach rating
Tables 2 & 3 shows the sub-parameter options as entered by the user
during an interactive session and their corresponding values as evaluated
by the system based on rules in the knowledge base. Total composite score
for the site and the total allowed maximum are as shown in the tables.
Percentage can be computed by dividing composite score using the total of
allowed maximum. The total percentage is 65.88% for the sample session.
As the percentage is between 60% and 85%, the corresponding rule for
rating the beach gets fired and evaluates the beach as “Good” as shown in
Figure 4 in the previous section.
Table 2: Sub-parameters options entered during sample session and their corresponding
values for parameters 1 t o 4
1.0 Sub-parameters for Physical factors

No Unlikely Neutral Perhaps Yes Score

Total

1.1 Beach width is more than 100m at low tide

√

22

25

1.2. Air temperature at mid day is 76-80 deg. F

√

22

25

1.3.Average sunny days/year is 200-250

√

1.4. Highly depositional beach conditions

√

1.5. Moderate amount of rain
1.6. Cool Breeze all time

√
√

7

25

20

20

12

20

1

15

1.7. Very less humidity

√

8

10

1.8 Shape of beach is curve/pocket shaped

√

8

10

15

25

22

25

2.0 Sub-parameters for Quality of water
2.1. Water Temperature is 76- 85 deg F

√

2.2. Breaking waves low and very safe
2.3. Rip Currents very safe for kids

√
√

2.4. Tidal range is less than 1 m

√

2.5. Water is clear and transparent
2.6. Colour of water is Blue/Turquoise

√
√

2.7. There are no red tides

√

1

20

20

20

13

15

1

15

10

15

25

25

12

20

6

15

7

25

15

25

20

20

3.0 Sub-parameters for Quality of sand
3.1. Beach material is soft and powdery

√

3.2. Colour of sand is white or pink
3.3. Beach is very clean with no debris

√
√

4.0 Sub-parameters for Threats
4.1. Tides with no currents

√

4.2. Absence of stinging jelly fish/coral urchins

√

4.3. Sunburns

√

4.4 History of storms like Tsunami/Cyclones
Subtotal

√

17

20

284

435
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Table 3: Sub-parameter options entered during sample session and their corresponding
values for parameters 5 to 9
5.0 Sub-parameters for pollution
No Unlikely Neutral Perhaps Yes Score
5.1. Floating/suspended material(sewage scum)
√
7
5.2. Absence of algae in water
√
7
5.3. Obstruction to clear view of beach
√
22
5.4. Absence of sea walls, concrete or rubble
√
12
5.5. Absence of biting flies, ticks/mosquitoes
√
12
5.6. Absence of stray animals like dogs/cows
√
1
5.7. Noise caused by highways, trains/crowds
√
3
6.0 Sub-parameters for Natural features
6.1. Presence of rare species of trees
√
15
6.2. Presence of migratory birds
√
22
6.3. Plenty of natural shade through palm trees √
1
7.0 Sub-parameters about population
7.1. Beach is deserted, minimum population
√
22
7.2. Intensity o Beach use is very less
√
22
7.3. Local population participation very high
√
7
7.4. Community participation in the tourism
√
20
8.0 Sub-parameters for Amenities at the site
8.1. Presence of many life guards
√
25
8.2. Safety records high, no deaths reported
√
22
8.3. No competition among fishermen/boaters
√
12
8.4. Beach suitable for various sporting activity
√
8
8.5. Quite accessible
√
8
9.0 Sub-parameters for Eco-tourism definition
9.1. Environment friendly
√
22
9.2. Respects nature
√
25
9.3. Promotes Conservation
√
15
9.4. Promotes nature related activities
√
20
9.5. Promotes sustainable development
√
17
9.6. Benefits local population
√
6
9.7. Low visitor impact
√
8
9.8. Local people involvement too high
√
10
Subtotal
371

Total
25
25
25
20
20
15
10
25
25
20
25
25
25
20
25
25
20
10
10
25
25
25
20
20
15
10
10
545

Conclusion
Experts have played an important role in the development of various
tourism ventures like resorts, hotels, theme parks, and the like. According
to literature (Crouch, 1991), trends in tourism show that there is immense
potential for expert system in this sector. Intelligent systems are becoming
increasingly distributed in terms of both their applications and their
implementation (Hopgood, 2001).
The paper explains in detail the development of the expert system
that rates the Ecotourism sites using Visual Basic (VB). It also provides
a detailed description on major aspects of the system, with a particular
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attention to the approaches exploited for building the user model. The
authors identified the initial attributes through a questionnaire survey
where the respondents ranged from tourism experts and advisors to
scientists in reputed governmental and non-governmental organizations.
Based on these results, a DSS (Decision Support Systems) based expert
system was developed. A proper methodology was followed for the
development of the system in order to assure that it would not make an
erroneous recommendation to the user. The system developed here is a truly
multimedia enabled interactive technology, which is also user friendly. As
mentioned earlier, the most important characteristic of the expert system, is
its ability to rate all ecotourism destinations at one time. Decision makers
who might otherwise hesitate to use any systems due to the complications
associated with it may feel this as simplest recommender system where
they can participate in a fairly sophisticated decision process. It is intended
to help visitors, tour operators and administrators alike so that they can
differentiate the advantages and drawbacks of the site they rate. This
system uses a more generalized approach so that it can be used in any
part of the world. Also the user while using the system need not possess the
knowledge of environmental policies developed by any country as the same
can be embedded using basic rules, if needed. In addition the expert system
developed does not require the user to have any programming knowledge
prior to using the system. Moreover, it can be executed in Internet explorer
which is a feature of Visual Basic and is ideal for execution from a web portal.
This paper also discusses the development of an expert system that would
help the visitors, tour operators and administrators in rating various ecodestinations in his or her area of interest. This expert system also intends to
provide a solution for the administrators to rank various ecotourism sites in
the state. Further, the authors have developed an advanced version of expert
system that utilizes multi-criteria decision making process using Analytic
Hierarchy Process or AHP an advanced form of Matrix Evaluation Method
which again is less time consuming and provides effective decisions to the
decision makers within shortest time (Suresh et. al., 2009).
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Tourist Motivation to Some Selected Destinations in Al
Dakhiliya Region in Sultanate of Oman
S. S. Solanki
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Sultanate of Oman
Abstract: This study aimed to investigate tourist motivation in selected destinations
in Al Dakhiliya Region of Sultanate of Oman. The targeted population of this
study was 450 first time foreign tourists who visited to Al Dakhiliya Region in
Sultanate of Oman. The results of this study will have significant implications
for destination competitiveness and type of product development and marketing
that is undertaken to attract tourist to Al Dakhiliya Region. Once the destinations
have identified the primary motivators that boost travel demand, generate high
satisfaction and an intention to return from tourists, the destination will be in
far stronger position to develop appropriate travel products and to market these
products and the images associated with them in a manner that maximizes the
destination’s appeal in targeted market.

Keywords: Motivation, Pull and Push Factors, Al Dakhiliya Region, Tourist
Attractions.
Introduction
Tourism is one of the fastest growing industries. It plays an important
role as an economic instrument in the acceleration of the development of a
country. In recent years, international tourism has undergone a sea change.
It has now emerged as an organized industry involving highly sophisticated
and multi-disciplinary skills. It promotes international understanding and,
at the same time provides a significant source of foreign exchange for those
nations that encourage and foster it. Tourism is a medium for reducing
unemployment, poverty, disparity and inequitable distribution of resources
and for promoting dialogue between peoples. Based on the currently
information, tourism’s contribution to worldwide gross domestic product
(GDP) is estimated at some 5%. Tourism’s contribution to employment
tends to be slightly higher and is estimated in the order of 6-7% of the
overall number of jobs worldwide. (UNWTO Tourism Highlights, 2011).
This study offers an integrated approach to understanding tourist push
and pulls motivation, and attempts to extend the theoretical and empirical
evidence on the relationships among the push and pull motivations.
Sultanate of Oman has inexhaustible tourism resources that are unique
and the country provides an attractive and safe destination for tourists. Its
diverse geographical features, the unique historical and cultural mosaic, and
its peace and tranquility can offer the tourists not only a pleasant climate
and sun-drenched bathing beaches, but also historical sites of antiquity
including UNESCO listed forts and unique archaeological sites of world
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significance. The natural beauty of the country is both spectacular and varied
with a myriad of tourist attractions, an extensive coastline with spectacular
sandy beaches, sunny hot climate, variety of water sports and recreation. A fine
blend of tradition and modernity that is available in plenty in Sultanate of Oman
enhances the appeal of this country as a ‘Tourism Country’. What is, however,
unfortunate is that despite Sultanate of Oman being gifted with historical
monuments, and very rich natural and cultural background, the tourist arrival
in Sultanate of Oman is quite meager. Today tourism constitutes 2.9 per cent of
Oman’s GDP and the Ministry of Tourism has 20 major international awards in
its credit since 2004, when it decided to go for massive tourism promotion and
develop the country as hub for tourists. The efforts ensured an average annual
arrival growth of 13 per cent, putting it on the 68th rank from 76 in 2009 WEF
Global Index (Ministry of Tourism Report, 2010).
Demographic profile of the Al Dakhiliya region
Al Dakhiliya region Nizwa’s strategic location, coupled with other
competitive advantages such as close to Muscat, its status as centre region
are sustaining the position as the business gateway to whole Oman. Al
Dakhiliya region, to which Nizwa is the headquarters, has special position
in Oman’s history and civilisation and it is one of Oman’s most important
regions. It has eight wilayats and has a population of around 272,291 as per
2011census. (Ministry of National Economy Census Report, 2011).
Al Dakhiliya region has not only natural attractions (e.g. Jabal Akdhar
(Green mountain), Hoota Cave, Jabal Samas (Sun mountain) etc) and
cultural attractions (Nizwa Fort, Jabreen Fort, Bahla Fort, Mosque) but also
a variety of festivals. Al Dakhiliya region has been promoted as a tourist
destination for many years, however compared with Muscat, A Sharqia and
Dhofar regions; Al Dakhiliya region is least focused and least successful
in terms of revenue generation from the tourist sector. Even though
Al Dakhiliya region has both natural and cultural attractions, famous
festivals and interesting activities, the number of tourist who traveled to Al
Dakhiliya region in 2009 were 94,152. Total tourist with total guest nights
97,264 compared to total tourist 1,700,03with total guest nights 2,146,780
total foreign tourist who traveled to Oman in the same year. (Ministry of
Tourism Report, 2010). Psychology and knowledge of tourist is crucial in
determining the success of any tourist destination. Unfortunately, current
tourism literature has mostly concentrated about tourist motivation in other
destinations not in Al Dakhiliya region.
Literature Review
In an increasingly saturated marketplace, the success of marketing
destinations should be guided by a thorough analysis of tourist motivation,
expectation and its interplay with tourist satisfaction.
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Tourist Motivation
Motivation has been referred to as psychological/ biological needs and
wants, including integral forces that arouse, direct, and integrate a person’s
behavior and activity (Dann, 1981; Pearce, 1982; Uysal & Hagan, 1993).
Since a paradigm of tourism is always related to human beings and to human
nature, it is a complex proposition to investigate why people travel and
what they want to enjoy. Tourist motivation can be defined “as the global
integrating network of biological and cultural forces which gives value and
direction to travel choices, behavior and experience”. (Pearce, Morrison &
Rutledge, 1998). There is general agreement among psychologists that-a
motive is an internal factor that arouses, directs and integrates a person’s
behaviour (Crompton & McKay, 1997; Iso-Ahola, 1982; Murray, 1964).
This is at the root of the question of why tourists travel or what makes
tourists travel (Dann, 1977). The best way to understand tourist motivation is
to regard travel as a satisfier of needs and wants (Mill and Morrison, 1985).
The whole process begins with the needs of an individual. Wants occur when
the person is either aware of the existence of the needs, or possibly even
when in an unconscious condition. Then action will be taken when he/she
is motivated. People travel because they believe that their needs and wants
will be satisfied partially or even wholly by vacations or trips. To sum up,
the internal psychological factors (needs and wants) cause disequilibrium
or tension within the individual, which lead to actions (for example taking
vacation) to restore homeostasis by satisfying the required needs (Crompton,
1979; Crompton & McKay, 1997). However, people who take a pleasure
trip are rarely compelled by a single need. Tourists’ motives are multiple
(Crompton, 1979; Mansfeld, 1992; Crompton & McKay, 1997).
Tourism motivation has been a predominant theme in attempting
to understand what drives people to travel (Todd, 1999). Motives are the
starting points that launch the decision process (Crompton & McKay, 1997).
Although motivation is only one variable, which explains tourist behaviour,
it is considered one of the more critical variables as it is the impelling and
compelling force behind all behaviour (Baloglu & Uysal, 1996; Crompton,
1979). Iso-Ahola (1982) agrees with this statement by arguing that motives
play the central role in the stimulus-cognition-response model of human
behaviour. So identifying motives is a key issue in understanding tourists’
decision-making process. In tourism research, this motivation concept can be
classified into two forces, which indicate that people travel because they are
pushed and pulled to do so by ‘‘some forces’’ or factors (Dann, 1977, 1981).
Push and Pull Factors
A generally accepted approach in examining the tourist motivation is the
concept of push and pulls factors. (Crompton, 1979; Dann, 1977; Pearce &
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Caltabiano, 1983; Pyo, Mihalik & Uysal, 1989; Yuan & McDonald, 1990).
This model involves the theory that people travel because they are pushed
and pulled to do so by force (Baloglu and Uysal, 1996). In this framework,
pull factors are those which attract the tourist to a given location (e.g.
sunshine, sea, etc.) and whose value is seen to reside in the object of travel.
Pull factors have always been conceptualised as relating to the features,
attractions, or attributes of the destination itself (Kim, Lee & Klenosky,
2003). Therefore, in the current study-pull factors is interchangeable with
destination attribute. Push factors, on the other hand, refer to the tourist
as a subject and deal with those factors driving him to travel (e.g. escape,
nostalgia, etc.) (Dann, 1977). He further explained that push factors deal
with tourist motivation itself.
According to Uysal and Hagan (1993), these forces describe how
individuals are pushed by motivation variables into making travel decisions
and how they are pulled or attracted by destination attributes. In other words,
the push motivations are related to the tourists’ desire, while pull motivations
are associated with the attributes of the destination choices (Cha, McCleary,
& Uysal, 1995; Crompton, 1979; Dann, 1981; Oh, Uysal, & Weaver, 1995).
Push motivations are more related to internal or emotional aspects. Pull
motivations, on the other hand, are connected to external, situational, or
cognitive aspects. Push motivations can be seen as the desire for escape, rest
and relaxation, prestige, health and fitness, adventure and social interaction,
family togetherness, and excitement (Crompton, 1979). Tourists may travel
to escape routine and search for authentic experiences. Pull motivations are
those that are inspired by a destination’s attractiveness, such as beaches,
recreation facilities, cultural attractions, entertainment, natural scenery,
shopping, and parks. These destination attributes may stimulate and reinforce
inherent push motivations (McGehee et al., 1996). Several studies have been
conducted using these perspectives (Iso-Ahloa, 1982; Pyo, Mihalik, & Uysal,
1989; Yuan & McDonald, 1990). Iso-Ahola (1982) argued that individuals
perceive a leisure activity as a potential satisfaction-producer for two major
reasons. The activity may provide certain intrinsic rewards, such as a feeling
of mastery and competence, and it may provide an escape from the routine
environment. Similarly, Kippendorf (1987) found that tourists are motivated
by ‘‘going away from rather than going toward something’’ and that tourist
motivation is self-oriented.
Push motives have been used to explain the desire to go for tourism,
while pull motives have been used to explain the selection of destination
(Crompton, 1979; Goossens, 2000). Push forces are associated with
the decision as to whether or not to go, while pull forces are associated
with the decision as to where to go. These two decisions being are made
at two separate points in time (Klenoski, 2002). Pull factors have to do
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with tangible attractions that are associated with the destination, while
push factors are associated with intangibles such as the motives, need and
interests of the traveler (Kim and Chalip, 2004). Many researchers contend
that the push and pull force approach to decision-making in travel offers the
best way of explaining and predicting individuals’ travel decisions (Kim
and Chalip, 2004; Kim et al, 2006).
The literature on the push and pull motivation approach proposes that
people are first of all pushed by internal desires or emotional factors such
as the need for escape, relaxation, adventure, prestige, knowledge and
so forth. (e g. Balogul and Uysal, 1996; Bogari et al., 2003; Cha et al.,
1995; Crompton, 1979; Fodness, 1994; Hanqin and Lam, 1999; Jang and
Cai, 2002; Kim and Lee, 2002; Kozak 2002; Oh et al., 1995; Usal and
Jurowshi, 1994; Yan and McDonad, 1990; Yoon and Uysal, 2005). They
are then pulled by external or tangible factors such as natural and historical
attractions, expenditure, sport and outdoor activities, etc. (e g. Balogul and
Uysal, 1996; Bogari et al., 2003; Crompton, 1979; Hanqin and Lam, 1999;
Jang and Cai, 2002; Kim and Lee, 2002; Kozak 2002; Oh et al., 1995;
Usal and Jurowshi, 1994; Yan and McDonad, 1990; Yoon and Uysal 2005).
Despite these two sets of forces seeming to be independent, it should be
noted that they actually inter-dependent, as individuals, be it consciously
or unconsciously, base their travel decisions on both, and take them in a
two-step process (Kim et al, 2007).
Most previous researchers have tried to define tourist motivations
(push and pull) by developing lists of the reasons for travel, and have then
used factor analysis to reduce the number of items in these lists into several
categories of factor. Although each of these studies sought to identify
motivational influences, they differ in terms of whether the focus was on
identifying both push and pull factors (Bogari et al, 2003; Hanqin and Lam,
1999; Jamrozy and Uysal, 1994; Jang and Cia, 2002; Jang and Wu, 2006;
Kau and Lim, 2005; Kim et al, 2003; Kim et al, 2006; Lee et al, 2002; Oh et
al, 1995; Yoon et al, 2005; Uysal and Jurowski, 1994; Yuan and McDonald;
1990), or on push factors only (Beard and Ragheb, 1983; Beh and Buyere
2007; Cha et al, 1995; Chiang and Jogaratnam, 2005; Fondness, 1994;
Heung et al, 2001; Kim and Jogaratnam, 2002; Kim and Lee, 2000; Kim
et al, 2007; Kim and Prideaux, 2005; Kozak, 2002; Mehmetoglu, 2005).
Some studies attempted to find the relationship between push and pull
factors (Baloglu and Uyssal 1996; Bogari et al., 2003; Kim et al, 2003;
Usal and Jurowshi 1994; Jang And Cai 2002; Kim et al, 2003; Kim and
Lee, 2002; Oh et al, 1995).
It should be noted that tourists rarely travel to satisfy one motive. A
number of researchers have noted that tourists’ motivations are multiple
(Compton, 1979; Mansfeld, 1992; Mayo and Jarvis, 1981; Pearce, 1982;
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Uysal, et al., 1993) and tourists might have different reasons to travel for
tourism. Moreover, tourists hope to experience more than one activity in a
destination (Kozak, 2002).
In the above major studies, it is generally accepted that push and pull
motivations have been primarily utilized in studies of tourist behavior.
The discoveries and issues undoubtedly play a useful role in attempting to
understand a wide variety of different needs and wants that can motivate
and influence tourist behavior.
Research Methodology
The current study takes an exploratory quantitative approach; the data
collected are analyzed using the SPSS (version 20). Descriptive analysis
was undertaken for all survey items. Demographic characteristics of the
tourist were investigated about their gender, age group, marital status, no
of children, education, occupation and income level etc. Missing values,
outliers and distribution of all measured variables were examined to purify
the data and reduce systematic errors. Specifically, in order to identify the
push and pull travel motivations of tourist and to rank them in terms of
importance to see which motivations served as core ‘pushers’ and ‘pullers’,
data have been analyzed using means, ranks and standard deviations. The
target population of this study was first time foreign tourist who travelled
to Al Dakhiliya region in Sultanate of Oman with a sample size of 450
tourists. Four hundred fifty questionnaires were distributed among first
time foreign tourist during main tourist session November to April 2010,
out of which 223 were returned (response rate was 49.66 %) but only 200
(44.4%) were usable for analysis.
Results and Discussion
The demographic Profile of the Tourist
The demographic information of the tourist was shown in Table 1.
There were 140 (70% males and 60 (30%) females. In terms of age group,
9% under 25 years, 48.5% in 25 -40 years, 28.50% in 41-55 years age group
and 14.% above 55 years of the age. The marital status of the tourist 75%
married and 25% single. Educations of the respondents were Up to 10+2
or lower 24 (12%), Bachelor Degree 104(52%), Postgraduate 53(26.50%),
Doctorate 10 (5%) and MBA, 9 (4.50%). In terms of occupation SelfEmployed 13%, Professional 33%, Monthly Salaried Employed in the
Government Sector 4.5%, Monthly Salaried Employed in the Private
Companies 6.5%, Monthly Salaried Employed in the Multinationals 24%
and other 20 %. As per monthly income in Rial Omani Less than Rial
Omani 200, 2% between 200-400, 6%, 400-600, 8%, 600-800, 12%, 800
1000, 12% and more than 1000, 60%.
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Table 1: The demographic profile of the Tourist
Demographic data
Gender
Age Group

Marital Status
Children
Education

Occupation

Monthly Income
Rial Omani

Items
F
Male
140
Female
60
Under 25 years
18
25-40 years
97
41-55 years
57
More than 55 years
28
Married
150
Single
50
Have children
114
Do not have children
86
10+2 or lower
24
Bachelor Degree
104
Postgraduate
53
Doctorate
10
MBA
9
Other
Self-Employed
24
Professional
66
Monthly Salaried Employed in the 9
Government Sector
Monthly Salaried Employed in the 13
Private Companies
Monthly Salaried Employed in the 48
Multinationals
Other
40

in < 200

200-400
400-600
600-800
800- 1000
> 1000

%
70
30
9
48.5
28.5
14
75
25
57
43
12
52
26.50
5
4.50
12
33
4.5
6.5%
24
20

4

2

12
16
24
24
120

6
8
12
12
60

Tourist motivation
In order to measure tourist motivation, this study utilizes pull and push
motivation variables. First 17 pull and 36 push motivation variables were
identified. The grouping of the variables was based on previous relevant
literature of factor analysis in order to identify the tourist motivation
dimensions on seven Point Likert-type scale questioners in English
consisting of following two sections:
(A) Push Factors:
Extremely Important
Very Important
Quit Important
Important

(7)
(6)
(5)
(4)

(B) Pull Factors:
Extremely Attractive
Very Attractive
Quite Attractive
Attractive
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(A) Push Factors:
of some importance
of little importance
of no importance

(3)
(2)
(1)

(B) Pull Factors:
of some Attraction
of little Attraction,
of no attraction

(3)
(2)
(1)

In terms of internal consistency and reliability of data, the push and
pull travel motivations scale (Cronbach’s coefficient alpha) was found
to be .86 and .91 respectively, thus indicating that data were suitable for
further analysis. Descriptive analysis was undertaken for all survey items.
Specifically, in order to identify the push and pull travel motivations of
tourist and to rank them in terms of importance to see which motivations
served as core ‘pushers’ and ‘pullers’. Total 200 valid responses were
collected and analyzed for the current tourist survey.
Mean Ranking of Motivation Variables
Push Factors
The means, standard deviations, and rank for push travel motivations
of tourist are presented in Table 2. The push travel motivations ranged from
the highest mean score of 5.4247 to the lowest mean score of 4.701. The
scores were clustered around 1 standard deviations. From the Table 2 AlDakhaliya respondents perceived “To explore and see new cultures” was
the most important among push factors (Mean =5.642, SD=1.19), Followed
by “To build relationships with my family” (Mean= 5.333, SD1.02), “To
rest and to build relationships with close friends” (Mean=5.199, SD 1.17),”
To challenge my abilities” and so on.
As shown in Table 2, the three least important push motivations
for tourist to travel were “To avoid the hustle and bustle of daily life
(Mean=4.701, SD= 0.96) followed by “To relax physically” (Mean =4.716,
SD=0.95) and the third least important push motivation for tourist is “To be
in a calm atmosphere” (Mean=4.806, S D= 0.83)
Table 2: Mean Ranking of Push Factors
Factors

Escape

Variables
1. To relax mentally
2. To avoid the hustle and bustle of daily life
3. To relax physically
4. To be in a calm atmosphere
5. To rest

Mean
4.831
4.701
4.716
4.806
5.199

SD
1.06
0.96
0.95
0.83
1.17

Rank
14
17
16
15
3

Journal of Tourism, Volume XII, No.2, 2011

S. S. Solanki

111

Factors

Variables
1. To discover new places and things
2. To increase my knowledge
Increase
Knowledge 3. To use my imagination
4. To explore and get new ideas
1. To have a good time with existing friends
2. To be with others and make new friends
Socialization
3. To build relationships with my family
4. To build relationships with close friends
1. To challenge my abilities
Sports
2. To use my physical abilities/skills in sport
1. To gain a feeling of belonging to places
Culture
2. To explore and see new cultures

Mean
4.950
4.881
5.000
4.925
4.856
4.920
5.333
5.199
5.154
5.060
5.104
5.642

SD
1.00
0.90
0.95
1.20
0.96
1.01
1.02
1.09
1.05
0.98
0.98
1.19

Rank
9
12
8
10
13
11
2
3
5
7
6
1

Note: Push factor ranking is based on mean scores measured on a Likerttype scale 1-7.
Pull Motivation Factors
The rank, means, standard deviations, and rank for pull travel
motivations of Omani tourists are presented in Table 3. The pull travel
motivations (destination attributes) ranged from a highest mean score of
5.721to a lowest mean score of 3.05. The scores were clustered around
1standard deviations.
From the Table 3 Dakhiliya respondents perceived “A visit to Nizwa Fort
” was the most important among pull factors (Mean = 5.721, SD = 1.103),
Followed by “To have good 5 star hotel accommodation (Mean = 5.408, SD
= 1.791), “To visit a Mosque”( Mean = 5.249, SD = 2.261) “To walk in Nizwa
city” ( Mean=5.179, SD= 1.385) and so on. “To go shopping for international
brand name items”, “To go shopping for international brand name items” (
Mean= 3.05, SD=2.537 ) and “To conduct business in the Dakhiliya Region”
( Mean=3.527, SD= 2.563) are least important factors as the tourist comes to
relax and see new culture as per the analysis of push factors.
Table 3: Mean Ranking of Pull Factors
Factors

Variables

Mean

SD

Rank

Historical
Attractions

6.
7.
8.
9.
10.
11.
12.

5.721
4.657
4.522
4.124
4.284
3.905

1.103
0.986
0.993
1.083
1.13
1.149

1
10
12
23
17
29

3.945

1.565

28

A visit to Nizwa Fort
A visit to Bahla Fort
A visit to The Jabrain Fort
A visit to Bid Bid Fort
A visit to Jebel Al Shams mountain
A visit to Shamoukh Fort
To view The tomb of Mazin Bin
Ghudhouba
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Natural
Attractions

Sports &
Adventure
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Variables

Mean

SD

Rank

5.
6.
7.

A visit to Jarnan’ cave,
A chance to go to Al-Huta cave
To visit places those are different from
other places.
A visit to Jebel Al Akhdar (the Green
Mountains)
A visit to Falaj Daris
A visit to Falaj Al Malki
To experience other natural attractions
To go to farm shows
To see memorable sunsets
A chance to go mountaineering
To satisfy a sense of adventure
To experience horse and camel race
To go shopping for international brand
name items
To experience sightseeing tours
To walk in Nizwa city
To buy authentic indigenous Omani
souvenirs
To experience indigenous Omani culture
To see an Omani Music and Dance
Performance
To visit a Mosque
To meet new friends and meet interesting
people
To visit family and friends in the Dakhiliya
Region
To conduct business in the Dakhiliya
Region
To learn about animals, birds and plants of
the Dakhiliya Region

4.219
4.677

1.383
1.27

20
9

4.771

1.253

7

4.383

1.145

14

4.363
4.05
4.04
3.771
4.557
3.726
4.07
3.667

1.243
1.334
1.954
2.189
2.467
1.342
1.203
1.325

15
25
26
30
11
31
24
32

3.527

2.563

35

4.9
5.179

1.349
1.385

6
4

4.706

1.529

8

5.045

1.51

5

4.164

2.379

22

5.249

2.261

3

4.264

2.465

19

3.587

1.862

33

3.547

1.895

34

3.97

1.895

27

6.

To experience wildlife in natural setting

4.279

2.067

18

7.

To go on tours guided by local Omani
people
To go shopping for international brand
name items
To go bush walking
To have good 5 star hotel accommodation
To have good 2-3 star hotel
accommodation

4.174

2.214

21

3.05

2.537

36

4.443
5.408

2.622
1.791

13
2

4.363

1.93

15

8.
9.
10.
11.
12.
13.
5.
6.
7.
8.
3.
4.
5.

Cultural

6.
7.
8.
9.
3.
4.
5.

Purpose

8.

Hotels

9.
1.
2.

Note: Pull factor ranking is based on mean scores measured on a Likert-type scale
1-7.

The results of this study confirm previous research, especially Yoon
and Uysal (2005), Chan and Chang (2003). The motivators that pushed
tourists away from their home were “feeling safe and secure to travel”,
“meeting new people”, “seeing as much as possible”, and “being physically
active” whereas the motivation which attracted tourists to visit were
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“reliable weather”, “different culture”, and “visiting natural attractions”.
Moreover, Al Dakhiliya region has a variety of natural attractions, which
are beautiful and peaceful. On the other hand, not surprisingly, “visiting
historical places” and “nightlife and entertainment” were not important
factors to pull tourists to visit Al Dakhiliya region. Al Dakhiliya region is
famous for its natural attractions and festivals and historical/cultural sites.
Additionally, there is very little nightlife and entertainment activity in Al
Dakhiliya region.
In contrast, this study found that “outstanding scenery”, “visiting
friends and relatives”, “visiting historical places” and “visiting natural
attractions” were indicators for tourist’s overall satisfaction when traveling
to Al Dakhiliya region. This suggests that the overall satisfaction for Al
Dakhiliya region visitors is increased when tourists are satisfied with
these four factors. This suggests that the probability for tourists to return
to Al Dahakalia will be increased when they are satisfied with these four
attributes.
Recommendations
It can be concluded that attribute importance, performance, and
motivation serve as a function of measuring tourist satisfaction, and
collectively influence the degree of overall satisfaction of a destination.
Comparatively, destination attributes, especially the performance on
quality and friendly service and lodging facilities, have more impact on
tourists’ mental perceptions of their visiting experience than the categories
of attribute importance and their motivations. In its simplest form, tourist
satisfaction is determined by what people want to explore in the destination
(the motivation) and what the destination could offer and how well the
destination could meet these desires (the destination attribute importance
and performance). The quality and availability of tourism supply resources
are critical elements in meeting the needs of the ever-changing and growing
tourism market.
From the research findings of this study, it can be concluded that in
addition to the natural resources management, Al Dakhiliya region tourism
department should pay much attention to monitor visitors’ satisfaction with
service quality and facilities, and promote the value of family and friends
togetherness to maintain a sustained and expanding business. The current
research aims to suggest a combined consideration of different components
or indicators that may influence tourists’ satisfaction and to propose an
integrated approach of linking destination attribute offerings with visitor
motivation factors.
Finally, there are several issues associated with the limitations of the
study that should be discussed to provide a guide for future research. The
Journal of Tourism, Volume XII, No.2, 2011
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research data were collected in a specific setting – Al Dakhiliya region, a
nature-based region in Oman, which practically hinders the generalization
of the research findings. The generalization issue could be better solved with
further replication in other settings that have different destination attributes
and motivation perspectives. Furthermore, it would be more meaningful to
answer the question ‘are there any other influential factors that should be
included to give a more holistic picture of measuring tourist motivations?’
Conclusion
The study revealed that push motivations such as ‘to be mentally
refreshed’, ‘to learn something new or increase my knowledge’, ‘to
physically rest and relax’, ‘to experience cultures that are different from my
own’, ‘to see something new and exciting’, and ‘to escape from the ordinary
or routine environment at home’ were ranked as the most important push
motivations to for Omani tourists. This finding is consistent with previous
studies (e.g., Correia, Valle & Moco, 2007; Jang & Cai, 2002; Jang & Wu,
2006; Jang, Bai, Hu & Wu, 2009; Jonsson & Devonish, 2008; Sangpikul,
2008). All of these studies identified ‘knowledge seeking’, ‘escape from
the ordinary life’, and ‘relaxation’ as the most important push travel
motivations stimulating tourists to travel abroad. It also corroborates the
arguments of Kim and Jogaratnam (2002), and Kim, Jogaratnam and Noh
(2006) who posit that ‘learning new things or increasing knowledge’, ‘to
experiencing new and different lifestyle’, ‘finding thrills or excitement’ and
‘get away from demands of home’ are the most important push motivations
stimulating international tourists.
The push motivations suggested by the findings indicate that tourists
are looking for leisure to relax and at the same time, exploration is part of
their motivation to travel. Such information is helpful for tourism marketers
in developing promotional strategies and matching the motivation with
appropriate tourism product of the destination.
Regarding the importance of pull travel motivations, the results indicated
that pull travel motivations such as ‘safety and security at destination even
when travelling alone’, ‘natural attractions (mountain, caves, streams,
wildlife, birds)’, ‘availability of mosques (places of worship)’ were rated as
the most attractive pull travel motivations (destination’s attributes) by tourists
when choosing a tourist destination. These results show notable similarity
with previous studies (e.g., Hallab, Price & Fournier, 2006; Sangpikul, 2008).
These studies have confirmed ‘safety and security’, and ‘natural attractions’ as
the most attractive pull travel motivations (destination’s attributes) attracting
tourists when they are choosing a tourist destination.
Overall, the study has used a validated ‘push’ and ‘pull’ technique to
contribute to practice by identifying features of a new potential market for
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tourist destinations and to literature by identifying travel motivations of
first time foreign tourists to Dakhiliya region in Sultanate of Oman.
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Appendix
Main Tourist Attraction
Nizwa Fort

Nizwa Fort, built by Imam Sultan bin Saif al Ya’arubi in 1668, is the
biggest fort in the Arabian Peninsula with an exterior diameter of its circular
structure of 150 feet, and over 115 feet high. The fort was once used as the
Imam’s headquarters and is a stronghold designed to withstand some of the
most aggressive sieges. The traditional doors are inches deep and over the
lintel of each is a hole through which boiling oil could be poured over the
marauding enemies
Jabreen Fort

Jabreen castle has been described as the ‘jewel in the Crown’ of
Omani castles and forts. Built in the 1670s for the Imam Bil’arub bin
Sultan (1670–92) it evolved from a simple garrison fort to a major
military stronghold. It has rooms and ceilings decorated with fine
carvings. It has two huge towers with walls two metres thick. Finely
painted flowers and symbols are found on the ceilings in the ‘living’
rooms.
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Bahla Fort

Bahla Fort lies in Bahla city in Dakiliya region. Since 1987, its name
has been included in the World Heritage Sites List. Bahla Fort includes
Bahla Oasis with its traditional souks, old alleys, ancient mosques and its
wall that extends over a distance of approximately 13 kilometres and whose
construction dates back to the pre-Islamic era. Originally, Bahla Fort was
built in the third millennium BC. It is evident that Bahla Wall that extends
over a distance of 12 kilometres, with its terraces, apertures for opening fire
and guards houses had been designed for defence purposes.
Al Hoota Cave

“AlHoota Cave” lies in the southern part of Al Jabal Al Akhdar
(Green Mountain), specifically near Wilayat Al Hamra in Al Dakhiliyah
Governorate. The cave extends for 5 kilometres underground, but it may
only be accessed for a distance of 860 metres, ending at Cave Lake. This
cave has two holes through which water cascading from the mountaintop
enters via the (ALHoota) hole, and exits through the other (AlFalaah) hole
after passing through the connected cave passageways.
AlHoota Cave Lake:
AlHoota Cave Lake is located at the end of a footpath. It is 20 metres
deep, but there are many parts whose depth surpasses that. The lake contains
several species of blind fish: some are without eyes but have long bristles to
sense their food, while others have very small eyes. Also living in the lake
is a rare type of blind fish, coloured a translucent pink so that you can see
the skeleton of these small fish.
(Source: Ministry of Tourism)
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LIST OF CONFERENCES
January 2012
International Conference on Management- New Management
Paradigms: Seize the Uptrend Gandhinagar India
20 to 21 January 2012
Gandhinagar, Gujarat, India
Website: http://skpatelmba.org
Contact name: Prof. Litty Denis & Prof. Gincy Mathew
Changing Worlds: Reviewing and Reinventing Literature and Culture
23 to 24 January 2012
Pathanamthitta, Kerala, India
Website: http://www.catholicatecollege.co.in/seminar_Topic.htm
Contact name: Dr. Lata Marina Varghese
ENTER 2012 ‘eTourism Present and Future Services and Applications’

24 to 27 January 2012
Helsingborg, Sweden
Website: http://www.enter2012.org
Contact name: Mathias Fuch

International Conference on Emergent Issues in Humanities in Africa
in the Third Millennium and Chinua Achebe Annual Lectures
30 January 2012 to 3 February 2012
Nsukka, Enugu, Nigeria
Website: http://unnartsconference.com/conference.html
Contact name: Fr Dr Dr. Ikechukwu A. Orjinta
February 2012
India International Hotel, Travel & Tourism Research Conference:
“Technology Trends and Innovations” – 2012. 1st to 3rd February 2012
1 to 3 February 2012
New Delhi, New Delhi, India
Website: http://www.bcihmct.ac.in/download/Campus/India%20		
International%20Hotel,%20Travel%20&%20Tourism%20		
Research%20Conference-F
Contact name: Alok Aswal
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Trends in the Management of Tourism Industry
6 to 7 February 2012
Bangalore, Karnataka, India
Website: http://www.christuniversity.in/tmti
Contact name: Mrs.Bindi Varghese
Global Economic Slow Down: Opportunities and Challenges in Asian
Countries
7 to 10 February 2012
Bangkok, Bangkok, Thailand
Website: http://cmaiprofessional.org
Contact name: Prof. S.S. Narta
International Conference on Management, Behavioral Sciences and
Economics Issues (ICMBSE’2012)
11 to 12 February 2012
Penang, Malaysia
Website: http://psrcentre.org/listing.php?subcid=41&mode=detail
Contact name: Dr. Parvinder S. Sandhu
The 6th East Asia Regional Conference on Alternative Geographies
(The 6th EARCAG)
13 to 16 February 2012
UKM-Bandar Baru Bangi, Selangor, Malaysia
Website: http://6thearcag-ukm.webs.com
Contact name: Mokhtar J
The 2012 Athens Tourism Symposium - International Scientific Congress
on Current Trends in Tourism Management and Tourism Policy
15 to 16 February 2012
Athens, Greece
Website: http://ats.conferences.gr
Contact name: Maria Liatsou
Adventure Conference
16 to 17 February 2012
Fort William, Highlands, United Kingdom
Website: http://www.whc.uhi.ac.uk/copy_of_september-2011-		
adventure-conference
Contact name: Dr Steve Taylor
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Real Estate and Hospitality Investment Summit

19 to 20 February 2012
Kingdom of Saudi Arabia, Saudi Arabia, Saudi Arabia
Website: http://www.reisinvestors.com
Contact name: Syed Qasim

Tourism Planning & Development in India: Setting Agenda for Future
25 to 26 February 2012
Kurukshetra, Haryana, India
Website: http://www.kuk.ac.in/userfiles/file/news/National_		
seminar_on_Tourism_Planning_-_setting_agenda_for_			
future_%28_feb_24-25_
Contact name: Prof. S.S.Boora, Director,Conference
Service Skills Australia National Conference: Quality in the Making
27 to 28 February 2012
Brisbane, Qld, Australia
Website: http://www.serviceskills.com.au/service-skills-australia2012-national-conference
Contact name: Lillian Fattouh
March 2012
4th Indian Hospitality Congress
3 to 5 March 2012
Hardwar, Uttarakhand, India
Website: http://www.indianhospitalitycongress.net
Contact name: Prof. S.C Bagri
Work Experience Travel Market & IAPA Annual Conference 2012
14 to 16 March 2012
Budapest, Hungary
Website: http://www.wetm.org/?page_id=67
International Conference on Humanities, Economics and Geography
(ICHEG’2012)
17 to 18 March 2012
Bangkok, Thailand
Website: http://www.psrcentre.org
Contact name: PIDSAMAI PUNHA
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University College of the Cayman Islands Caribbean Conference: 5050, Surveying the Past, Mapping the Future
21 to 23 March 2012
George Town, Grand Cayman, Cayman Islands
Website: http://www.ucciconference.ky/
Contact name: Dr. Stephanie Fullerton- Cooper
Travel Zoom 2012 - 2nd conference on strategic and creative marketing
in tourism
21 to 23 March 2012
Bled, Slovenia
Website: http://www.travel-zoom.si
Contact name: Natalija Bah Čad
Belgrade International Tourism Conference: Contemporary Tourism Wishes & Opportunities (BITCO 2012)
22 to 24 March 2012
Belgrade, Serbia
Website: http://www.bitco.rs
Contact name: Violeta Tosic, PhD
Managing Tourism Business for Sustainable Competitive Advantage
23-24 March 2012
Pondicherry, India
Contact name: Dr.Sampad Kumar Swain at dtsseminar2012@		
gmail.com
Promoting Innovation and Entrepreneurship (Socio-Economic Opportunities
in Developing Countries
25 March 2012
Ajmer, Rajasthan, India
Website: http://www.savitricollege.org/SGCBrochure.pdf
Contact name: Naveen Kumar Sharma
ABSRC 2012 Venice - Advances in Business-Related Scientific Research
Conference
28 to 30 March 2012
Venice, Italy
Website: http://www.absrc.org
Contact name: Bostjan Antoncic, PhD
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2012 International Symposium on Business and Management (ISBM 2012)
30 March 2012 to 1 April 2012
Hong Kong, China
Website: http://www.e-case.org/ISBM2012
Contact name: Miss Kimmy Cheng
International Conference on Sustainable Management Practices:
Developments and Dimensions
30 to 31 March 2012
Udaipur, Rajasthan, India
Website: http://www.fmsudaipur.org/conference/index.html
Contact name: Dr. Hanuman Prasad
Travelling Artists in Medieval and Renaissance Italy and Europe
29 to 31 March 2012
Milton Keynes, United Kingdom
Website: http://www.aah.org.uk/page/3343
Contact name: Sandra Cardarelli and Jill Harrison
April 2012
Anthropology of Global Issues
1 to 3 April 2012
New Delhi, University of Delhi : Delhi-110007, India
Website: http://indiananthropology.org/announcements.asp
Contact name: Soumendra Mohan Patnaik, President IAA
European Conference for Academic Disciplines
8 to 13 April 2012
Gottenheim near Freiburg, Germany
Website: http://www.internationaljournal.org/germany.html
Contact name: Professor Joseph Bonnici, PhD, JD
1st International Scientific Conference Economic and Social Development
12 to 13 April 2012
Frankfurt, Germany
Website: http://www.esd-conference.com/Home.html
Contact name: Marijan Cingula
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Heritage and Tourism: Public, Potential & Problems
16, 17 & 18 April 2012
ITHM, Dr. B.R. Ambedkar University. India
Website: www.dbrau.ac.in
Contact name: Dr.Lavkush
12th WTTC Global Summit
16 to 19 April 2012
Sendai/Tokyo, Japan
Website: http://www.wttc.org/events/tokyosendai-2012/
Contact name: Anja Eckervogt
Hospitality Investment World Indonesia
17 to 19 April 2012
Jakarta, Indonesia
Website: http://www.terrapinn.com/conference/hospitality-		
investment-indonesia/
Travel and Tourism Research Association Europe
18 to 20 April 2012
BILBAO, Spain
Website: http://www.ttraeurope2012.org/
Contact name: Carlos Lamsfus
Destination Management and Branding in the Mediterranean Region
- Sustainable Tourism in Times of Crisis
19 to 21 April 2012
Antalya, Antalya, Turkey
Website: http://placemanagementandbranding.wordpress.com/		
mediterranean-tourism-conference/
Contact name: Verena Röber
GWTTRA2012 Symposium
19 to 21 April 2012
Portland, Oregan, United States
Website: http://www.gwttra.com/symposiums.htm
Contact name: Dogan Gursoy
6th World Conference for Graduate Research in Tourism, Hospitality
and Leisure
24 to 29 April 2012
Fethiye, Turkey
Website: http://www.anatoliajournal.com/conference/
Contact name: Professor Metin Kozak
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2nd Interdisciplinary Tourism Research Conference
24 to 29 April 2012
Fethiye, Turkey
Website: http://www.anatoliajournal.com/interdisciplinary/
Contact name: Professor Metin Kozak
European Medical Travel Conference 2012
25 to 27 April 2012
Berlin, Germany
Website: http://www.emtc2012.com
Contact name: Dr Uwe Klein
EIB 11th FEMIPConference: Towards SustainableTourism in the Mediterranean
26 April 2012
Amman, Jordan
Website: http://www.eib.org/projects/events/11th-femip-			
conference-jordan.htm
Guiding the Pilgrim: Religious Travel and Tourism in a Globalizing World
27 to 28 April 2012
Nicosia, Cyprus
Website: http://www.unic.ac.cy/nqcontent.cfm?a_			
name=newsholder&ar_id=1384&newsType=external
Contact name: Evgenia Mesaritou
May 2012
9th Asia Pacific Travel Health Conference
2 May 2012
Singapore, Singapore
Website: http://www.apthc2012.org
Contact name: Kenes Asia
Global Management Conference 2012
2 to 5 May 2012
Rio de Janeiro, Brazil
Website: http://www.gmconference.ca/call%20for%20paper.php
Contact name: Prof. Tov Assogbavi
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Exotic Medical Tourism Congress and Expo
7 to 11 May 2012
Maldives Islands, Maldives
Website: http://www.exotic-congress.com
Contact name: Ia Alugishvili
Council for Hospitality Management Education - CHME 2012
9 to 10 May 2012
Birmingham, United Kingdom
Website: http://www.chme.org.uk/News_and_Events/2012/05/09/
CHME_21st_Annual_Conference/
Contact name: David Jenkins, Jane Simpson, Debbie Sullivan
INVTUR 2012 Tourism in times of change: Knowledge and practices
paving the way for the future
16 to 19 May 2012
Aveiro, Aveiro, Portugal
Website: http://www.ua.pt/event/invtur/default.aspx?lg=en
Contact name: Carlos Costa
2012 GLOBAL CONFERENCE ON BUSINESS AND FINANCE
22 to 25 May 2012
San Jose, San Jose, Costa Rica
Website: http://www.theibfr.com/costarica-call.htm
Contact name: Mercedes Jalbert
11th Asia Pacific Forum for Graduate Students Research in Tourism
and International Convention & Expo Summit 2012
22 to 24 May 2012
Hong Kong, China, Hong Kong
Website: http://www.wix.com/apfices12/polyushtm#!
International Conference on Tourism (ICOT 2012)
23 to 26 May 2012
Archanes, Crete, Greece
Website: http://www.iatour.net/icot2012
Contact name: Konstantinos Andriotis
The 2012 Conference on Sustainable Business in Asia (COSA 2012)
24 to 27 May 2012
Bangkok, Thailand
Website: http://www.cosa2012.org/
Contact name: John Edward
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Second International Conference Management of Tourism and Entertainment
MTE-2012
24 to 27 May 2012
Ohrid, Macedonia
Website: http://www.europe-made.com/conf_MTE_2012.htm
Contact name: P. Todorov
Romanian Rural Tourism in the Context of Sustainable Development.
Present and Prospects - XIV International Conference
25 to 26 May 2012
vatra dornei, Romania
Website: http://ices.ro/?q=node/1
Contact name: Alina Haller
2012 MAG Scholar© Global Business, Marketing and Tourism Conference
29 May 2012 to 2 June 2012
Gyor, Hungary
Website:http://www.magscholar.com/conference.htm
Contact name: Dr. Nuttawuth Muenjohn (Int. Management Track)
2nd Advances in Hospitality and Tourism Marketing and Management
Conference
31 May 2012 to 3 June 2012
Grecotel Corfu Imperial Hotel, Corfu Island, Greece
Website: http://www.ahtmmc2012.gr
Contact name: Dr Chryssoula Chatzigeorgiou
June 2012
Coastal & Marine Tourism Congress 2012
4 to 8 June 2012
Breda, Noord-Brabant, Netherlands
Website: http://www.cmt2012.com
Contact name: Martijn Smeenge
8th Annual International Conference on Tourism
11 to 14 June 2012
Athens, Greece
Website: http://www.atiner.gr/tourism.htm
Contact name: Professor Gregory T. Papanikos
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5th International Conference on Sustainable Tourism
13 to 15 June 2012
A Coruna, Galicia, Spain
Website: http://www.wessex.ac.uk/12-conferences/			
sustourism-2012.html
Contact name: Alice Jones
International Conference on Contemporary Marketing Issues
13 to 15 June 2012
Thessaloniki, Greece
Website: http://www.mkt.teithe.gr/iccmi2012
Contact name: Dr Costas Assimakopoulos
International Conference on Tourism and Events: Opportunities, Impacts
and Change
20 to 22 June 2012
Belfast, Other
Website: http://www.business.ulster.ac.uk/hospitalitytour/		
conference/index.html
Contact name: Prof Stephen Boyd
1st EJTHR International Conference on Destination Branding, Heritage
and Authenticity
21 to 22 June 2012
Santiago de Compostela, Spain
Website: http://www.project.ejthr.com/info/ver_pagina.			
php?id=1&tab=seccoes
Contact name: João Paulo Jorge
BESTEN Think Tank on Sustainable Tourism
24 to 27 June 2012
Gréoux les Bains, France
Website: http://www.besteducationnetwork.org/ttxii/
Contact name: Tina Tiller
The 18th Asia Pacific Tourism Association Conference
25 to 28 June 2012
Taipei, Taiwan
Website: http://2012apta.tht.edu.tw/
Contact name: Editor
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The Influence of Tourism on Global Activity: Central or Peripheral?
27 to 29 June 2012
Putteridge Bury, Luton, United Kingdom
Website: http://www.beds.ac.uk/research/intour
Contact name: Issa Torres
New Horizons, New Opportunities: Tourism Trends and Advances in
the 21st Century
28 June 2012 to 1 July 2012
Mytilene, Island of Lesvos, Greece
Website: http://tourconf2012.aegean.gr/default.htm
Contact name: Dr Mavragani Eleni
World Conference on Management, Economics, Business & Entrepreneurship
28 to 30 June 2012
Virtual Conference, Online
Website: http://wcm2012.com
July 2012
Annual International Conference on Tourism and Hospitality Research
(THoR 2012)
9 to 10 July 2012
Singapore, Singapore
Website: http://www.tourism-conf.org/
Contact name: Conference Secretariat
ICTL 2012: The 5th International Colloquium on Tourism and Leisure
9 to 12 July 2012
Bangkok, Thailand
Website: http://www.ictlconference.com
Contact name: Dr Colin J. Jones
2012 ICOI The International Conference of Organizational Innovation
10 to 12 July 2012
Surabaya, Indonesia
Website: http://www.iaoiusa.org/2012icoi/index.html
Contact name: charles shieh
National Tourism and Events Excellence Conference
16 to 17 July 2012
Melbourne, Victoria, Australia
Website: http://www.teeconference.com
Contact name: TEE Conference Secretariat
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Academy of World Business, Marketing and Management Development
16 to 19 July 2012
Budapest, Hungary
Website: http://www.academyofworldbusiness.com
Contact name: Professor Gabriel Ogunmokun
August 2012
The Asian Conference on Arts and Cultures 2012
9 to 10 August 2012
Bangkok, Thailand
Website: http://www.acacconference.com
Contact name: Weeranan Kamnungwut
Second International Conference Management of Health Tourism – MHT
9 to 11 August 2012
Varna, Bulgaria
Website: http://www.europe-made.com/conf_MHT_2012.htm
2012 Shanghai International Conference on Social Science (SICSS)
14 to 17 August 2012
Shanghai, Shanghai, China
Website: http://www.shanghai-ic.org
Contact name: Secretariat - 2012SICSS
September 2012
International Hospitality and Tourism Conference 2012
3 to 5 September 2012
Kuala Lumpur, Malaysia
Website: http://www.jthca.org/conference
Contact name: Assoc. Prof. Artinah Zainal., PhD
The 2012 IBSM-International conference on Business and Management
6 to 7 September 2012
Phuket, Thailand
Website: http://www.caal-inteduorg.com/ibsm2012
Contact name: Asep Hermawan
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Current Issues and (Im)possible Solutions: an interdisciplinary dialogue
in tourism and leisure
6 to 7 September 2012
Guildford, Surrey, United Kingdom
Website: http://ocs.som.surrey.ac.uk/index.php/GLTRG/			
GLTRG2012/schedConf/overview
Contact name: Annabelle A. Mc Laren-Thomson
Tourism, Climate Change and Sustainability
13 to 14 September 2012
Bournemouth, United Kingdom
Website: http://www.bournemouth.ac.uk/climatechange2012
Contact name: Dr Vijay Reddy and Dr Keith Wilkes
2nd International Conference on Island Sustainability
17 to 19 September 2012
Brac, Croatia (Hrvatska
Website: http://www.wessex.ac.uk/12-conferences/islands-2012.html
Contact name: Alice Jones
2012 Global Business Conference
19 to 22 September 2012
Zadar / Solaris hotel resort, Croatia (Hrvatska
Website: http://www.gbc-2012.com/
Contact name: Morana Fuduric
Ecotourism and Sustainable Tourism Conference (ESTC 2012)
17 to 19 September 2012
Monterey, California, United States
Website: http://www.ecotourismconference.org
Contact name: Ferdinand Weps
The 4th World conference of the International Society for the Social
Sciences of Sport
19 to 22 September 2012
Kranjska Gora, Slovenia
Website: http://www.spolint.org/contents_files/docs/1st_call_		
ISSSS_2012.pdf
Contact name: Milan Hosta, PhD
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Encuentros conference on Responsible Tourism
27 to 29 September 2012
Portorož, Slovenia
Website: http://www.encuentros.si/en/
Contact name: Dr. Irena Weber
Innovation for Sustainability
27 to 28 September 2012
Porto, Porto, Portugal
Website: http://www.ulusiada.pt/is2012/
Contact name: Paula Rodrigues
October 2012
International Conference on Business Hospitality & Tourism Management
10 to 12 October 2012
Montego Bay, St. James, Jamaica
Website: http://www.utech.edu.jm/FOBM_conf
Contact name: Joan Lawla
13th International Joint World Cultural Tourism Conference
12 to 14 October 2012
Bangkok, Thailand
Website: http://kasct.co.kr/eng/open_con01.htm
Contact name: Prof. Sungchae Jung, Ph.D.
International Society of Travel and Tourism Educators (ISTTE)
16 to 18 October 2012
Freiburg, Germany
Website: http://www.istte.org/conference.html
Contact name: Joann Bruss
Appreciating Physical Landscapes: Geotourism 1670–1970
22 to 23 October 2012
London, United Kingdom
Website: http://www.geolsoc.org.uk/geotourism12
Contact name: Tom Hose, University of Bristol, UK
2nd International Conference on Infrastructure, Economic Development
and the Built Environment
23 to 25 October 2012
Akure, Ondo State, Nigeria
Website: http://futa.edu.ng/futacms/docs/2012setcallforpapers.pdf
Contact name: Prof. J.A.B. Olujimi
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13th Annual International Conference on Gay & Lesbian Tourism
31 October 2012 to 2 November 2012
San Francisco, California, United States
Website: http://www.communitymarketinginc.com/education-		
and-conferences/new-york-lgbt-marketing-conference/
Contact name: David Paisley
November 2012
The 2012 Conference on Sustainable Business in Asia
1 to 3 November 2012
Bangkok, Thailand
Website: http://www.cosa2012.org/
Contact name: John
Tourism, Innovation and Training
6 to 7 November 2012
Odivelas, Lisboa, Portugal
Website: http://www.isce-turismo.com/index
Contact name: Nuno Abranja
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CALL FOR PAPERS
JOURNAL OF TOURISM-(JOT)
Tourism has been acknowledged as an economy driver of all countries
preferably third world countries, finding new strategies to gear up the
affiliated development and enhancement of positive environment. Many
third world countries have reckoned and formulated effective tourism
policies anticipating fostering their position and growth. Successful
initiatives including identifying new products, developing curriculum,
maintaining stronger institute-industry partnership etc have been in row
these days. However, dynamism as a main feature, the exercise of developing
newer products and its markets has become a common assignment and
its related experiments are in full swing. Many new forms have created a
strong impact on its potential users and energised the involved stakeholders
too, incidentally certain products including divorce tourism too has created
a niche market in some corners of the world. Likewise, many products like
survival tourism and convictourism is emerging in certain markets paving
way for such new entrants aimed at prospective tourists.
Many research activities are in the full swing in catering the thirst
of tourist and accordingly the ideas of tourism practitioners are well
disseminated through research papers and reviewing existing literatures for
giving a new shape for the existing tourism concepts and ideas. In this
context, the special issue of Journal of Tourism (JoT) encourages interested
academicians, researchers, scholars to contribute research literatures,
research papers, research notes etc for the its June 2012 special issue
devoted to “Contemporary Issues in Tourism”. Various issues related to
tourism and its allied sector could be addressed by holistic approaches,
also manuscripts from the following sub-themes are also entertained but
not restricted to it.
yy
yy
yy
yy
yy
yy
yy

Economic slow down and its repercussions on tourism sector
Global warming
Does the conventional tourism fading?
Mergers & Acquisitions in airlines and its related issues
Tourism ensures world peace
Sustainability of destinations
Consumer dynamics and their search
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CALL FOR PAPERS
JOURNAL OF TOURISM-(JOT)
Guest Editor
Mohit Kukreti, Ph.D,
College of Applied Sciences (CAS)
Al Rustaq,
Oman
Email: pdiba.dg@cas.edu.om
Articles may be submitted as email attachments to the Guest Editor
at pdiba.dg@cas.edu.om, Editor-in-chief at prof.bagri@gmail.com &
chiefeditorjot@gmail.com.
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CALL FOR PAPERS
JOURNAL OF TOURISM-(JOT)
Trekking Tourism as a modern nature-based tourism experience has
gained importance in recent years and has diversified into different subcategories not being confined to specific climatic regions or certain heights
and alpine conditions. It has established itself among the traditional hiking
and mountaineering products that have marked the origins of this field,
especially in the European context. It now encompasses all types of outdoor
journeys that can be conducted with a minimum of infrastructure and can
also include various means of transportation such as bikes, boats or skis
(Zollondz, 2008). Especially in developing countries trekking has become
a driver for tourism development in remote areas and service chains have
been set up around the core product trekking. In many cases it has been
combined with different adventure and outdoor products like river rafting
and wildlife watching. New approaches can be found that use technical
innovations like GPS-mapping or social media services to enhance the
trekking experience for the customers. Because of its closeness to the nature
theme and since it is supposed to rely on very basic infrastructures while
creating jobs for the local population and using the natural resources in a
sustainable way, it has also become a major aspect of sustainable travelling.
But there are still many issues for the supply, as well as the demand side
that need to be addressed. The following topics can be used to structure the
submitted papers:
yy Trekking Tourism and Sustainable Development
yy Trekking Tourism and Destination Management
yy Trekking Tourism and Product Development
yy Trekking Tourism and Marketing Innovations
Concrete questions can be derived from those topics and become a
starting point for the proposed paper projects: What competencies are
needed to create a functioning trekking tourism value chain? What types
of networks have to be set up to enable innovative product development?
What is the sustainability impact of the trekking product? What kind of
regulation is needed to ensure quality and safety standards? What are future
target groups and what can be done to satisfy the needs of these customers?
The objective of this special issue is to discuss in an international
context the prospects of trekking tourism and its related products (especially
hiking and mountaineering). Because of the interdisciplinary character
of tourism, studies from different backgrounds can be included, ranging
from management and economics to geography and social studies. The
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intention is to understand the needed practices, networks and competencies
to establish sustainable trekking operations and how this can lead to an
improvement of local and regional development processes.
We therefore invite you to submit research papers on any aspect of
Trekking Tourism, including case studies, best practices, meta-studies and
empirical analyses.
All papers submitted for the special edition of Journal of Tourism
will be subject to double blind peer review before publication and should
conform to the submitting requirements as described at: http://www.hnbgu.
ac.in/images/ad/Circular/Journal%20contents.pdf

Guest Editors:
Prof. Dr. Harald Pechlaner
Head of Department
Chair of Tourism/Center for Entrepreneursh!p
Catholic University of Eichstätt-Ingolstadt
Pater-Philipp-Jeningen-Platz 2
D-85072 Eichstätt
harald.pechlaner@ku.de
www.ku-eichstaett.de/tourismus
Christopher Reuter, M.A.
Research Associate
Chair of Tourism/Center for Entrepreneursh!p
Catholic University of Eichstätt-Ingolstadt
Pater-Philipp-Jeningen-Platz 2
D-85072 Eichstätt
christopher.reuter@ku.de
www.ku-eichstaett.de/tourismus
Abstracts (up to 1,000 words) should be sent to Prof. Dr. Harald Pechlaner
(harald.pechlaner@ku-eichstaett.de) by April 30, 2012. Information about
acceptance will follow by May 31, 2012. Submissions of full papers have
to be handed in by the end of August 2012. Revised full papers are due by
the end of September and the publication of the special issue is planned for
December 2012.
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CALL FOR PAPERS
INTERNATIONAL JOURNAL OF TOURISM
ANTHROPOLOGY (IJTA)
IJTA is a peer-reviewed international journal dedicated to advanced
theory, research and practice in the field of tourism anthropology. Due to
the multidisciplinary nature of tourism anthropology, IJTA encourages
manuscripts from interrelated disciplines–including ethnography, ethnics,
sociology, psychology, archaeology, art, linguistics, economics, politics,
history, philosophy, geography, and ecology–in order to publish original,
high-quality and cutting-edge research on all aspects of tourism anthropology
and to offer a new, integrated perspective of the field. The journal seeks
to establish channels of communication between academic and research
experts, policy–makers, and executives in the tourism industry and related
businesses and institutions.
IJTA is designed for the prompt publication of original and significant
articles of tourism anthropology. The journal aims to help professionals
in this field to make contributions, disseminate information, and learn
from each other’s work; to expand frontiers of knowledge in tourism
anthropology; and thus to interpret and understand the evolution and
impact of tourism variation in all of its forms. The international scope is
emphasized in order to address cultural, religious, regional and national
barriers, and to meet the needs of accelerating socioeconomic change and
changes in the global economy.
IJTA expect your contribution, and all papers are refereed through a double
blind process. A guide for authors, sample copies and other relevant information
for submitting papers are available on the Author Guidelines web-page.
IJTA is going to publish three special issues recently, please find the
call for papers information as follows.
Special Issue on: “Tourist Behaviour: Current Trends and Issues”
Special Issue on: “Tourism and Community: Development, 		
Relationship, Impacts and Management”
Special Issue on: “Settling the Mountains: the Role of Eco-Cultural
Tourism and Socio-Ecology”
And suggestions for special issues are welcome. If you have any
questions, please do not hesitate to contact.
Prof. Dr. Li Cheng,
Editor-in-Chief
International Journal of Tourism Anthropology
http://www.inderscience.com/ijta
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CALL FOR PAPERS
INTERNATIONAL JOURNAL OF EMERGENCY
SERVICES (IJES)
International Journal of Emergency Services (IJES) provides a
platform for the development of scholarship in the management of all
emergency services, both universal services such as Fire and Rescue,
Police, and Ambulance services, and more specialized services such as the
Coastguard, Air-Sea or Mountain Rescue. IJES publishes up-to-date and
original research contributions for the benefit of scholars, policy makers
and practitioners, including those operating in local, regional and central
government and across international boundaries. The central theme is the
continuing need to improve both efficiency and effectiveness in an era of
scarce resources and rising public expectations of improved service delivery
and risk reduction. IJES is interested in the functioning of the emergency
services, in the planning, prevention and recovery stages of emergencies
and disasters, and in responses and reactions to emergencies.
In view of the nature of emergency services, IJES encourages contributions
from the social sciences, particularly psychology, economists, sociologists,
youth studies, criminologists, public health and political scientists; as well
as from scholars interested in the management of these services. The Editors
adopt a very broad view of what constitutes “management” and welcome
articles dealing with the theory and practice of strategic and operational
management of emergency services and the related professional and policy
aspects. Articles drawing comparisons between two or more jurisdictions
and those offering theoretical, cross-jurisdictional perspectives will be
particularly welcome.
Coverage includes:
yy
yy
yy
yy
yy
yy
yy
yy

Theoretical and methodological foundations of emergency response services
Accountability and governance of emergency services
Measurement, management and monitoring of service performance
Staff functioning within, and leadership of, emergency services
Organisational and structural issues in the running of emergency services
Development and management of intelligence, risk assessment, and
risk modelling
Public perception of risk and the impact of the media on emergency
planning and emergency services
Preparation, planning and contingencies in the responses to
emergencies
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INTERNATIONAL JOURNAL OF EMERGENCY
SERVICES (IJES)
yy
yy
yy
yy

yy
yy
yy
yy

The contribution that emergency services make to wider social,
economic and environmental concerns
Training, development and continuous professional development of
operational and non-operational staff
The interrelationship between emergency services and critical services
in health, criminal justice and local service delivery.
The interrelationship between emergency services and social policy,
such as community engagement, the impact of volunteerism and the
building of social capital
The effectiveness, efficiency or value of international responses to
emergencies
Community preparedness for and rehabilitation from major emergencies,
long-term disasters or long lead time disasters such as drought
Leadership domains in international responses across multiple nations
and agencies
Cultural variances of emergency management in relation to global responses

Submit a paper:
Submissions to IJES should be sent to the Editors at: ijes@hope.ac.uk
More information, including author guidelines, can be found at: www.
emeraldinsight.com/ijes.htm
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CALL FOR PAPERS
INTERNATIONAL JOURNAL OF SAFETY AND SECURITY
IN TOURISM/HOSPITALITY (IJSSTH)
The first journal dedicated to security in Tourism and Hospitality
representing efforts of many scholars who are concerned about the safety
and security in tourism industry. The frequency of publication is one issue
per year.
Recently the outbreaks of new viruses as Swine Flu or Dengue as
well as the multiplication of violence in the world have placed the agenda
of Western governments. Many local and international economies were
jeopardized by a set of different hazards, natural disasters, financial crises
and of course tourism was not an exemption. This journal combines a
conjunction of conceptual and empirical-based papers but also contribute
to expand the understanding of risk-perception. As a social construe the
sense of security refers to our own way to perceive the otherness and our
Being-in the world.
Recently, tourism industry has been subject to a countless of negative
effects ranging from virus outbreaks, natural disasters to terrorist attacks
and so forth. Even though, in tourism related research and beyond there is
a considerable attention of these issues, the published works are dispersed
in many journals. This new journal is fully dedicated to articulate a set
of diverse methods as well as conceptual frameworks to understand how
the crises work in tourism and hospitality. To some extent, this journal
represents the first platform to discuss in depth aspects related to economic
crises, risk perception theory, hazards and other problems which can
challenge tourism and its well functioning. International journal of Safety
and Security in Tourism / Hospitality encourage high-quality based papers
that make of security their primary goal. This platform represents a serious
effort to create a useful framework for practitioners, scholars, students and
policy makers in these timing times.
SUBJECT COVERAGE
(Suitable topics include but are not limited to)
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yy
yy
yy
yy
yy

Studies related to comparative cross-cultural perceptions of risk and threat
Natural and human-caused disasters
Post-disaster recovery strategies in tourism and hospitality
Terror movies and tourism
Aviation safety and security
Crime and security issues in tourism and hospitality
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yy Political instability, terrorism and tourism
yy Thana-tourism
yy War on terror and tourism.
yy The effects of global warming on tourism destinations
yy Innovative quantitative/qualitative methods for the study of risk and
security issues in tourism and hospitality
yy Virus outbreaks and tourism Mobility
yy Disasters, trauma and tourism
yy Apocalyptic theories and tourism as a form of entertainment
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Maximiliano E. Korstanje - Editor in Chief
(University of Palermo, Argentina)
Email: maxikorstanje@fibertel.com.ar
Submissions should be sent to the Editor in Chief at maxikorstanje@
fibertel.com.ar
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