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1	 Introduction: 
Collaboration and 
technology for more 
sustainable and 
responsible tourism 
marketing

Antónia Correia and Alain Decrop

Vulnerable is how we are nowadays. In fact, the impact of the Covid-19 
pandemic is neither time limited nor spatially contained. But like many 
other natural disasters, the pandemic brought calamities and inequalities 
(Shklar, 1990), threatens the environment and raises a problem of precar-
ity that is no longer limited to the poor and dependent as contagion pat-
terns have no boundaries (Forester and McKibbon, 2020). So even more 
than revealing the vulnerability wealthy countries are facing, the pandemic 
forces us to recognize our progressively  more interdependent  lives in a 
globalized world and the responsibility to safeguard the planet. 

Economies all over the world were hindered by Covid-19 but tourism 
was completely devasted by this pandemic. In the first five months of 2020, 
international tourism arrivals decreased by more than half and some $320 
billion dollars in exports from tourism were lost. Overall, some 120 million 
direct jobs in tourism are at risk (WTO, 2020). The current situation recalls 
emergency status for countries that depend on tourism and for minorities 
that may find in tourism a driver to social integration, empowerment and 
income. The Covid-19 crisis offers opportunities to rebuild tourism in a 
safe, equitable and sustainable way. To that end technology, partnerships 
and sustainable and responsible practices are strategic. 
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These strategic axes are not new; even in times when tourism was boost-
ing economies all over the world, sharing practices, responsibility and sus-
tainability were brought to the fore as the way to not perish together. Back 
to the fundamentals of economics, general equilibrium is today more than 
ever a priority. Learning to live together in a responsible and sustainable 
way is mandatory to cope with the vulnerability we are facing. 

This book was planned in 2019 when the problems of tourism were 
about mass and over-growth. According to WTO (2017), tourism demand 
has tripled in the two last decades to reach 1.326 billion international tour-
ist arrivals in 2017. Before the Covid-19 crisis, global tourism was expected 
to continue to grow in the future as a larger number of aspiring travelers 
become more prosperous and their disposable income increases. The sector 
was expected to outperform the global economy in 10 years, increasing by 
an estimated rate of 4% on average annually. Under this outperformance, 
environmental and societal impacts were outlined as strategic issues for 
further discussion.

This discussion started at the 8th ATMC (Advances in Tourism Mar-
keting Conference) hosted by the University of Namur (NADI-Center for 
Research on Consumption and Leisure). Following the success of the previ-
ous conferences held throughout Europe, the 8th ATMC focused on Mar-
keting for more sustainable and collaborative tourism, seeking to address 
these two major challenges for the tourism industry. On the one hand, 
tourism marketing is more and more criticized as exploitative and fueling 
hedonistic consumerism. However, marketing skills and techniques can 
also be used for good purposes, by understanding market needs, design-
ing more sustainable products and identifying more persuasive methods of 
communication to transform tourists’ unsustainable behaviors. A series of 
papers included in the program presented theories, methods and results for 
enhancing such a more sustainable marketing. On the other hand, ATMC 
intended to focus on the sharing/collaborative economy, which is affecting 
tourism to a large extent. Collaborative business models, with champions 
such as Airbnb or Uber, are often presented as more sustainable than tra-
ditional ones, as they empower ordinary people and promote the shared 
use of resources. However, sharing practices in business raises new social 
challenges and ethical questions as well... 

This book that developed around the best papers presented during the 
ATMC 2019 conference converges in a number of chapters that were by 
themselves a testimony to the power of collaboration in a network such 
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as ATMC. In line with the themes outlined above, four key questions are 
addressed in the book: Can technology and connectivity contribute to 
value co-creation?  How do sharing economy practices develop in tourism? 
How does sustainability impact on culture and the well-being of residents?  
How is overtourism affecting tourism sustainability and how are residents 
empowered to help places to be recognized as tourism destinations? To 
answer these questions, the book is organized in four parts where interde-
pendence, collaboration, sustainability and responsible behavior are dis-
cussed in depth, with the aim of contributing to revamp tourism in and 
after the vulnerable times we are living now. 

The first part, Technology and Value Co-Creation, aims to discuss the 
level of interdependence needed to co-create value in tourism experiences. 
This part of the book comprises three chapters, which cover different types 
of connectivity to reach value. The first chapter by Michelle Moraes, Áurea 
Rodrigues, Antónia Correia and Metin Kozak, entitled ‘Absorptive capacity, 
co-creation and tourism: a mixed analysis method’, assesses interdependences 
at macro level throughout a literature review that demonstrates compa-
nies’ ability to innovate through absorption of new external information. 
Such an ‘absorptive capacity’ has become the focus of many studies in 
recent years, suggesting that innovation, co-creation and information are 
strategically intermingled in co-creation. Chapter 2 by Xing Han, Carolus 
Praet and Liyong Wang, ‘Social interaction in co-creating the tourist experience: 
An exploratory study of Chinese visitors to Japan’, sheds light on how social 
interactions help to co-create tourism experiences, suggesting that Chinese 
tourists value interaction with residents, but not so much with other tour-
ists. The third chapter by Nico Didry and Jean-Luc Giannelloni, ‘Emotional 
interactions in festivals: How do consumers build a collective emotional experi-
ence?’, approaches one of the most Covid-impacted activities in tourism, 
i.e. festivals. Their work focuses on how festivalgoers establish emotional 
bounding and how they transfer such emotions to their in-groups. This  
chapter shows some paths to develop ambassadorships in festivals. 

The second part, Platforms and Collaborative Economy, is organized 
in three chapters exploring platforms within the sharing economy, such as 
EatWith, Airbnb and Couchsurfing, that all provide collaborative or ‘share-
able’ tourism experiences. As in the first part, this set also starts with a 
macro approach of sharing economy principles in tourism experiences. The 
chapter by Silvana Canales Gutiérrez, ‘Collaborative economy in the tourism 
industry: The new deal for consumers in the European Union’, enlists advan-
tages and disadvantages of collaborative economy in tourism; first seen as 
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an opportunity, this could also be very unfair to consumers if their rights 
are not respected. With this alert in mind, the chapter by Marina Petru-
zzi, Áurea Rodrigues, Michelle Moraes and Antónia Correia, ‘An analysis of 
meal-sharing reviews to explore serendipity’, focuses on a very different tour-
ism practice, i.e., sharing meals with locals, that most tourists do not know 
yet. Serendipity is presented as an enabler in such food sharing experi-
ences that may be perceived as risky. The last chapter of this part by Marie 
Dewitte, Jérôme Mallargé and Alain Decrop, ‘Consumer perception of service 
quality: The case of Airbnb and Couchsurfing’,  investigates the service evalua-
tion process in the case of peer-to-peer accommodation. Based on an analy-
sis of online archival data and narratives, their study highlights that the 
dimensions taken into account in users’ service quality assessment differ 
according to the type of (commercial vs. non-profit) platform. 

The third part, Sustainable Tourism Development, comprises two chap-
ters that explore how tourists and hosts could interact to enable sustainable 
development and how cultural heritage could be developed in a more sus-
tainable way. The chapter by Ali Ozturen, Arash Akhshik and Foad Irani, 
‘Host–tourist interactions and residents’ attitudes towards sustainable tourism 
development’, aims to develop a theoretical model able to explain how tour-
ists and residents may contribute to a better tourism development. In the 
next chapter entitled ‘Challenges to sustainability in prospective World Heritage 
sites’, Sina Kuzuoglu and Stella Kladou  investigate the cultural heritage 
resources of Iznik (Nicaea), a prospective World Heritage site in north-
western Turkey situated east to its namesake lake. More specifically, their 
research addresses how the site managers’ and local officials’ perspectives 
intertwine with the local community’s interaction with heritage assets. The 
authors also show how administrative decision-making processes influ-
ence sustainability challenges, especially in their social and environmental 
components.

The fourth part of the book, Technology, Residents and Overtourism, 
provides very practical examples of overtourism, and residents’ and mil-
lennials’ perceptions of tourism development. The chapter by Stéphane 
Bourliataux Lajoinie, Josep Lluis del Olmo Arriaga and Frédéric Dosquet, 
‘How Digital Strategy Increases Over-Tourism – The Case of Barcelona’, con-
fronts digital strategies and tools with overcrowded destinations such as 
Barcelona, ending with a number of propositions in order to enhance value 
co-creation. The chapter by Giacomo Del Chiappa, Francesca Checchinato 
and Marcello Atzeni, ‘Residents’ perception of cruise tourists in an overcrowded 
city: The case of Venice’, extends the discussion on overtourism, this time 
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through the perspective of local people. Finally, the chapter by Andreia 
Pereira, Carla Silva, Cláudia Seabra and Manuel Reis, ‘Place attachment 
and residents’ perceptions of tourism development in small town destinations’, 
explores how residents perceive and accept tourism impacts in small towns. 

Ending as we started, the conclusion section entitled ‘Preparing for the 
future of travel & tourism in vulnerable times’, by Alain Decrop and Antónia 
Correia, outlines the strategies presented in this book that could be adapted 
to the current pandemic situation. 
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Introduction
Absorptive capacity is considered as an important innovation enabler 
since it can reduce risks and costs associated with innovations developed 
entirely by the companies themselves (Apriliyanti & Alon, 2007). Absorp-
tive capacity can be understood as the ability to recognize the value of new 
external information and its application (Cohen & Levinthal, 1990). The 
number of publications about absorptive capacity have increased in recent 
years and, amongst the main streams studied in this field, there exist inter-
organizational learning and knowledge transfer dynamics (Apriliyanti & 
Alon, 2007). In this context, the level of new external information avail-
ability was considered to be one of the main absorptive capacity enablers 
(Zahra & George, 2002). However, this availability is not only related to 
the amount of external information, but also to how this information is 
transferred (Markovic & Bagherzadeh, 2018). Consequently, co-creation 
has been highlighted as an important way to enhance knowledge sharing 
and to facilitate the absorption of new external information (Markovic & 
Bagherzadeh, 2018). 

Concerning co-creation, it can be considered as a “new paradigm in the 
management literature” (Galvagno & Dalli, 2014: 643) and can be defined 
as a process that “involves the participation in the creation of the core 
offering itself. It can occur … with customers and any other partners in the 
value network” (Lusch & Vargo, 2006: 284). Thus, it can be understood as 
a relationship between stakeholders (Azevedo, 2009) that emerged from 
active, creative and collaborative experiences (Campos et al., 2018; Kazadi, 
Lievens & Mahr, 2016) through which value is created (Haahti, 2006). 
Therefore, co-creation results in developing new products and services in 
a faster, more relevant and innovative way than traditional processes. It is 
a process that brings the opportunity to continue interaction between the 
firm and customers in which the firm is willing to work with external stake-
holders and obtain more value through this collaboration with customers 
(Hamidi, Gharneh & Khajeheian, 2020). On the other hand, one of the ways 
to synthesize knowledge effectively is by developing the capacity for inno-
vation, which has the virtue of establishing processes that take advantage 
of absorbed knowledge to incorporate new functions or create new prod-
ucts, and also to mitigate the impact of negative externalities, identify new 
sources of raw materials, access new services that add value, enter new 
underserved markets, improve operational processes, or adopt new activi-
ties for commercialization and business management (Rodríguez, Barón & 
Guaita, 2020).
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In the tourism literature, co-creation has been approached through dif-
ferent perspectives, such as organization, destination and tourists (Campos 
et al., 2018). In the organizational context, competitive performance has 
been highlighted as a co-creation output; however, co-creation processes 
should be more focused (Campos et al., 2018). Absorptive capacity and 
co-creation are especially relevant to the tourism industry given its high 
dependence on external knowledge as an innovation source (Thomas & 
Wood, 2014) and its low performance profile in terms of: 

i)	 all kind of innovation outputs – product, process, organizational and 
marketing (Camison & Monfort-Mir, 2012); 

ii)	 level of cooperation (Pinto, Cruz & Combe, 2015) – including com-
panies of the same group, customers and universities – in order to 
develop innovations (Camison & Monfort-Mir, 2012);

iii)	 non-academic impact – low absorption by organizations – of academic 
outputs (Thomas & Ormerod, 2017). 

Tussyadiah and Zach (2014) suggest that the capacity to work together 
with stakeholders in order to innovate depends on the capacity to acquire 
knowledge, transform knowledge within their organizations and explore it 
for new service/product development. Thus, more studies are necessary to 
analyze and create a better understanding of these two constructs: absorp-
tive capacity and co-creation in tourism innovation. With this in mind, the 
main objective of this chapter is to indicate, through a comparison with 
the configuration presented by absorptive capacity general literature, the 
boundaries of the research that also contemplated tourism and co-creation, 
and consequently, new paths to tourism research in this context.

Methods
To elaborate a bibliometric analysis, we considered the WoS Core Collec-
tion management publications that had topics as ‘absorptive capacity’ and 
‘tourism’ (30 studies), as well as those that included ‘absorptive capacity’ 
and ‘co-creat*’ or ‘cocreat*’ or ‘co creat*’ (55 works). The delimitation of 
WoS as a database is the fact that most cited bibliographic reviews about 
absorptive capacity contemplated only this collection. In order to obtain a 
more focused and a deeper analysis within this frame, it was decided to use 
‘management’ as the field category of WoS Core Collection. 

To analyze these studies, we focused on a mixed analysis method: 

i)	 a bibliometric analysis of the terms of the publications that had 
‘absorptive capacity’ as well as ‘absorptive capacity’ and ‘tourism’ or 
‘co-creation’as topics; and
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ii)	 a qualitative analysis to verify the alignment between these publica-
tions (‘absorptive capacity’ vs. ‘absorptive capacity’ and ‘tourism’ or 
‘co-creation’). 

The source quantification (authors and publication names) of ‘absorp-
tive capacity’ and ‘co-creation’ or ‘tourism’ literature was elaborated by 
using HistCite (12.03.17).

Regarding the qualitative analysis, all 85 WoS Core Collection manage-
ment publications that had topics as ‘absorptive capacity’ and ‘co-creation’ 
or ‘tourism’ were fully analyzed with content analysis. Content analysis 
is described as a method to review texts and other data forms in a way 
to obtain relevant data from a thorough review of artifacts (Leavy, 2007). 
This method relates to systematic literature review approaches involving a 
more orderly and consistent method to map, consolidate and identify gaps 
in an existing body of knowledge (Gosling et al., 2016). In this study, we 
adopted the qualitative approach to develop the content-based analysis. 
Seuring and Gold (2012) describe the main steps involved in this method 
as follows: 

i)	 material collection – delimitation of the material and unit of analysis;

ii)	 descriptive analysis – initial descriptive analysis of the material; 

iii)	 category selection – selection of the collected material according 
to specific analytic categories or dimensions that considered ACAP 
traditional categories present in Gao et al. (2017), which is the Web 
of Science paper in English that contemplates in its title the words 
‘absorptive capacity’ and ‘literature analyses’ (Figure 2.1); and 

iv)	 material evaluation – theoretically based analysis of the material 
according to the categories previously specified. 

This selective approach provides a helpful methodological basis for the 
examination of research work in a systematic way, allowing convergence 
of focus only on the works considered most significant and relevant to the 
theoretical aspects being reviewed. This analysis was done using NVivo 
(12) which is a software package to digitally code texts or images, that allow 
the user to synchronize evidence and make analytically richer intersections 
(Hai-Jew, 2017). By using this software, the researcher is able to manage 
the empirical material in a single location (text, spreadsheets, audio, video 
or images) and can add, modify, connect and cross reference data, or even 
record ideas in the form of memos in order not to lose any insights gener-
ated while viewing the material (Edhlund & McDougall, 2019).
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Figure 2.1: Absorptive capacity process traditional perspectives

 

Source:  Gao et al. (2017) 

According to Gao et al. (2017), the aspects of absorptive capacity present 
in some of the most quoted traditional models can be divided into absorp-
tive capacity antecedents, components, contingent factors and outcomes. 
Regarding ‘antecedents’, this is mainly composed by aspects such as:

i)	 availability/variety of external knowledge sources; 

ii)	 partner complementarity; 

iii)	 previous experience in collaboration; 

iv)	 prior knowledge basis; 

v)	 management cognition; 

vi)	 establishment of learning relationships within networks; and 

vii)	 competitiveness level. 
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Concerning ‘components’, some of them are acquisition, assimila-
tion, transformation and application of new external knowledge (Zahra 
& George, 2002). These stages are related, respectively, to identification, 
incorporation and internal changings needed to use (application) new 
external knowledge (Zahra & George, 2002). Some authors aggregate these 
categories into two groups and consider that acquisition and assimilation 
are related to potential absorptive capacity – PACAP, while transformation 
and application are associated to realized absorptive capacity – RACAP 
(Zahra & George, 2002). ‘Contingent factors’ are moderators in organi-
zational structures and strategies, to draw relationships and intellectual 
property (Gao et al., 2017). As for the absorptive capacity ‘outcomes’, some 
of the main aspects are innovation, performance and competitive advan-
tage (Gao et al., 2017).

Results
As mentioned earlier, the quantitative and qualitative analysis was cen-
tered in the 85 WoS Core Collection management publications that had 
topics as ‘absorptive capacity’ and ‘co-creation’ or ‘tourism’ recurring at 
HistCite, and content analysis with NVivo. A mixed method approach 
was chosen while the “diversity of methods implies rich opportunities for 
cross-validating and cross-fertilizing research procedures, findings, and 
theories” (Brewer & Hunter, 2006: 1).

Quantitative analysis	
Regarding the number of Web of Science management publications about 
absorptive capacity (ACAP), it has increased in the past years (refer to 
Figure 2.2). This tendency was also confirmed in the absorptive capacity 
management literature that contemplated tourism or co-creation dimen-
sions in their main topics. However, there are none of WoS management 
publications that simultaneously contemplate in their topics the terms 
‘absorptive capacity’ and ‘tourism’ and ‘co-creation.’ In 2018, the number 
of Web of Science publications with ‘absorptive capacity’ (ACAP) in their 
topics was 390. The total number of works that additionally included ‘tour-
ism’ (TOUR) or ‘co-creation’ (CC) was 7 and 11, respectively. 
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Figure 2.2: Number of Web of Science management publications about absorptive 
capacity (and tourism and/or co-creation) between 1996 and 2018

 
  Source: Authors’ elaboration.

 In terms of the number of publications by source, the distribution of the 
publications that contemplated the terms ‘absorptive capacity’ and ‘tour-
ism’ was more heterogeneous than other literature – ‘absorptive capacity’ 
and ‘co-creation’ (refer to Table 2.1). In the first case, the journals with the 
highest numbers of publications were Tourism Management and Interna-
tional Journal of Contemporary Hospitality Management with 14 and 4 studies, 
respectively.

Table 2.1: Number of publications by source (more than two publications)

ACAP + TOUR
N° 

Pub
% 

Pub
TLCS TGCS ACAP + CC 

N° 
Pub

% 
Pub

TLCS TGCS

Tourism 
Management

14 47% 45 593
Journal of Product 
Innovation 
Management

6 11% 7 603

International 
Journal of 
Contemporary 
Hospitality 
Management

4 13% 4 78
Technological 
Forecasting and 
Social Change

5 9% 1 30

Industrial 
Marketing 
Management 3 5%

1 69

Journal of Business 
Research

3 63

Source: Authors’ elaboration.
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On the other hand, the sources with more than two works about ‘absorp-
tive capacity’ and ‘co-creation’ were Journal of Product Innovation Manage-
ment (6), Technological Forecasting Social Change (5), Industrial Marketing 
Management (3) and Journal of Business Research (3). Regarding the highest 
number of total local and global citation scores, Tourism Management and 
Journal of Product Innovation Management achieved the highest, respectively, 
in the literature that contemplated tourism and co-creation as well.

The distribution of these publications by document type was very heter-
ogeneous in both cases (Table 2.2). ‘Article’ was the most recurrent category 
in both. ‘Articles’ also had the highest total local (TLCS) and global citation 
(TGCS) scores in the publications related to ‘absorptive capacity’ and ‘tour-
ism.’ However, ‘Review’ achieved the maximum global citation scores in 
the literature associated with ‘absorptive capacity’ and ‘co-creation.’ In this 
literature that also contemplated co-creation, ‘article’ and ‘review’ were the 
categories that presented the topmost total local citation scores.

Table 2.2: Number of publications by document type

ACAP + TOUR
N° 

Pub
% 

Pub
TLCS TGCS ACAP + CC 

N° 
Pub

% Pub TLCS TGCS

Article 25 83% 36 570 Article 45 82% 8 560

Proceedings 
Paper

3 10% 0 0 Review 7 12.7% 8 668

Review 2 7% 13 179
Proceedings 
Paper

2 3,6% 0 1

Editorial 
Material

1 2% 0 11

Source: Authors’ elaboration.

Regarding the number of works by author, Thomas (Thomas, 2012; 
Thomas & Ormerod, 2017; Thomas & Wood, 2014; Thomas & Wood, 2015;) 
and Nieves (Nieves & Diaz-Meneses, 2018; Nieves & Haller, 2014) had 
the highest number of studies that contemplated the terms ‘absorptive 
capacity’ and ‘tourism’ of 4 and 2 studies, respectively (Table 2.3). Their 
TLCS were 14 and 6, respectively. However, the peak in terms of TGCS in 
this literature was achieved by Shaw and Williams (TGCS = 179) that had 
only one publication – together – in this field and, for this reason, they 
do not appear in Table 2.3. In case of publications related to ‘absorptive 
capacity’ and ‘co-creation’, Wilden (Randhawa, Wilden & Gudergan, 
2018; Randhawa, Wilden & Hohberger, 2016; Wilden et al., 2019) was the 
single author with more than two publications. However, the greatest 
global citation score was not achieved by him, but by West and Bogers 
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(2014) with specifically more than 417 citations that had only one study that 
contemplated these dimensions as well. 

Table 2.3: Number of publications by author (more than 1 publication) 

ACAP + TOUR N° Pub TLCS TGCS ACAP + CC N° Pub TLCS TGCS
Thomas R 4 14 111 Wilden R 3 3 111
Nieves J 2 6 76 Brandl K

2

1 10
Chang KH 0 41
Chen CJ 0 8
Gudergan S 0 9
Lin BW 0 8
Morgan T 1 12
Randhawa K 3 108
Sarker S 0 186
Su CY 0 8
Van Geenhuizen M 1 16

Source: Authors’ elaboration.

Concerning distribution by country, UK and USA were the top two ori-
gins (Table 2.4). Spain and Finland were respectively on this list of studies 
that contemplated ‘tourism’ and ‘co-creation’. In terms of total local and 
global citation scores, UK held the best results in literature that contem-
plated tourism, while USA achieved that in relation to co-creation. This 
configuration demonstrates the strength of these regions in this field, in 
terms of quantity and quality.

Table 2.4: Number of publications by country (top 3) 

ACAP and 
TOUR

N° 
Pub

% 
Pub

TLCS TGCS
ACAP and 
CC

N° 
Pub

% 
Pub

TLCS TGCS

UK 10 33% 28 313 UK
10 18%

2 129
Spain 6 20% 16 285 USA 6 657
USA 4 13% 0 57 Finland 8 15% 0 86

Source: Authors’ elaboration.

Absorptive capacity and tourism 
Different approaches were used to analyze absorptive capacity within 

the tourism context (Binder, 2019). In this paper, absorptive capacity has 
generally appeared together with dimensions such as knowledge (trans-
fer), cooperation, learning and dynamic capabilities (Camison & Monfort-
Mir, 2012; Omerzel, 2016; Murray, Lynch & Foley, 2016). In this part of the 
chapter, the studies that contemplated simultaneously ‘absorptive capac-
ity’ and ‘tourism’ were analyzed through Gao et al. (2017) with absorptive 
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capacity dimensions mentioned previously, and more specifically ACAP 
antecedents, components, contingent factors and outcomes. 

Amongst the ACAP antecedents in the ‘absorptive capacity’ and ‘tour-
ism’ literature, there were traditional aspects, such as :

i)	 prior knowledge and skills (Nieves & Haller, 2014); 

ii)	 interorganizational cooperation (Wilke et al., 2019); 

iii)	 cooperative-competitive tension in knowledge sharing between hotels 
(Idrees, Vasconcelos & Ellis, 2018); 

iv)	 existence of knowledge where companies were situated, includ-
ing those that came from universities and affiliation to a hotel chain 
(Marco-Lajara et al., 2018). 

A specific antecedent associated with the tourism industry was reci-
procity (Thomas & Wood, 2015) and personalized source of knowledge 
(Thomas & Wood, 2014). 

The ACAP components designed by Zahra and George (2002) and Cohen 
and Levinthal (1990), or with little variation of both, were recurrent in this 
literature (Elbaz, Agag & Alkathiri, 2018; Garay, Font & Pereira-Moliner, 
2017; Hoarau, 2014; Otengei et al., 2017; Pinto, Cruz & Combe, 2015; Thomas 
& Wood, 2014, 2015; Zavattaro, Daspit & Adams, 2015; Wilke et al., 2019). 
Tourism companies’ knowledge acquisition processes were more associ-
ated with industry-related sources (Garay, Font & Pereira-Moliner, 2017) 
and were dependent on the type of external knowledge sources: learning 
from competitors, for example, occurred through direct observation, while 
from customers it was associated with interaction, feedback and question-
naires (Hoarau, 2014). In the case of the assimilation step, the relevance of 
some tacit and explicit aspects was highlighted, such as: 

i)	 sharing tacit knowledge with colleagues; 

ii)	 management accessing tacit knowledge; and 

iii)	 spreading knowledge among employees through guiding handbooks 
and newsletters (Hoarau, 2014). 

Moreover, in the assimilation step, there was a “dissociation between 
innovations adopted by directly incorporating the specific knowledge pro-
vided by external agents and innovations that require the mediation of 
intra-organizational collaboration for their development” (Nieves & Diaz-
Meneses, 2018: 2537).

In terms of ACAP components’ proxies, they were considered traditional 
and innovative aspects. In the first group, there were dimensions such as 
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“the ratio of graduates over technicians” (Kumar, Kumar & de Grosbois, 
2008: 19) and employees’ absorptive capacity, more specifically employ-
ees’ capacity to identify, process and apply new knowledge to commercial 
ends (Elbaz, Agag & Alkathiri, 2018). Amongst the nontraditional dimen-
sions, there was personnel expenses per room (Marco-Lajara et al., 2018). 
However, the relevance of R&D expenses, a central aspect in the traditional 
ACAP literature, was not considered a proxy in these studies, especially in 
the case of small-size companies (Marco-Lajara et al., 2018).

Some traditional contingent factors also appeared in this literature: the 
level of informalization, leadership and its proximity to core knowledge 
employees and market, as well as tacit knowledge obtained from expe-
rience in the industry (Thomas & Wood, 2015). Apropos the regimes of 
appropriability, in the tourism context, it was considered appropriated only 
in case of innovation with significant technological dimension (Thomas & 
Wood, 2015). Concerning the knowledge transferring dynamics within 
the tourism industry related to workers’ movements, it was considered an 
important, but an understudied subject (Shaw & Williams, 2009). In terms 
of the general profile of employment in the tourism industry – seasonal, 
high level of turnover and inadequately qualified – it was emphasized that 
it did not contribute to tourism organizations’ ACAP (Cooper, 2015). 

Concerning the outcomes, they were also related to traditional results, 
such as improvement of performance (Elbaz, Agag & Alkathiri, 2018; Garay, 
Font & Pereira-Moliner, 2017), competitive advantage (Wilke et al., 2019), 
innovation and flexibility (Thomas & Wood, 2014) through aspects of: 

i)	 development of existing offerings (Otengei et al., 2017; Murray, Lynch 
& Foley, 2016; Zavattaro, Daspit & Adams, 2015) and marketing cam-
paigns (Zavattaro, Daspit & Adams, 2015);

ii)	 delay reduction in terms of scientific and technological progress adop-
tion (Hjalager, 2015); 

iii)	 moderation between explorative learning and knowledge transfer 
(Liu, 2018); 

iv)	 enhancement in terms of joining benefits from foreign investment 
externalities (Mao & Yang, 2016); 

v)	 being green innovators (Pace, 2016); and

vi)	 establishment of collaboration (Pinto, Cruz & Combe, 2015). 

A model of absorptive capacity in tourism inspired by the considered 
literature is presented in Figure 2.3, through which it is possible to verify 
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that the most part of ACAP dimensions present in this literature is con-
templated by the ACAP traditional models (refer to Figure 2.1). Concern-
ing the innovative aspects (*) understood as singularities of this literature 
and industry, they are mainly related to ACAP antecedents (reciprocity 
and personalized source of knowledge) and contingent factors (regimes 
of appropriability in the case of innovation with significant technological 
dimension and general profile of employment). As co-creation is an impor-
tant aspect to knowledge transfer processes, it is also important to analyze 
the literature associating it with absorptive capacity. 

Figure 2.3: Absorptive capacity and tourism model
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Contingent factors
- Organizational structure and integration mechanisms 
- Regimes of appropriability (innovation with significant technological 

dimension*)
- General profile of employment in the tourism sector (seasonal, high 

level of turnover and inadequately qualified )*

Antecedents
- Prior knowledge 

and skills
- Interorganizational 

antecedents
- Knowledge source
- Reciprocity*
- Personalized source 

of knowledge*

Components
- Recognition
- Acquisition
- Assimilation
- Transformation
- Application
- Exploitation

Outcomes
- Performance
- Competitive 

advantage
- Innovation
- Flexibility

Source: Authors’ elaboration.

Absorptive capacity and co-creation 
The general idea in this study is that benefits from interaction with stake-
holders in value co-creation processes also depends on organizations’ 
ACAP level (Mäkinen, Kanniainen & Peltola, 2014; Morgan, Obal & 
Anokhin, 2018; Paswan, D’Souza & Rajamma, 2014; Wilden et al., 2019), 
including in the case of SMEs (Del Giudice et al., 2019) and universities 
(Miller, Mcadam & Mcadam, 2014). In this context, market orientation is 
not enough for the achievement of high performance since how the stake-
holders were involved was considered fundamental (Medhi, Jain & Jain, 
2019; Morgan, Anokhin & Wincent, 2019; Sarker et al., 2012). 
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Regarding ACAP antecedents, this literature contemplated traditional 
aspects of intra/interorganizational characteristics, for instance, stakehold-
ers’ characteristics (De Silva & Rossi, 2018; Komulainen, 2014; Marwede 
& Herstatt, 2019; Mol & Brandl, 2018) and knowledge network configura-
tion (Guimón & Paraskevopoulou, 2017; Miller, Mcadam & Mcadam, 2014; 
Pucci et al., 2018; Su, Lin & Chen, 2016; Van Geenhuizen & Nijkamp, 2012). 
New enablers also emerged from this context as in the case of stakehold-
ers’ sense-making and sense-giving (Prior, Keränen & Koskela, 2018). Simi-
larly, in the literature on tourism, ACAP traditional phases designed by 
Zahra and George (2002) and Cohen and Levinthal (1990) were present in 
this literature (Chew, 2012; Hakanen, 2014; Jane & Wang, 2012, Morgan, 
Obal & Anokhin, 2018; Pittz et al., 2019; Prior, Keränen & Koskela, 2018) 
and were associated with innovation integration (West & Bogers, 2014).

In the case of a contingent factor, traditional associations were estab-
lished between routinization and ACAP (Pittz et al., 2019) as well as dedi-
cated IT assets and knowledge exchange (Chang, Chen & Huang, 2015). 
Furthermore, it ratified the relevance of traditional relational factors, such 
as knowledge sharing practices and attitudes to collaboration development 
and knowledge flow (Chai & Freeman, 2019; Chang & Gotcher, 2010; De 
Silva & Rossi, 2018; Mariano & Awazu, 2017; Markovic & Bagherzadeh, 
2018; Martín, Reinhardt & Gurtner, 2016; Miller, Mcadam & Mcadam, 
2014; Parjanen, Hennala & Konsti-Laakso, 2012). However, the relationship 
between trust and ACAP was not consensual in this literature (Anderson 
& Hardwick, 2017; Lew et al., 2016; Peronard & Brix, 2019; Pittz et al., 2019; 
Taheri & van Geenhuizen, 2016). In this context, the use of social media, 
connected to both routinization and relational dynamics, was an impor-
tant factor inherent in the interaction between customers and companies 
(Bhimani, Mention & Barlatier, 2019). Another contingent factor confirmed 
by this literature was creativity promotion culture (Belkahla & Triki, 2011).

Concerning ACAP outputs, some of them were: 

i)	 business value enhancement (Hakanen, 2014);

ii)	 internationalization of performance improvement (Eerme & Num-
mela, 2019); 

iii)	 better performances in terms of specific types of new product develop-
ment (Morgan, Obal & Anokhin, 2018; Su, Lin & Chen, 2016); 

iv)	 knowledge creation (Kazadi, Lievens & Mahr, 2016). 
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A characteristic of this literature that is also present in the traditional 
ACAP publications was the concern with lock-in effects of co-creation pro-
cesses: “by integrating customers at greater depth, we report that firms 
that are highly market-oriented may be less able to focus on integrating 
resources and transfer tacit knowledge from alternative customer groups 
and stakeholders, thus decreasing the firm’s overall new product innova-
tion performance” (Morgan, Anokhin & Wincent, 2019: 1115).

Through the model of absorptive capacity and co-creation based on the 
considered literature (Figure 2.4), it is possible to ratify the relevance of 
ACAP traditional dimensions to co-creation processes. In terms of singu-
larities of this literature, some aspects that emerged were stakeholders’ 
sense-making and sense-giving, as well as the use of social media and 
knowledge creation. 

Figure 2.4: Absorptive capacity and co-creation model
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Contingent factors
- Organizational structure and integration mechanisms (the use of social media*)

Antecedents
- Intra/Interorganizational 

characteristics 
(stakeholders’ sense-
making and sense-
giving* )

Components
- Recognition
- Acquisition
- Assimilation
- Transformation
- Application
- Exploitation

Outcomes
- Performance
- Competitive 

advantage
- Knowledge 

creation*

Source: Authors’ elaboration.

A theoretical model of absorptive capacity and co-creation and tour-
ism is presented (Figure 2.5). It highlights the traditional aspects and the 
singularities that emerged in the considered literature. Amongst the main 
considerations that can be extracted from this model are the secondary role 
of R&D expenses and regimes of appropriability – central aspects in the 
traditional ACAP literature, the relevance attributed to relational aspects 
and to general profile of employment in the tourism sector. 
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Figure 2.5: A model of absorptive capacity and co-creation and tourism 
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Contingent factors
- Organizational structure and integration mechanisms (the use of social media*)
- Regimes of appropriability (innovation with significant technological dimension*)
- General profile of employment in the tourism sector (seasonal, high level of turnover 

and inadequately qualified)*

Antecedents
- Prior knowledge and skills
- Knowledge source 
- Intra/interorganizational 

characteristics (stakeholders’ 
sense-making and sense-
giving* )

- Reciprocity* 
- Personalized source of 

knowledge*

Components
- Recognition
- Acquisition
- Assimilation
- Transformation
- Application
- Exploitation

Outcomes
- Performance
- Competitive 

advantage
- Innovation
- Flexibility
- Knowledge 

creation* 

Source: Authors’ elaboration.

Conclusion
The number of Web of Science publications on absorptive capacity has 
increased in recent years. This tendency was also confirmed in the absorp-
tive capacity literature that contemplated tourism or co-creation aspects. As 
there were no WoS management works that simultaneously contemplated 
in their main topics the words ‘absorptive capacity’ and ‘tourism’ and ‘co-
creation’, this study had to analyze these works separately, and more spe-
cifically: ‘absorptive capacity’ and ‘tourism’ and ‘absorptive capacity’ and 
‘co-creation’. The main results that emerged highlighted the strong align-
ment between the configuration present in the general absorptive capacity 
management literature and the two other specific branches (‘tourism’ or 
‘co-creation’). Substantially, the ACAP phases and outputs developed by 
the main traditional models, for example, were used. However, R&D, one 
of the key aspects of general ACAP publications, was not ratified by these 
two literatures. Furthermore, some important specificities were present in 
the publications that also contemplated tourism, such as: 
i)	 antecedents – reciprocity and personalized source of knowledge; 
ii)	 ACAP components’ proxies – personnel expenses per room; and 
iii)	 contingent factors – the general profile of employment in the tourism 

sector.
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 Concerning the studies that considered co-creation as well, some of the 
singularities were in terms of antecedents (stakeholders’ sense-making and 
sense-giving), contingent factors (the use of social media) and outcomes 
(knowledge creation). 

The main contribution of this chapter was the comparative analysis 
between the general absorptive capacity literature and the publications that 
also contemplated tourism and co-creation dynamics. There are few stud-
ies that explored the tourism companies’ absorptive capacity in the pro-
cess of co-creation, but neither on the singularities of absorptive capacity in 
the tourism industry nor on the co-creation process. Future studies should 
focus on how to open the tourism industry to the absorptive capacity black 
box (Thomas & Wood, 2015) in co-creation experiences while involving all 
the stakeholders – including universities. Consequently, possible starting 
points could be the analysis on the relationships between the singularities 
uncovered by this chapter. Furthermore, organizational aspects inherent in 
the co-creation process in the tourism industry that have already been stud-
ied, such as the relevance of information technology readiness (Cabiddu, 
Lui & Piccoli, 2013) should also be contemplated by future research. The 
main limitation of this study is relevant to the restriction of the terms used 
to extract the publications from the Web of Science database. 
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Introduction
Tourists are increasingly looking for experiences that allow them to 
actively participate (Campos et al., 2015), and the role of the tourist as a 
co-creator, or even the sole creator, of the tourism experience is becoming 
widely recognized among tourism scholars and practitioners (Binkhorst & 
Dekker, 2009; Rihova et al., 2013; Campos et al., 2015). Some even regard 
active value co-creation as the most important aspect of the tourism experi-
ence (e.g., Prahalad & Ramaswamy, 2003, 2004; Boswijk, Thijssen & Peelen, 
2007; Binkhorst & Dekker, 2009).

Destinations may be viewed as a space in which tourists co-create their 
own memorable experiences through social and other interactions (Morgan 
& Xu, 2009). Following this conceptualization, social interaction among 
participants is an essential condition for value co-creation. Categories of 
social actors participating in tourism value co-creation include service pro-
viders (e.g., Salvado, 2011; Minkiewicz, Evans & Bridson, 2014), the local 
community (e.g., Azevedo, 2009; Richards, 2010), and other tourists (e.g., 
Rihova et al., 2013, 2015; Reichenberger, 2017).

Surprisingly perhaps, previous tourism studies have tended to take 
social interactions among actors in tourism for granted, and have often 
treated them as inherently positive. Hence, we feel that an investigation of 
these basic assumptions of positive, social interactions and how they are 
perceived by tourists is warranted. Furthermore, tourists’ perceptions and 
attitudes towards different types of on-site social actors may lead to differ-
ent forms of value co-creation. We therefore need to identify how different 
types of social actors participate in the tourism value co-creation process 
and the relative impact of each type of social actor perceived by the tourist.

Literature review

The co-creation of tourist experiences
Since the end of the 20th century, the economies of developed nations have 
started shifting towards what Pine and Gilmore (1999) call the ‘experience 
economy’. The experience economy designates a shift away from ‘modern’ 
economies where consumers merely consume goods and services toward 
‘post-modern’ economies where consumers look for more unique, person-
alized, hedonic, emotional, aesthetic, or cultural/educational experiences, 
in the production of which they actively engage. Academic studies are 
increasingly focusing on the consumer’s role as a co-creator of experiences. 
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Some even argue that it is the very experience of the co-creation itself that 
consumers desire and value (Prahalad & Ramaswamy, 2003; Binkhorst 
& Dekker, 2009). Prahalad and Ramaswamy (2003) call for a new per-
spective where customers actively co-create unique value for themselves 
through personalized interaction. In a similar vein, Vargo and Lusch (2004, 
2008) suggest that value is always co-created through active and dynamic 
firm-consumer interaction and integration of resources of the supply and 
demand sides. 

While the phenomena of tourism, travel and leisure have always incor-
porated experiential aspects to a higher extent than other types of services 
and goods, the focus on the more experiential aspects of travel among tour-
ism and leisure scholars is relatively new (Scott, Laws & Boksberger, 2009).

The co-creative aspect of a typical tourism experience means that it usu-
ally involves frequent social interactions (Li & Petrick, 2008; Maunier & 
Camelis, 2013). As a result, some scholars highlight the creation of meaning-
ful and unique value for individual tourists through personal interaction 
and call for a deeper understanding of tourist social interaction (Rihoval et 
al., 2013; Campos et al., 2015). Social actors who participate in tourist social 
interaction (and thus co-create tourist experiences) can be categorized into 
these three types: service providers (e.g., Salvado, 2011; Minkiewicz, Evans 
& Bridson, 2014), the local community (e.g., Azevedo, 2009; Richards, 2010), 
and other tourists (e.g., Rihova et al., 2013, 2015; Reichenberger, 2017). To 
better understand the tourist experience, it is necessary to know what kind 
of role these three groups of social actors play in the co-creation of tourist 
experiences. In the following sections, we will review the extant literature 
on the role of each of these three groups of social actors in the tourist expe-
rience co-creation process.

Social interaction with service providers
A fresh look at the role of service providers in co-creating unique and 
memorable tourist experiences places tourists at the center of their own 
experiences. Arnould and Price (1993) argue that the interaction and rela-
tionship between the tourist and service personnel directly influence the 
tourist’s emotional reactions to extraordinary experiences. In this perspec-
tive, the frontline employee becomes an important operant resource for 
co-creating customer experiences, and eventually contributes to improving 
the organization’s competitive advantage (Lusch, Vargo & O’Brien, 2007).

Several studies have explored the role various types of tourism service 
providers play in the tourism experience across different tourism contexts. 
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For example, Ap and Wong (2001) regard the tour guide as one of the key 
front-line staff members who may potentially transform a tour into an 
experience for customers. Arnould and Price’s study (1993) on river rafting 
suggests that the tour guide plays a subtle yet important role in deliver-
ing an extraordinary experience. Mossberg (1995) also reports that tourist 
satisfaction with the tourism experience is largely influenced by the per-
formance of the tour guide. In addition to the tour guide, other types of 
hospitality front-line personnel also play an essential role in creating the 
tourist experience. Lashley (2008) states that hospitality is essentially a rela-
tionship based on hosts and guests. Similarly, Hemmington (2007) stresses 
that the main distinctive characteristic of hospitality lies in the host-guest 
relationship.

Social interaction with residents
Residents are an indispensable part of the tourism destination and thus 
play an important role in the social aspects of tourist experiences. The local 
community may function as an appealing tourism attraction for the tourist. 
Morgan and Xu (2009) suggest that tourist interaction with the local culture 
and people contributes to a unique and memorable tourism experience. 
Kim’s study (2010) confirms this by reporting that the local culture of a des-
tination, such as the friendliness of locals, is one of the determinants that 
make a travel experience memorable. Brown’s study (2005) on volunteer 
tourism reveals that the desire to immerse oneself physically and emotion-
ally in the local culture and community is a strong motivation for tourists.

The notion that the hospitality of residents is of vital importance for the 
tourism industry and the tourist is widely accepted (e.g., Bimonte & Punzo, 
2016; Lin, Chen & Filieri, 2017). The support and goodwill of the local pop-
ulation lead to the success of tourism development, and are equally vital to 
creating positive and memorable experiences for tourists. In contrast, nega-
tive or hostile attitudes towards tourists may destroy a destination’s tour-
ism value and are likely to discourage tourists’ willingness to interact with 
the local community. Huang and Hsu (2005) report that mainland Chinese 
tourists to Hong Kong sensed the negative and self-superiority attitudes of 
the residents towards them, and suggest that such negative feelings may 
discourage these tourists’ intention to revisit. Also, Li et al. (2011) point 
out that the perceived discrimination of Chinese people among Australians 
was one of the constraining factors influencing their motivation to travel 
to Australia. In contrast, other studies report that the perceived friendli-
ness and hospitality of Japanese towards Chinese people reduces anxiety 
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among Chinese visitors when traveling in Japan (Ji, Li & Hsu, 2016; Lin, 
Chen & Filieri, 2017).

Appreciation of the important role of residents in the tourism experi-
ence has led researchers to investigate resident perceptions of the impacts 
of tourism and attitudes towards co-creating tourist experiences (Gursoy, 
Jurowski & Uysal, 2002; Bimonte & Punzo, 2016; Lin, Chen & Filieri, 2017). 
This topic is widely explored from the perspective of social exchange 
theory, which suggests that people are likely to engage in an exchange if 
they believe that they can gain benefits without incurring unacceptable 
costs (Gursoy, Jurowski & Uysal, 2002; Rasoolimanesh et al., 2015). Accord-
ing to this perspective, the decision to participate in social exchange with 
visitors depends on residents’ belief that the benefits of doing so will out-
weigh the costs.

Bimonte and Punzo (2016) find that the tourist-host interaction may 
influence host attitudes, perceptions, and lifestyles as well as tourist per-
ceptions and satisfaction. Fan et al. (2016) also report that tourist-host 
interaction decreases the perceived cultural distance with the host culture 
among tourists. For this reason, they recommend destination management 
to involve residents into the local tourism industry by encouraging them to 
actively interact with tourists (Fan et al., 2016).

Social interaction with other tourists
Tourism experiences typically take place in the presence of and/or in 
collaboration with other tourists. As a result, the social interactions and 
shared experiences with other tourists may constitute an important part of 
the tourism experience. Moreover, the increasing number of global tourists 
is likely to intensify the impact of tourist-tourist interaction on the tourism 
experience.

Grove and Fisk’s (1997) study on tourist experiences at theme parks 
found that the behavior of other tourists influenced tourists’ overall evalu-
ation of the experience. The study concluded that ‘Protocol incidents’, i.e., 
when tourists must share time and space and must follow expected rules of 
conduct, may influence tourist experiences positively or negatively (Grove 
& Fisk, 1997). Alternatively, ‘sociable incidents’ may establish temporary 
friendships among tourists (Arnould & Price, 1993; Grove & Fisk, 1997). 
Huang and Hsu (2010) studied interaction between tourists on cruise 
vacations and confirmed the positive effect of tourist-tourist interaction 
on cruise experience and vacation satisfaction. Moreover, several studies 
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point out that sometimes not only direct interaction, but even the mere 
presence of other tourists may impact the tourist experience (Grove & Fisk, 
1997; Yagi, 2001; Praet et al., 2015).

An increasing number of studies acknowledge the important role of 
other tourists and address tourist-tourist interaction from the perspective 
of co-creation (Prahalad & Ramaswamy, 2004; Scott, Laws & Boksberger, 
2009; Reichenberger, 2017). The experience co-created between tourists 
entails their active involvement and thus results in higher levels of satis-
faction, word-of-mouth, perceived value, and loyalty (Campos et al., 2015; 
Reichenberger, 2017). At the same time, tourist behaviors to create value 
for themselves may intentionally or inadvertently come at the expense of 
the experience/perceived value of other customers and thus may lead to a 
diminishment of the value created for these customers (e.g., Grove & Fisk, 
1997; McColl-Kennedy & Tombs, 2011).

Research purpose
A review of the tourism literature suggests that the few studies on tourist 
social interaction have tended to focus on Western tourists and that they 
generally pay no attention to tourists from non-Western cultures, including 
Chinese tourists, an important and ever-growing source market for out-
bound tourists in global tourism (Li et al., 2013; WTO, 2018).

The purpose of this study is to address the nature of social interaction 
as a necessary condition for value co-creation in tourism. As a first step, we 
focus on how tourists perceive these social interactions. More specifically, 
we study how Chinese tourists perceive social interactions with service 
providers, residents, and other tourists. Finally, we explore the perceived 
importance of social interaction with each of these three groups of social 
actors in co-creating the tourism experience.

Methods and materials
We collected data through in-depth interviews. We developed a prelimi-
nary list of interview questions based on a review of the relevant academic 
literature in addition to an analysis of Chinese tourist-generated online 
content regarding personal travel experiences. We then made additional 
modifications to the interview questions based on five pilot interviews.

We conducted 29 interviews with 42 interviewees during June to July 
in 2018 in situ to enable more effective elicitation of tourist emotions and 
meaningful memories (Campos et al., 2015). Nineteen interviews took 
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place in a tourist information center in the city of Sapporo in Northern 
Japan and ten at a popular Shinto shrine in Tokyo.

We digitally recorded the interviews with the consent of the interview-
ees. The lead author and one of the co-authors shared the task of inter-
viewing visitors from mainland China in Chinese. The lead author then 
transcribed all the interview recordings into verbatim text excluding the 
paralanguage. The co-author who had also conducted the interviews then 
randomly verified 20% of the transcripts to confirm their accuracy and con-
sistency.

The lead author was in charge of coding the transcripts. Before starting 
the formal coding, she first read the transcripts repeatedly to gain a thor-
ough understanding of the data (Miles & Huberman, 1994). As the second 
step of the analysis she adopted the manual coding technique following 
Strauss and Corbin’s (1990) approach, which includes open coding, axial 
coding, and selective coding. The back-and-forth coding process resulted 
in a mature coding framework, and she then transferred the data into the 
NVivo 12 software package, which she used to generate the final coding 
framework and to re-code the original transcripts accordingly.

Results
Analysis of the interview transcripts identified 162 reported cases of inter-
action with three types of social actors: service providers, residents and 
other tourists. Our identification of three types of social actors in tourism 
value co-creation confirms findings of previous studies on this topic. 

The reported cases include what we have labeled ‘direct’ and ‘indi-
rect’ social interaction. The naming and basic conceptualization of ‘direct’ 
versus ‘indirect’ interaction follows prior studies on tourist-to-tourist inter-
action in tourism (e.g., Huang & Hsu, 2009; Huang & Hsu, 2010; Kim & 
Lee, 2012; Yang, 2015). While previous studies have not elaborated on how 
‘direct’ and ‘indirect’ social interaction differ, the current study conceptual-
izes and expands these two types of social interaction to include all social 
actors participating in the creation of the tourism experience, i.e., service 
personnel, residents, and other tourists, as follows. Direct social interaction 
occurs when social actors notice and respond to each other’s presence by 
means of verbal or non-verbal ‘outward’ or ‘observable’ communication. 
Outward communication takes the form of showing that one has noticed 
or recognized the other person by making a gesture or by other ways of 
greeting. In contrast, indirect social interaction occurs when social actors 
notice the presence of other social actors without any direct or observable 
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communication or response taking place between the tourist and the other 
social actors. Indirect, or ‘inward’ interaction may thus occur only inside 
the mind of the social actors and does not require any outward forms of 
communication to occur. It is noteworthy that about 20% of the interactions 
reported (see Table 3.1) are indirect or ‘inward’ interactions, which implies 
that other people may influence the tourist experience without any direct 
interaction taking place.

Our data also suggest that tourist interactions with different groups of 
social actors manifest themselves in different ways, and that tourists hold 
different attitudes towards the interactions depending on the type of social 
actors involved. Table 3.1 summarizes the relative number of the reported 
interactions with different types of social actors, and interviewee attitudes 
towards these interactions, from positive to negative. We will describe our 
findings in more detail in the next sections.

Table 3.1: Frequency and evaluation of interactions with other social actors

Type of 
interaction

Evaluation
Service providers Residents Tourists Subtotal

n % n % n % n %

Direct 
interaction

Positive 21 57 29 83 10 17 60  
Neutral 4 11 5 14 47 81 56
Negative 12 32 1 3 1 2 14
Subtotal 37 100 35 100 58 100 130 80

Indirect 
interaction

Positive 3 60 0 0 3 12 6  
Neutral 0 0 2 100 10 40 12  
Negative 2 40 0 0 12 48 14
Subtotal 5 100 2 100 25 100 32 20

Total 42   37   83   162 100

Source: Authors’ elaboration.

Social interactions with service providers
Most direct interactions with service providers reported by the inter-
viewees occurred during routinely performed and high-protocol service 
encounters. A relatively small number of reported cases of direct tourist-
service provider interaction took place when the tourist asked for help 
from the service provider, e.g., when asking the service staff for directions. 
Interviewees also reported indirect interactions with service providers. The 
indirect interactions refer to two types of situations: 1) when interviewees 
reported they were amazed by the excellence of the service provider’s per-
formance, and 2) when interviewees observed how service providers were 
dealing with other tourists. 
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Overall, tourist-service provider interaction largely takes place in rela-
tively manualized, scripted situations. Nevertheless, not only did most of 
our interviewees (n=15) appear to attach a relatively high importance to 
interaction with service providers but they also reported having a rela-
tively strong emotional involvement with it. The strength of the emotional 
involvement can be inferred from the finding that positive (57%) and nega-
tive (32%) direct interactions accounted for a combined 89% of all service 
provider-related comments. One possible reason for this is that, for the typ-
ical tourist, interaction with service providers is unavoidable. In contrast, it 
is easier for tourists to avoid interactions with other tourists. The following 
is a typical quote: 

“I value the interaction with service providers most, because you always 
have to interact with them. Regarding the tourists, if you don’t like them you 
can just walk away and it’s totally OK.” (Female, FIT, 20s).

Other interviewees attached importance to interactions with service pro-
viders because they believed that the interactions are closely connected to 
their personal interest.

“You are just an outsider for other tourists when interacting with them. 
Whereas it is your own tangible benefit that is connected to interactions with 
the service provider.” (Female, FIT, 30s).

Regarding the incidents when tourists asked for help from service pro-
viders, interviewees viewed service staff not only in their role of profession-
als who provide services of a limited range and within the specific context 
of a service encounter, but also as a reliable source of general help beyond 
the range of the service that their job descriptions require them to provide. 

“If I did not prepare for the trip well enough, I would choose to ask the 
service staff for help. ... The residents here may not be able to help us, unless 
they are also interested in traveling like us.” (Female, FIT, 30s).

One interviewee called the service providers the ‘window’ of the desti-
nation.

“The service provider is just like the window [of the destination]. Our 
first choice is always the service provider (when we need help). They are our 
first impression of the destination.” (Female, FIT, 20s).

Several of our interviewees used the word ‘window’ as a metaphor for 
the role of the service provider. For most interviewees, service providers 
are the ones they most frequently interact with, either passively or actively. 
Moreover, interviewees placed their trust and personal interest in the inter-
actions with the service staff. Hence, how tourists evaluate the destination 
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is closely related to the professionalism and overall demeanor of service 
staff members. The response of one interviewee is a good illustration:

“The most social interactions we have are with service providers and 
that’s why we care about them. Because we need to interact with them con-
stantly, one negative interaction out of ten is significant enough to change 
our impression of the service [of the destination]. Regarding residents here, 
we have too few interactions to care about that. Also, we cannot request local 
people to cater to our needs.” (Male, FIT, 30s).

Social interactions with residents
Tourist-resident interaction was the least common type of interaction men-
tioned by the interviewees (n=34). Tourist interactions with residents were 
typically a result of tourists requesting help from residents, or of residents 
proactively offering help to tourists.

Consistent with previous studies suggesting that tourist-host interac-
tion is an important part of the tourism experience (e.g., Brown, 2005; Fan 
et al., 2016), most of the interviewees expressed positive attitudes toward 
direct interactions with residents (83% of all reported direct interactions 
with residents). Residents, in addition to the personnel providing services 
to tourists, constitute the authentic part of the social environment of the 
destination and they consequently have a big influence on the tourism 
experience. Greenblat and Gagnon (1983) suggest that social interaction 
with host people helps to alleviate the tourist’s anxiety from being a ‘tem-
porary stranger’ in an unfamiliar environment. Interviewees in this study 
also expressed similar opinions.

“It is the local people who have a bigger influence after all, including both 
the common resident and the service provider. After setting foot on the land 
of the destination, if the service you receive and the people you encounter 
treat you welcomingly, it will make the surroundings less unfamiliar and 
help you better fit in the local atmosphere. You will like the place more.” 
(Female, group tour, 30s).

Specifically, interviewees value the genuine human touch through inter-
actions with local people. Interviewees compared their interactions with 
residents to the interactions they had with service providers and tended to 
express a preference for interactions with residents because they viewed 
the interactions with service providers as mechanical and obligatory.

“The service staff serve one wave of tourists after another and their service 
is kind of emotionless. However, with the local folks you can have a much 
sincerer interaction.” (Female, group tour, 20).
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Tourists are attracted to social interactions with residents mainly due to 
the desire for getting closer to the authentic everyday lives of local people. 
Urry and Larsen (2011) suggest that tourists particularly show fascination 
with the “real lives” of others (p. 10). The following are two representative 
quotes which support this assertion:

“We probably would choose to patronize places with more local people. 
Because we believe that the locals would know better, for example, about 
[good] restaurants. Also, we want to experience the local life more.” (Male, 
FIT, 30s).

“[To have] contact with the local people is the reason we travel. Tourism 
is all about [experiencing] the local environmental conditions and customs, 
which means that apart from the scenery, [experiencing] the customs of local 
people is equally important. The most important is the human context.” 
(Female, FIT, 40s).

While the search for authentic experiences might be a universal motive 
for traveling, only some of our interviewees expressed the desire to interact 
with residents directly. For most interviewees, the language barrier and 
the lack of opportunity prevented them from directly interacting with local 
people.

“Traveling is more about experiencing the local environmental condi-
tions and customs. However, it’s not that easy to open up and communicate 
frankly with local people because of the language barrier. Therefore, when it 
comes to the local life, it’s more about the environmental conditions, whereas 
the experience of local customs is very much limited. Because I feel that there 
are quite significant cultural differences, wherever you go. It’s always dif-
ficult to sit down and have a conversation, unless you are really proficient in 
the local language.” (Female, FIT, 40s)

While they expressed a fascination with authentic social interactions 
with local people, interviewees at the same time were aware of the diffi-
culties and barriers that prevented them from having this kind of interac-
tion. One interviewee (Female, FIT, 20s) stated that having a genuine direct 
interaction with local people is a ‘bonus’ while traveling. Several of our 
interviewees said they often compromised on their desire to have genuine 
interaction with residents and instead would quietly observe the local way 
of life without having to interact verbally with the host community. This 
behavior, i.e., the tourist observing local people from a distance, is what 
Urry (1990) calls the ‘tourist gaze’.
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Social interactions with other tourists
Among all social interactions reported by the interviewees in this study, 
interactions with other tourists were those that they most frequently 
mentioned (n=83). It suggests that other tourists are the most salient type 
of social actor that influences the tourism experience. At the same time, 
interviewees viewed the majority of direct interactions with other tour-
ists as having little impact on their experience; while 81% of the comments 
describing interactions with other tourists could be classified as having a 
neutral impact, only 14% of interactions with residents and 11% of interac-
tions with service providers could be categorized as neutral.

Whereas most interviewees thus appeared to be somewhat indifferent 
to direct interactions with other tourists, they did report a considerable 
number (n=25) of indirect tourist-tourist interactions, among which 48% 
could be classified as negative (vs. 12% positive and 40% neutral). The find-
ing of indirect interaction with other tourists as an influencing factor con-
firms Yagi and Pearce’s (2007) suggestion that even the mere presence of 
other tourists could potentially have an impact on the tourism experience.

This study also confirms that tourists do not always consider the role of 
other tourists as a positive factor in the co-creation of tourism experiences. 
Interviewees held mixed views of the roles other tourists play in tourism 
experiences. Some tourists held a positive attitude towards other tourists 
and valued the tourist-tourist  interaction  as they were accompanying each 
other temporarily in the destination.

“I went on a one-day tour in Okinawa …. We [I and other tourists] had 
lunch and went to the aquarium together [in a group] …. We talked to each 
other occasionally, but [all of these conversations] were very brief.” (Female, 
FIT, 30s)

In contrast, for some tourists the appealing factor when visiting a tour-
ism attraction is the absence of other tourists. Some interviewees tended 
to view other tourists as a competitor for tourism resources and tourism 
services. This suggests that Chinese outbound tourists are more inclined to 
create their own experiences without the involvement of other tourists. In 
this regard, the role of other tourists in the tourist experience is not one of 
co-creating, but rather one of diminishing the experience. 

“You just need to avoid the high season. When you go to the tax refund or 
somewhere else, it will be full of tourists and you need to wait for an hour to 
get it done.” (Female, FIT, 20s)
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The interview data also reveal the existence of a special segment of ‘other 
tourists’, i.e., other Chinese tourists. Chinese outbound tourists appear to 
embrace mixed feelings towards their compatriots when traveling. On the 
one hand, when many tourists from China visit the same destination this 
may diminish the exotic atmosphere, whereas on the other hand meeting 
compatriots and communicating with them in Chinese also reconciles the 
anxiety of coping with an unfamiliar environment. The followings are two 
typical illustrations of Chinese tourists’ mixed views towards other Chi-
nese tourists.

“I feel that Chinese are everywhere. Whenever I am shopping or doing 
something else, I always have the urge to go over and say ‘hi’ to the Chinese 
tourists I see. I just have an amiable feeling towards them.” (Female, group 
tour, 40s)

“I come to Japan to relax but it turns out that this place has been occupied 
by Chinese…. If I were surrounded by Japanese tourists, and I was the only 
Chinese tourist, I would feel much better. Because I come to Japan to escape 
my familiar environment and to relax…” (Female, FIT, 20s)

Discussion and conclusion
This study explored Chinese tourist perceptions of the role of social inter-
action in the co-creation of tourism experiences with three types of social 
actors: service providers, residents and other tourists. In doing so, this 
study contributes to the literature on co-creation in tourism, not only by 
exploring this under-researched topic, but also by clarifying the relative 
importance and nature of tourist social interactions with the three types of 
social actors, from a non-Western perspective.

First, our data show that tourist interactions with service providers 
appear to have an important impact on the tourism experience for Chi-
nese tourists to Japan. Interviewees appeared to have a stronger emo-
tional involvement toward interactions with service providers, since both 
positive and negative interactions account for a considerable portion of 
reported incidents. 

Second, our interviewees mostly looked forward to social interaction 
with residents. Compared to the ritualized and manualized nature of the 
interaction with service providers, Chinese tourists perceive interaction 
with local people as more sincere, authentic, and desirable. This appears to 
confirm Urry and Larsen’s (2011) suggestion that tourists show particular 
fascination with the ‘real lives’ of others. Nevertheless, even though most 
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of the interviewees looked for authentic experiences in Japan, only a few 
expressed the desire to directly interact with residents. The main barriers 
to direct interaction with residents were the perceived lack of opportunity 
to come into contact with them and the difficulty of communication in a 
foreign language. Tourism destinations could eliminate these barriers by 
organizing cultural exchange activities and by using translation technol-
ogy.  

Third, and contrary to previous studies which suggest that the desire 
to come into contact with other tourists is one of the main motivations for 
traveling (Pearce, 2005a; de Rojas & Camarero, 2008), this study found that 
Chinese tourists try to avoid rather than to meet other tourists: avoidance 
of other tourists not only happens at the time of selecting a travel destina-
tion but also upon arrival at the destination. The reason for this may be 
that tourists tend to view other tourists as competitors (Pearce, 2005b) for 
tourism services, or as inhibiting the exotic or authentic atmosphere of the 
destination. These findings suggest that Chinese tourists are not only more 
inclined to create their own experiences without the involvement of other 
tourists, but even perceive the role of other tourists in co-creating the expe-
rience as largely negative, i.e., as diminishing the experience. Despite their 
desire to avoid other tourists, our interviewees at the same time expressed 
an inability to do so, since most of the reported interactions (both direct 
and indirect) were those with other tourists (n=84). Moreover, these tour-
ist-tourist interactions even outnumbered the reported interactions with 
service providers (n=42) and residents (n=34). This finding raises the issue 
of customer compatibility. Previous studies (e.g., Lazarevski & Dolnicar, 
2008; Harris, 2013) have addressed customer compatibility from a service 
organization point of view, whereas the findings of this study highlight the 
customer perspective. For tourism destinations to better manage customer 
compatibility, a deeper understanding of tourist perceptions and attitudes 
towards other tourists would appear crucial. Based on insights regarding 
perceived compatibility of same- and cross-national customer segments, 
destination and hospitality managers can put in place segmentation and 
targeting strategies that create a better balance in customer nationality. 
In addition, accommodation managers could introduce several interface 
design strategies that foster positive social interaction or avoid negative 
interaction among tourists from either the same or other nationalities.
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Limitations and avenues for future research
While this study provides several new insights, it also has a number of lim-
itations. One limitation arises from the definition of ‘indirect interaction’. 
This study tentatively uses indirect interaction to refer to the ‘inward’ inter-
action may thus occur only inside the mind of the social actors and does 
not require any outward forms of communication to occur. This definition 
follows previous studies on tourist-to-tourist interaction, which have used 
the term ‘indirect interaction’ as opposed to ‘direct interaction’, to refer 
to the presence of other tourist, customer density, crowding and public 
behaviors of other tourists on the tourism experience (e.g., Huang & Hsu, 
2009, 2010; Kim & Lee, 2012; Yang, 2015). We feel that more discussion is 
needed on whether ‘indirect’ interaction as defined here, should be consid-
ered to truly involve inter-action, or needs to be conceptualized differently.

Another limitation of the study is that it was based on a relatively small 
number of interviews and may only be valid for Chinese tourists visiting 
Japan. Further qualitative and quantitative studies involving tourists of 
Chinese and other nationalities, and in other destinations, are needed.

In contrast to findings of previous studies among Western tourists which 
show that social interaction with other tourists is an important motivation 
for traveling, our study shows that this appears to be less important for Chi-
nese tourists. It is necessary to further investigate what are the factors that 
influence Chinese tourist preferences to socialize or to avoid other tourists. 
Future research should also be conducted on tourists from various cultural 
backgrounds to explore how and to what extent cultural background influ-
ences attitudes, inclinations and behaviors regarding social interaction in 
creating experiences with other tourists, or whether this is more a function 
of the individual tourist’s demographic characteristics, personality, motivi-
ation for traveling, and travel style.
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4	 Emotional interactions 
in festivals: 			 
How do consumers 
build a collective 
emotional experience? 

Nico Didry and Jean-Luc Giannelloni

The objectives of this chapter are to: 
�� Deepen the analysis of the collective emotional dimension at play 

during a consumer experience.
�� Show that the nature of emotional interactions and their intensity 

is a central component of the experience.
�� Identify consumption strategies and logics implemented 

by festival-goers to develop this collective dimension of the 
experience.

�� Propose a new framework to analyze emotional interactions in 
a collective recreational context, in order to consider all types of 
emotion transfers, not reduced to the visitors’ companions.

�� Propose the notion of emotional group in order to take into 
consideration unexpected and ephemeral encounters that are 
looked for during this leisure experience. 

Keywords: collective emotional dynamics; consumer behavior; 
festival; tourist experience
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Introduction
Music festivals are factors of attractiveness for territories. As such they 
are part of their tourism strategies (Getz, 1991). In France, 84% of the 2018 
Music Festivals took place during the touristic summer season. They some-
times even become a tourist product in itself like Tomorrowland Winter 
in Alpe d’Huez, a ski resort in the French Alps. During seven days, the ski 
resort is only accessible for the festival-goers. In 2019, Alpe d’Huez was 
fully filled with 23,000 tourists from 131 different countries who booked 
their holidays to enjoy skiing and concerts on that special event, and 36,000 
people were on the waiting list. 

Provoking a spatio-temporal rupture with everyday life (Chaney, 2011), 
significant in leisure or tourist practices, festivals allow experiencing a real 
re-enchantment of the world and everyday life. According to the post-
modern approach, the phenomenon of society around festivals, illustrated 
by the growth in festival demographics (in the number of participants but 
also in the number of events) (Négrier et al., 2013), can be considered in the 
global context of a return to festive alchemy and cult of pleasure, with a 
powerful return to affect and emotion. This festival craze is significant for 
the “triumph of the collective will to live over the individual” (Maffesoli, 
2012: 115). However, this collective dimension of emotions has received 
limited attention in marketing (Didry & Giannelloni, 2019). In addition, 
although accompaniment has often been analyzed in consumer behavior 
(Debenedetti, 2003), few studies consider the collective context in which 
consumers are immersed in their experience. If a festival experience is 
lived in a collective way, which behaviors do festival consumers develop 
to engage in emotional interactions with others? The challenge here is to 
bring a new reading of the experience of collective consumption through 
emotional transfers to fill a gap in the marketing literature. More specifi-
cally, it is a question of assessing how the need for emotional interactions 
will influence the festival-goer’s behavior.

Theoretical framework and contribution
The literature shows that the festival experience must be seen from a social 
and emotional perspective. A festival is to be approached through the 
notions of link (Cova, 1995) and community, insofar as it responds, through 
the value of the link, to the need of ‘postmodern’ individuals to satisfy their 
desire for community (Badot & Cova, 2009). Participation in a festival is 
then seen as a tribal phenomenon (Cova & Cova, 2002) in which festivals 
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constitute “cultural transhumance, or festive nomadism” (Maffesoli, 1988). 
In these tribes, even ephemeral ones, what will prevail is to be connected to 
the other, “to develop a common feeling and, together, make it the heart of 
these gatherings” (Ferrand, 2009: 30). 

Collective effervescence (Durkheim, 1912), through emotional commun-
ion, can, from a postmodern approach, be considered as a central, even as 
an essential component of the festival. Consumption experience depends 
on the nature and intensity of the emotions people experience (Addis & 
Holbrook, 2001). Festivals are synonymous of sharing emotions and bonds, 
and festival-goers come with their companions (Collin-Lachaud, 2010). 
According to Rimé (2007), emotional experiences are systematically shared 
with others. Sharing emotions is an opportunity sought by individuals 
even more so that living emotions for themselves (Rimé, 2005). Any emo-
tion expressed in the presence of others can trigger emotional interactions 
(Barsade, 2002). Pulh et al. (2005) highlighted the value of social link in the 
experience of social connection at three levels, the value of social interac-
tion, social practice, and social communion. We propose here to deepen 
this analysis from an emotional point of view to fill this gap in the market-
ing literature. 

That is why we will focus on the processes of emotion transfer that can 
explain festival-goers’ behaviors. There are two types of emotional diffu-
sion processes within groups (Didry & Giannelloni, 2019): 

1)	 the social sharing of emotions, which is a voluntary evoking of emo-
tions in a socially shared form (Rimé, 2005); and 

2)	 the phenomenon of emotional contagion, which is a tendency to 
automatically synchronize facial and vocal expressions, postures and 
movements with those of another person and, consequently, to con-
verge emotionally (Hatfield et al., 2009). 

These two concepts relating to the diffusion of emotions are placed 
within the overall collective emotional dynamics’ framework (Didry & 
Giannelloni, 2019). Those emotional transfers have a direct effect on the 
ambiance of the audience, also called ‘emotional atmosphere’, which is a 
short-term emotional state resulting from the average emotional responses 
of members of a group to a common event (De Riviera, 1992).

From a conceptual point of view, it emerges that the social and cultural 
dimensions are inherent in the concept of emotion. These emotions are a 
real communication tool for social regulation and cultural identification. 
The processes of exchange and diffusion of emotions (sharing of emotions, 
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emotional contagion), whether conscious or automatic, are correlated 
to social interactions, as well as systematically reinforcing social bonds 
(Luminet, 2008; Rimé, 2005; Tcherkassof, 2008). Thus, in the same way that 
Tarde (1901) proposed to move from a psychology of crowds to a sociology 
of crowds, it seems appropriate to move on from a psychology of emotions 
to a sociology of emotions, which makes it possible to approach collective 
consumption contexts with a more appropriate theoretical perspective.

Even if there is no truly universal definition of the ‘emotion’ construct 
(Derbaix & Poncin, 2005) that would make sense for the different currents, 
whether in marketing or in the disciplines that have studied this phenom-
enon for more than a century, we will retain the broad and consensual 
definition of Tcherkassof (2008: 15) which defines emotion as “an episode 
that emerges automatically, imposing its precedence over any other cur-
rent activity, an episode made up of a set of interrelated and synchronized 
responses, of a neuro-psychological, expressive behavioral, subjective-
phenomenal, cognitive-attentional and motivational type”. We, therefore, 
understand emotion as a multi-component phenomenon, a true social 
regulator, with reference to current multi-component theories (Scherer, 
1984; Frijda, 2007; Coan, 2010; Tcherkassof & Frijda, 2014) proposing a per-
ceptive model of emotion. This perceptive model, which emphasizes the 
expression of emotions, allows socio-cultural data to be taken into account. 
Moreover, the notion of context, particularly social context, is essential 
for understanding emotions. As there is a clear consensus in the literature 
that emotions are a true social regulator, emotions should therefore not be 
viewed as individual phenomena, as it is usually the case (Smith, Seger & 
Mackie, 2007).

Method and materials
As the objective of our research is to understand how festival consum-
ers live their experience in terms of emotional transfers, we have adopted 
an interpretive approach the purpose of which is to give meaning to 
the observed behaviors, through qualitative methods. This interpretive 
approach is privileged by the Consumer Culture Theory (CCT) trend 
(Ozcaglar-Toulouse & Cova, 2010), which focuses on the individual’s expe-
rience. The interpretive perspective advocates the study of the consumer 
by ‘immersion’ (Bergadaà, 1990), which we have implemented through 
an ethnographic approach in the sense of Desjeux (1990) and Badot et al. 
(2009). This approach provides an anthropological view of consumption, 
i.e. a cultural analysis of the observed phenomena (Desjeux, 1990). The 
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objective, through the use of this method, is to understand the consump-
tion experience from the inside (Robert-Demontrond et al., 2013), which is 
particularly suited to our subject; in our case, it is not just a matter of going 
towards ‘real people’ (Askegaard & Linnet, 2011), but of living with them 
and like them.

The data were collected during three different music festivals, in order 
to establish a significant comparative approach to multi-site ethnogra-
phy (Hannerz, 2003). The three music festivals chosen for the data collec-
tion were Hadra Trance Festival 2013 and 2014 (international psytrance 
music festival in France gathering more than 16,000 festival-goers during 
a four-day non-stop music performance), Musilac Festival 2016 and 2017 
(pop-rock festival in Aix-les-Bains, France with 50,000 people) and Tomor-
rowland Winter Festival 2019 (first edition of the winter version of the 
famous international electro-music festival, that took place in Alpe d’Huez, 
ski resort in the French Alps, attracting 23,000 festival-goers, 78% of whom 
came from outside France). 

The ethnographic immersion is characterized by the plurality of sources 
but also of data collection methods (Kozinets, 2009). Photos, videos, note-
taking, logbook, semi-directive, or informal interviews were performed 
during each event (Table 4.1). 

Table 4.1: Data collection tools used in this research

Hadra Trance Festival 
2013

logbook, semi-structured interviews (7), informal 
interviews (7), introspection, videos, photos, document 
collect.

Hadra Trance Festival 
2014

logbook, informal interviews (12), longitudinal 
observation of one festival-goer, introspection, videos, 
photos, document collect

Musilac Festival 2016 logbook, videos, photos, introspection

Musilac Festival 2017 logbook, videos, photos, introspection, semi-structured 
interviews (2)

Tomorrowland Winter 
Festival 2019

logbook, semi-structured interviews (5)
informal interviews (11), introspection, videos, photos

Source: Authors’ elaboration

Data were also collected afterward on social media (through the Face-
book pages of the events) to collect festival-goers’ verbatim according to 
the netnographic approach (Kozinets, 2009). A specific analysis of the tra-
ditional post-event festival organizer ‘thank you’ publication’s comments 
was conducted. The netnography of post-festival comments has been 
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considered as an asynchronous observation in the sense of Dion and Sitz 
(2013), as the traces left by consumers. Comments, but also posted videos, 
were collected and analyzed.

Textual data were coded according to an open thematic manual process 
(Corbin & Strauss, 1990; DeWalt & DeWalt, 2011). We used a semiologic 
analysis for visual data (Beaud & Weber, 2017). Then, the data processing 
was carried out using a triangulation process involving all the data. Gradu-
ally, an analysis grid was refined. It integrated the components of the festi-
val experience in terms of sharing emotions, but also the dimensions of the 
experience more broadly as well as cultural, social and community aspects.

Results and discussion 

The quality and nature of emotional interactions as an 
experience barometer
Our results show above all that the phenomena of emotional contagion and 
the sharing of emotions are omnipresent within the festival. Everyone is 
subject to the emotions of others, confirming Barsade’s (2002) results in the 
working place context. For some, the nature of social interactions is even 
the most crucial point regarding the experience: “Thank you to all those 
festival-goers I met and who smiled to me, because it was in these smiles 
that I found the most wonderful resource of energy and happiness!!!!!!! “ 
(Publication of a festival-goer of the Hadra Festival). The ‘People of Tomor-
row’ also show a strong interest in maintaining this goodwill and respect 
between people that will condition the quality of the emotional atmosphere 
(De Riviera, 1992). The notion of exchange is essential in this experience: 
“when everyone talks with everyone” (Mary). It is “the right encounters” 
(Mélina) that make the consumer say that he is having a good time. The 
comparative netnographic analysis of comments to post-event Facebook 
‘thank you’ publications from festivals confirms this. Indeed, the results of 
our netnographic study show that the sources of satisfaction of the experi-
ence are the emotional and social interactions with the others festival-goers 
(Hadra Trance Festival and Tomorrowland Festival), or the artist perfor-
mance when the spatial organization of the festival and the culture of the 
community do not facilitate the setup of social interactions (Musilac Festi-
val). For the participants, the human factor is systematically put forward to 
characterize the satisfaction of the experience and the success of the event. 
On the other hand, the human aspect is mainly responsible for significant 
inconveniences during the event: “respect is apparently not a notion shared 
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by everyone!” (Aurore, in an angry tone, claiming in a Facebook publica-
tion after Musilac Festival).

Strategies of festival-goers looking for emotional 
interactions 
Festival-goers develop strategies to live a funny and shared experience and 
create the conditions for transferring emotions to other festival-goers. We 
have identified three strategies, which we’re going to present on a passive-
proactive continuum: 

1. Removing barriers to emotion transfer

This strategy consists of setting up structural conditions to facilitate emo-
tional exchange between two or more people. We observed two forms: 

1)	 Physical barriers removal to allow facial expression of emotions 
(Tcherkassof, 2008). Our observations during festive gatherings on 
Tomorrowland Winter show that when festival-goers entered a fes-
tive zone (outdoor dance floor) they used to remove almost system-
atically the ski equipment hiding their face (e.g. goggles, neckwarmer 
or sunglasses) even if the weather conditions were not good. Remov-
ing the ski-goggles or neck warmer helps to create the conditions for 
the exchange, to show that the festival-goer is willing or waiting to 
exchange. 

2)	 Mental barriers removal to disinhibit behavior and thus break down 
barriers between festival-goers. The psychotropic drugs (alcohol, 
drugs) taken by the festival-goers during those collective and fes-
tive moments have this function. The common point of the effects 
sought by those who use drugs is the removal of inhibitions and/or 
the desire to communicate. Thus, taking drugs and alcohol, because of 
the decrease of shyness or social modesty, facilitates this contact and 
the intimacy of the relationship: “it’s easier to meet people, we know 
it, it makes it easier” (Rémi during the Hadra Trance Festival). This 
allows people both to reach out more easily to others (contaminator), 
but also to develop the attitude of emotional openness allowing to be 
contaminated more easily. 

Our observations show that this way of facilitating emotional open-
ness by removing barriers to the transfer of emotion is most of the time 
an unconscious strategy or at least an automatism from the festival-goers. 
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2. Dress with disguise or accessories

 The goal is to encourage social interactions. “It’s contagious, we attract a 
lot of people with our disguises” (Acajou / HTF). During the day, colorful, 
atypical or exuberant clothing is legion among festival-goers and encour-
ages social interaction. They are a pretext to initiate a discussion or simply 
to exchange a smile. “It’s to get noticed, attract attention and to discuss with 
people” (Nicolas, HTF organizer). During day and night festivals, like the 
Hadra Trance Festival, they change at night for fluorescent colors or phos-
phorescent accessories to remain visible. The creation of social interactions 
between festival-goers who do not know each other, through disguises, is a 
first step in the process of establishing emotional interactions. The disguise 
serves as a pretext to establish an exchange between people. This two-step 
process is significant to this dressing-strategy. 

Costumes and accessories are not only linked to a notion of identity 
(Masset & Decrop, 2017), but also to a desire to create social interactions in 
order to share emotions with new people.

Four types of disguises were identified to define four festival-goer pro-
files regarding the use of costumes to create social and emotional interac-
tions. All of them encourage emotional exchanges, both outside and inside 
the group.  

The playful

In this category we find those who disguise themselves in a playful logic 
with original, offbeat and differentiating costumes or those who divert the 
use of accessories, inflatable objects for swimming pools for example, or 
as in Figure 4.1 with the little horse which systematically provokes social 
interactions and exchanges.

Figure 4.1: Social interactions ‘creation due to accessories (one minute between the 
two photos) / Hadra Trance Festival 2014. Source: Nico Didry.
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The patriot

Those who wear their national flag to show where they are coming from. 
“With my flag, I’ve made a lot of friends, people come up to me and ask me 
if I’m from South Africa, and why there’s an Australian flag on the bottom 
of my South African flag” (Bradley, TML). It’s also part of the Tomorrow-
land codes and culture and thus specific to the Tomorrowland Festival. 
The organizers enhance the fact that there are 113 different nations for 
the winter edition and more than 200 for the summer edition, to show its 
worldwide attractivity. This culture or behavior to wear one’s country or 
region flag is starting to spread in other festivals (Figure 4.2.).

Figure 4.2: Flag and nations costumes during Tomorrowland Winter Festival 2019. 
Source: Nico Didry.

The community based

In this profile, festival-goers are showing their belonging to the festi-
val community or the specific music community of the festival, wearing 
t-shirts, caps, make-up, or accessories like the festival’s flag or the music 
style community. The festival access bracelets collection proudly displayed 
on one’s wrist is a way to show this belonging and involvement but also a 
way to initiate social interactions. For the Hadra Trance Festival or Tomor-
rowland, the festival-goer shows that he knows the codes of the festival, 
specifically the notions of respect and sharing and that she/he is open to 
sharing emotions with others. For the more classical festivals (e.g. main-
stream festival without a strong link with a community or without sharing 
values), showing one’s belonging to the community highlights similari-
ties and common points, and allows the creation of a synergy between the 
members of the community, who recognize each other, which helps to ini-
tiate relations (Figure 4.3). 
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Figure 4.3: Festival or community costumes during Tomorrowland Winter Festival 
2019 and Harda Trance Festival 2014. Source: Nico Didry.

The group-based

Those who choose to wear the same costumes or accessories as the other 
members of the group. Our observations highlight that this behavior fos-
ters emotional and social exchanges within the group (intra-group). This 
is the main motivation of their members: “We want to live something even 
stronger together” (Sam, TML). But it also creates strong social interactions 
with other groups (inter-group) when two disguised groups are meeting. 
Even if it is less conducive to interpersonal exchanges if the group remains 
centered on itself and is not open to the outside world, it helps to create a 
festive atmosphere, free of social modesty, facilitating emotional interac-
tions (Figure 4.4.).

Figure 4.4: Group costumes during Tomorrowland Winter Festival 2019. Source: 
Nico Didry.
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3. Implementation of actions or behaviors to reach out to others and 
create relationships

This is the more proactive strategy, in which the festival-goers reach out to 
one another. They use accessories like sprays, make-up, or smartphones to 
do selfies. These will allow the contaminator to go directly to others rather 
than waiting for others to come to him. The emblematic example is the 
spray or vaporizer, very present in the daytime and when it is hot (Figure 
4.5.). Community members use it to create the first eye contact and to be 
able to exchange smiles. “It’s a way to meet people. At the festival, you 
always have people who are dressed up, or with spray, make-up. It cre-
ates exchanges: bringing something to the other, and having something in 
exchange, a look, a thank you “ (Emilie, HTF). 

Figure 4.5: Spray or vaporizer to initiate emotional exchanges during Hadra Trance 
Festival 2013. Source: Nico Didry.

Finally, we also observe even more direct attitudes such as the hug, “this 
is a trance thing, as there is no barrier, we hug, take care of you” (Emilie, 
HTF). This exchange of emotion involving direct physical contact shows 
a strong closeness between the members of the community. Hugs are not 
reserved for people who already belong to the circle of friends or relatives 
but are used between people who do not know each other. “This morn-
ing, a guy was really happy and he was kissing everybody” (Alex, HTF). 
This behavior was observed very frequently during the Hadra festival. This 
closeness and this opening of the festival-goers, via the hug in particular, 
were not observed in other places. Only the “free hug” behavior (people 
carrying a sign with “free hugs” written on it) proposed by festival-goers 
was observed in other festivals (Musilac, TML). But the approach was not 
proactive as at the Hadra Trance Festival. This confirms the importance of 
the cultural aspect of the context via values and social codes (Figure 4.6.). 



4: Emotional interactions in festivals  59

Figure 4.6: Hugs between festival-goers who don’t know each other during Hadra 
Trance Festival 2013. Source: Nico Didry.

All these behaviors shape the festival experience. Even if all the festi-
val-goers do not have any proactive and conscious strategy, they are all 
affected by the pro-active behavior of the festival-goers. The proportion of 
festival-goers who are pro-active in creating emotional exchanges varies 
greatly from one festival to another and depends in particular on the cul-
tural codes of the community linked to the festival.

Three levels of emotional interactions between festival-goers
Our research shows that the experience is strongly shaped by its human 
dimension and particularly its emotional factor. However, this has three 
levels:

1)	 The restricted circle – “the people I am with, the people around me” 
(Acajou). At this level, the diffusion of emotions, through the social 
sharing of emotions or through interpersonal emotional contagion, 
between people in the intimate sphere of the spectator are omni-
present and continuous throughout the experience. These emotional 
exchanges are interpersonal.

2)	 The ephemeral and random encounters – “the people we will meet” 
(Jeremy). This ranges from an exchange of smiles with a person crossed 
on the festival to a more intense sharing of emotions in the case of the 
abovementioned hugs, or when two groups are meeting for example. 

3)	 The extended circle – “the people who dance” (Alex), i.e. the active 
audience in general. The attractiveness of the crowd observed at festi-
vals is significant at this level. 
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Groups move from one place to another according to the number of 
people present in that place, and not only according to the artistic con-
tent. The broader human environment is considered by festival-goers and 
is part of the strategies linked to emotional exchanges: “It’s very different if 
there’s no crowd; it’s like a thing between friends, more private. It’s more 
intimate, (...) but you have no one to share with” (Aymeric). Festival-goers 
seek to experience emotional interactions with the crowd as an emotional 
unit (Le Bon, 1895). Emotional contagion is not only interpersonal but 
should also be extended to a wider environment. We suggest integrating 
this ‘mass’ contagion (Didry & Giannelloni, 2014) systematically in the col-
lective emotional dynamics’ studies. 

Thus, it shows that the three levels of social link value proposed by Pulh 
et al. (2005) (i.e. the value of social interaction, social practice, and social 
communion) can be analyzed on an emotional dimension. 

Finally, our study allows us to deepen and refine the categorizations 
of social interactions during the consumption experience. Roederer (2012) 
has identified three categories of people with whom the consumer inter-
acts during the consumer experience: family members (friends, family, col-
leagues...), strangers (crowds, other store customers, etc.) and contact staff 
(guides, controllers, etc.). Our results show that this categorization does 
not work in the context of the festival experience, mainly because it does 
not allow for the dissociation of crowds and unexpected encounters.

Broadening the notion of accompaniment, towards an 
emotional group
During the Hadra Festival, many festival-goers come alone because they 
know that they will have social and emotional interactions with lots of 
festival-goers during the festival. There is less need to be accompanied as 
many festival-goers become ephemeral or longer-term companions, like 
Jean-Baptiste who says “no worry, you walk 20 metres and you’re meeting 
someone”. The netnographic data analysis of the post-event comments on 
the Facebook page of the Hadra Trance Festival shows that many festival-
goers went alone to the festival and that many encounters lasted during 
the whole festival. This calls into question the fact that the lack of compan-
ion is a major barrier to participation, as Searle and Jackson (1985) have 
suggested. This also leads us to suggest that accompaniment may not be 
necessary. Debenedetti (2003: 44) defines accompaniment of the visitor to 
a leisure place as the “presence or absence of one or more relatives at his 
or her side (spouse, friends, family member) during his or her trip to that 
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place”. However, our study suggests that this notion of accompaniment 
should be broadened in order to approach this notion with a dynamic per-
spective of emotion, in the sense that, for example, companions can change 
during the experience.

Drawing on the concept of a group of friends (Decrop et al., 2007), we 
suggest an extension of the group units to approach the study of entertain-
ment leisure activities. Although Debenedetti (2003) had already proposed 
to consider the group rather than the individual, arguing that in leisure 
activities the unit of analysis is not the individual but the intimate social 
group to which he belongs, our study shows that in the specific context of 
festivals, this is not enough. The group of friends is, according to Jehn and 
Shah (1997), a group with close and interpersonal ties and positive and 
friendly pre-existing relationships between members. We propose to add 
as an analytical unit, the groups resulting from unexpected encounters at 
the place of experience that we will qualify as an ‘emotional group’. By 
emotional group, we mean a group that is formed transiently to live the 
experience together and share its emotions through direct interpersonal 
interactions. We also suggest integrating as an analytical unit the group in 
the broad sense present at the festival, i.e. the public in the sense of Tarde 
(1901), with whom the festival-goer is linked by a sense of belonging and 
identification. We used the framework of Decrop et al. (2007) to character-
ize the different types of groups, to develop a typology of groups to be 
considered as a unit of analysis in the context of festivals and shows.

Conclusion
Our study of emotional interactions during music festivals highlights 
the need to take into account the wider human environment in order to 
analyze this consumer experience and the behavior of spectators or festi-
val visitors. Beyond the fact that the nature and quality of the social and 
emotional interactions lived during the experience are determining fac-
tors in consumer satisfaction, it emerges that these emotional exchanges 
are sought after by festival-goers. This search for social contact and emo-
tional exchange helps to explain their behavior. Different strategies are 
used, ranging from passive to proactive, which also highlights different 
profiles of festival-goers in terms of their search for emotional interaction. 
Some prefers to be contaminated and then share their emotions in return, 
others prefer to be contaminators and then receive emotions. Our results 
emphasize that this festival experience is not only a complete collective 
experience but also a collaborative experience. The emotional atmosphere 



62  Sustainable and Collaborative Tourism in a Digital World

depends directly on the social and emotional interactions developed by 
the festival-goers. Music festival managers and touristic product manag-
ers should consider this, and develop strategies to increase the collective 
emotional dimension of the experience, by implementing codes, values or 
actions that facilitate social and emotional interactions.

We proposed an analytical grid based on the observation of social and 
emotional interactions with three types of subjects: (1) groups of friends, 
accompanying persons with whom they have social link prior to the event, 
and with whom the festival-goer will share most of the festival experience; 
(2) emotional groups, persons met in an ephemeral and random way during 
the festival. We have observed that the strategies implemented by festival-
goers (disguises, etc.) to create encounters that are oriented towards this 
type of person; (3) the crowd, an aggregate of people perceived as a mental 
unit, also expressing their emotions.

The phenomenon of emotional contagion, therefore, occurs at two levels, 
an interpersonal level, and a mass level. 

We have also shown that an analysis of the collective emotional dimen-
sion of an event makes it possible to explain the accompanying phenomena. 
Therefore, accompaniment attributes are directly related to the possibility 
of sharing emotions and experiencing emotional interactions with others 
during the experience. It opens a new field of research to determine those 
specific characteristics.

The strategies developed by the festival-goers, and their behaviors 
regarding interpersonal relationships are varied and can be different from 
one festival to another as they are linked to the cultural codes related with 
the festival. Therefore, the nature and intensity of emotional exchanges 
also depend directly on the socio-cultural context, and on the codes and 
values put forward by the community present at the festival.
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The objectives of this chapter are to: 
�� Identify the main elements of the collaborative economy and their 

impact on tourism in the European Union.
�� Point out the benefits of the sharing economy for tourists in the 

European Union.
�� Indicate the nature of the guest-tourist as a consumer and holder 

of special rights in the European Union.
�� Determine consumer rights in the European Union regarding 

international jurisdiction and applicable law.
�� Analyze whether the clauses of international jurisdiction and 

applicable law of the service contracts established by the 
platforms are adapted to consumer rights in the European Union.

Keywords: collaborative economy, European Union, consumer 
protection law, consumer rights.
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Introduction
Europe is the most touristic continent in the world, receiving more than 
50% of all international tourists (Santolli, 2017) according to the World 
Tourism Organization. People from all over the world want to go to the 
most famous tourist attractions in Europe and what once seemed a dis-
tant dream to international tourists due to the high prices of hotels and air 
tickets, is now possible thanks to the competitive prices of international 
airlines such as Ryanair, Vueling and EasyJet (O’Connell & Williams, 2005) 
and the alternative to traditional accommodation providers: collaborative 
economy platforms such as Airbnb, HomeAway or Wimdu. This short 
research paper will be focused on this type of platform, which provide 
mainly hosting services, and the legal aspects of their terms and conditions 
of service.

The collaborative economy in the tourism industry is a growing busi-
ness model, which allows consumers around the world to rent a spare 
room, an entire house or an apartment, for a short period of time, at a lower 
price than the accommodation offered by the traditional service providers 
such as hotels. However, this phenomenon was not born as a trending idea 
or an alternative way of getting an extra income, but of the pure necessity 
of generating cash in a period when the economy was stagnating, and the 
owners of properties needed to be creative with the available resources. 
The collaborative economy is characterized by generating economic benefit 
(Botsman & Rogers, 2010) from assets that would otherwise be given little 
or no use by their owners or holders. However, the concept of ‘resources’ 
covers much more than just assets, since resources can refer to spaces, skills 
and any kind of goods, which, if not made available to the collaborative 
economy, would be largely unused.

It is necessary to clarify that the platforms are not lessors, they do not 
own the properties to be rented; they are merely intermediaries between 
the owners of the properties and the future guests (Fainmesser, 2014). Their 
main service is to act as intermediaries for the provision of short-term lodg-
ing, but they can also provide underlying services that can be connected to 
the lodging or can be totally independent (European Commission, 2016). 
These underlying services range from making reservations in different 
types of establishments to booking adventure experiences, sports activities 
or activities related to the local culture. The platforms are set up in accord-
ance with a sales strategy that suggests tourists must have a complete expe-
rience in the place where they are staying, and they offer tourists options 
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that allow them to get to know the place they are visiting quickly and on 
a budget.

From the tourist’s position, the growth of the accommodation on offer 
was a refreshing alternative to hotels; together with the newest trend in 
property matters: using and enjoying the property, without even think-
ing about acquiring it. Therefore, from a tourist decision-making point of 
view, selecting specific accommodation depends on two basic conditions, 
the location and the price, which are directly related to the level of comfort 
you seek for your stay. The first condition, the location, is key to determin-
ing if the potential guest chooses a property offered by the collaborative 
economy in the tourism industry. The proximity of tourist areas, the avail-
ability of efficient means of transport, the physical conditions of the roads 
and the local aid available to tourists are essential factors when choosing 
a tourist destination and later planning a holiday. Regarding the second 
condition, the price, it is reasonable to point out that the primary fixed costs 
such as public services and taxes are borne by the owner, because in order 
to be the holder of the property, he is responsible for at least the mainte-
nance of the dwelling. 

Thus, the owner of the property obtains an additional and efficient profit 
(Ranchordas, 2015) from an asset that, if not made available to the collabo-
rative economy would not produce higher returns than those arising from 
a common lease agreement (Alfonso, 2016). When the owner assumes these 
costs, the price of the accommodation decreases, which allows the future 
guest to take this type of stay into consideration and weigh it according to 
his economic capacity. It should also be said that although the prices for 
tourists decrease, the prices for tenants rise, so much so that in Madrid 
and Barcelona, for example, in some neighborhoods, family homes were 
replaced by tourist houses (Gil & Fernandez, 2018).

State of the collaborative economy in the EU
As a growing phenomenon, the collaborative economy in the tourism 
industry started without much regulation (Vilalta Nicuesa, 2018), but 
the member states of the European Union began to see the advantages 
and the drawbacks of the interactions between the different actors in the 
collaborative economy arena. The EU established that the collaborative 
economy must be seen as a business opportunity because these platforms 
aim for the creation of ‘digital value’, which is a key concept for the future 
economic growth of the European Union and the consolidation of the 
digital single market, by means of ICT. Additionally, it is also pointed out 
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that the appearance of the platforms has brought with it a change in the 
digital economy because they have the power to create and influence new 
markets and pose challenges that stimulate the adaptation of the traditional 
ones. According to the above, the dynamics of the platform creates new 
economic participants, diverse business lines and new business projects 
(COR, 2016).

The EU’s attention to the collaborative economy has allowed it to issue 
several documents on how the member states should deal with this phe-
nomenon, and has focused the academic literature on consumer rights 
(Dumancic, 2017; Petersen, 2018; Soltero Mariscal & Vargas-Hernández, 
2017) and the contractual obligations of the platforms. In accordance with 
the above, the European Union has recognized the consumer relationship 
between the platform and the guest (COR, 2016) and has emphasized the 
importance of enhancing consumer protection in this arena, because many 
factors would appear to be advantageous to the platform, to the detriment 
of the consumer in an online scenario. These factors include: misleading 
advertising, the low or nonexistent legal responsibility of the platform 
when a dispute arises, little use of or insufficient information available on 
the option of using ADRs as an online dispute resolution platform (Rodri-
guez, 2017), misleading prices, forcing the consumer to accept foreign juris-
diction or applicable law to obtain the service and putting the consumer in 
the unfair position of having to sue for compensation in a country other 
than the one in which he/she resides. 

Under the current state of affairs, in which we can see that the collabora-
tive economy platforms have created a successful business without follow-
ing the minimum legal parameters of consumer protection, the European 
Union has taken some corrective measures (EU, 2019) regarding the clauses 
established by these platforms. On the other hand, it is important to note 
that in the contractual relationships established between the platforms and 
the consumer-guests, the domicile of the parties, in most cases, guarantees 
the international nature of the contract, complicating the question of how 
a clause should be written and what characteristics it must have to be con-
sidered correct. The fact that a clause covering the terms and conditions 
subscribed between the consumer and the platform is in accordance with 
current consumer protection laws, means that the platforms have modi-
fied their services contracts, considering the consumer not only as a client 
but as a subject of special protection. The latter can be verified thanks to 
the intervention of the European Commission in the clauses of the Airbnb 
platform in July 2018. 
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The European Commission and the authorities for the protection of EU 
consumers urged the Airbnb platform to change the clauses contained in 
its terms and conditions of service, given that these failed to comply with 
several EU rules and regulations (European Commission, 2018), based on 
the lack of price transparency and the fact that the current clauses facili-
tated the exercising of other abusive business practices, harmful for the 
interests of  the consumer. On the specific issue of international jurisdic-
tion, the Commission indicated that Airbnb was misleading consumers 
when it established in its clauses as competent a jurisdiction different from 
that of the consumer’s member state of residence. Additionally, Airbnb 
cannot unilaterally and without the consent of the consumer change the 
conditions of service because the consumer will remain in the dark regard-
ing their new rights and obligations. In September 2018, the Commission 
announced that the platform had complied with what it was entrusted to 
do; leaving Airbnb terms and conditions more adapted to EU consumer 
protection regulations.

Methodology
Both qualitative-descriptive and qualitative-critical methodologies are 
used. Initially, the characteristics of the EU private international law regu-
lations referring to international jurisdiction and applicable law are listed, 
as well as the consumer special rights contemplated in them. Finally, the 
qualitative-critical methodology is used to carry out a critical analysis of 
the clauses of four platforms: Toprural, Airbnb, Homelidays and Escapade 
to determine whether these clauses are drawn up in accordance with the 
EU consumer regulations and to ascertain their weaknesses. 

In accordance with the above, the qualitative-critical methodology 
focuses on analyzing and pointing out the inconsistencies that arise 
between the text of the clauses and the legal requirements demanded by 
the European authorities for contracts involving consumers in order that 
changes can be introduced, with the aim of improving the wording or 
pointing out the missing legal elements so that the clause can be considered 
correct. In the special case of Airbnb, which has already been reviewed by 
the European Commission, it will be to verify if this platform continues 
to comply with the EU consumer protection law. The objective of using 
these methodologies is to answer the research question: are collaborative 
economy platforms in the tourism industry obeying the consumer law of 
the European Union?
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Private international law regulations regarding the consumer
Private international law (PIL) is in case of a dispute between the parties, 
the regulation that is responsible for providing the answers on which court 
should have jurisdiction  and which law it should apply to the contract, if 
the parties have failed to establish these points in their contractual agree-
ments. It is important to note that, even if the parties have agreed on what 
specific law will be applied, there are circumstances in which these selec-
tions must be modified or added to, given that the rights of specially pro-
tected subjects such as the consumer, the employee or the policyholder and 
beneficiary of an insurance policy prevail, because EU legislation seeks to 
protect the weaker party to the contractual relationship (Rodriguez, 2014). 
In the EU, the rules of PIL   are firstly contained in the EU regulatory instru-
ments, only if we cannot apply them will the PIL give us the answer on the 
steps to follow in accordance with international conventions or treaties and 
finally it will refer us to the internal law of the country with jurisdiction. 

In matters of international jurisdiction and applicable law, the EU has 
two regulations in force in civil and commercial matters and contractual 
obligations. Regulation (EU) No 1215/2012 of the European Parliament and 
of the Council of December 12 of 2012 on jurisdiction and the recognition 
and enforcement of judgments in civil and commercial matters (Brussels 
I bis Regulation, hereinafter, RBIbis) and Regulation (EC) No 593/2008 of 
the European Parliament and of the Council of June 17 of 2008 on the law 
applicable to contractual obligations (Rome I Regulation – RRI). However, 
it should be pointed out that the regulations are not directly applicable. 
When the parties do not reach an agreement on international jurisdiction 
and applicable law, we must first verify that the scope of each regulation is 
complied with, and after that, check whether the specific and independent 
concept of a consumer as defined under these rules is applicable the con-
tractual party to which we intend to apply the rights and benefits contained 
in the regulations.

Thus, we have to first, with respect to RBIbis, check the four scopes of 
application: the material one, which determines whether the matter should 
be civil or mercantile, with some exceptions, article 1.2; the territorial, 
which states that the regulation is directly applicable in the member states 
territory, article 81.3; the cutoff date, which indicates that the matter must 
have been presented after 10 January 2015, article 81.2; and the scope of 
personal application or community connection, which determines which 
of the respondents’ domiciles, located in an EU member state, will be con-
sidered the permanent residence, articles. 5-6. Regarding the RRI, only the 
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scopes related to the material, territorial and cutoff date specifications are 
required, being aware that the latter applies to contracts concluded since 
17 December 2009, these are dealt with in articles 28 and 29. Regarding the 
consumer, each regulation establishes special rights and an independent 
definition, but there are common characteristics that indicate that a con-
sumer is an individual acting outside his trade or profession (Torres Lana, 
2013), and although this definition is general and it is not related to the 
dynamics of the collaborative economy in the tourism industry, by defin-
ing the guest as a consumer we are including him/her within the spectrum 
of the protection of EU consumer regulations.

Analysis of the platform’s clauses
In view of the above, let us begin with the analysis of the clauses of the four 
platforms to be reviewed, to determine if they are consistent with RBIbis 
and RRI; the platforms are Toprural, Airbnb, Homelidays and Escapade. It 
is essential to note that the clauses of these platforms are continually being 
modified, so it must be said that the text of the clauses discussed below was 
taken from the platforms’ web sites on December 1, 2019. Additionally, it is 
important to consider that the clauses may change according to the country 
where the person who enters the website is located, due to the domain of 
the platforms as well as language, payment method allowed in the coun-
try, advertising, and the services that can be provided in that country. This 
short analysis was carried out from Spain. First, we see below a jurisdiction 
and applicable law clause copied from the Toprural platform with a regis-
tered office in Madrid:

“Relations between the parties shall be governed exclusively by Spanish 
law. The resolution of any dispute between the Provider and the Traveler 
shall be the exclusive jurisdiction of the courts of the place of residence of the 
Traveler” (Toprural, 2019).

In this brief clause, Spanish law is indicated as applicable law, which is 
correct under article 3 of the RRI (European Parliament, 2008) that states: “A 
contract shall be governed by the law chosen by the parties”. This provi-
sion does not refer to the consumer rights stipulated under article 6 of the 
RRI, but merely establishes the applicable law without distinction between 
host and guest, since both participants can be considered as a ‘party’ in a 
legal conflict against the platform, whom it classifies as a provider. The last 
point is relevant because if the guest fulfills the requirements to be consid-
ered a consumer, then article 6 indicates that the law stipulated by the par-
ties applies; however, the consumer does not lose the protection afforded 
by the rules of his/her country of primary residence.
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With respect to the jurisdiction, the clause provides that the courts of 
residence of the guest are exclusively competent. This does not necessarily 
imply that the clause is in accordance with RBIbis (European Parliament, 
2012) with regard to consumer rights provisions contained in articles 17, 
18 and 19. First, we need to check article 19, and verify that this agreement 
does not fit into any of the three special cases provided for under this dis-
position, that we are going to explain later, and we move on to article 18, 
under which the consumer can sue the professional in either of two loca-
tions: his country of residence and the country in which the platform has 
its registered office. 

Therefore, the Toprural clause determinates the exclusive jurisdiction 
of the courts of the guest’s country of residence, the consumer, and does 
not contemplate the option that the consumer is entitled to have, of suing 
the platform in the jurisdiction where its registered office is located, as is 
established in article 18 of RBIbis, which stipulates that the consumer must 
have both options. As an example, we can say that a Belgian person who 
enters into a contract with Toprural, in case of dispute, can sue the platform 
in Belgium, where he/she has his/her domicile or in Spain, which is where 
the registered office of this platform is located, even if the clause establishes 
that the Belgian courts have exclusive jurisdiction. As a result of the above, 
we can say that this clause is incorrect because it lacks coherence with the 
provisions of the current consumer rights legislation established under RRI 
and RBIbis and could be considered null and void. 

We should continue with the following platform, Airbnb, the most 
famous, profitable and competitive platform (Zervas et al., 2017) of the col-
laborative economy in the tourism industry, with double headquarters; the 
United States and Ireland. The popularity of Airbnb requires special con-
sideration, before continuing with the analysis of international jurisdiction 
clauses and applicable law. Airbnb is the dominant platform in the current 
market and its success could be attributed to its initiative to invest in and 
develop a system of intermediation offering private homes as accommo-
dation with economic benefits for all parties involved (Oskam & Boswijk, 
2016). Additionally, Airbnb is the oldest for-profit platform of this nature 
that has managed to grow and evolve this system into a reliable business. 
Now, we can proceed to analyze the current international jurisdiction and 
applicable law clause displayed on the Airbnb website, which states the 
following: 
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“These Terms and Conditions will be governed and interpreted in accord-
ance with Irish law. In the event that you act as a consumer, and the consumer 
defense regulations that you apply on a mandatory basis in your country of 
residence contain provisions that are more beneficial to you, those provisions 
will apply regardless of the choice of Irish law. In the event that you act as a 
consumer, you may initiate any legal proceedings in relation to these Terms 
and Conditions before the competent court of your place of residence or before 
the competent court of the registered office of Airbnb in Ireland. If Airbnb 
wishes to assert any of its rights against you as a consumer, you may only do 
so before the courts of the jurisdiction in which you are a resident. If you are 
acting as an entrepreneur, you agree to submit to the exclusive jurisdiction 
of the Irish courts.” (Airbnb, 2019)

In this clause, the law of Ireland is indicated as applicable, which is cor-
rect in the light of the RRI, because the parties can choose the law that will 
govern the contract without regard to the place where they are located. In 
addition, this clause in accordance with article 6 of the RRI refers to the 
protections afforded in a consumer contract, in which the consumer does 
not waive the rights granted in its own country of residence by accepting 
that the law of another state will be the applicable law. Regarding inter-
national jurisdiction, the clause contains very detailed information on the 
courts in which Airbnb can be sued, following the provisions of article 18 
of the RBIbis, which stipulates that Airbnb can only sue the consumer at 
his/her domicile. However, the consumer has the option of either filing 
the lawsuit in the domicile of the platform or in his own. It is even stated 
that in case of acting as a professional or entrepreneur, the Irish courts will 
have jurisdiction, thus evidencing the special treatment that the consumer 
receives in comparison with the regular contractors.

In view of the above, and as the Commission has already pointed out, 
Airbnb contract clauses are now in compliance with consumer protection 
regulations. But it is important to say that the execution and compliance 
of the contract need a more exhaustive study with an analysis of specific 
cases to verify that the platform would respond to consumer requirements 
in a way that is consistent with the provisions established in its terms and 
conditions. Luckily, the Commission has already taken the first step to put 
this platform in check, this warning being the first indication of the need for 
special regulation to oversee platforms of this type.

Let us continue with the Homelidays platform (HomeAway, 2019), 
whose headquarters are located in London. Special consideration must be 
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given to this platform, because it is part of the HomeAway group, which is 
a subsidiary of Expedia Group, Inc., whose registered office is in the United 
States. This platform has its registered office in England, which is still part 
of the 28 EU member states, and therefore the regulations apply directly to 
this platform. The question is whether the consumer can also sue the com-
pany Expedia Group, Inc., from within the boundaries of the Union, even 
if it is registered in a country outside the EU. The answer is found in article 
17.2 of the RBIbis which states that the consumer can sue the professional 
service provider in a member state if he has a commercial establishment 
located in the EU, as is the case of Expedia Group, Inc., which, although it 
is in the United States, has a subsidiary in London, HomeAway. The RBIbis 
establishes that, in the case of the consumer, for all purposes, including 
jurisdiction, it will be considered that the professional with whom the 
service was hired is in a member state, if the company in question has a 
commercial establishment in the EU. Let us look at the international juris-
diction and applicable law clause viewable on the Homelidays platform: 

“13.1 These Conditions applicable to the Traveler shall be governed by 
the laws of England and Wales and the English courts shall have non-exclu-
sive jurisdiction to settle any claim arising from these conditions, without 
prejudice to the application of the laws and the jurisdiction of the place of 
Traveler’s residence (if acting as a consumer). It should be noted, by way of 
example, that the mandatory provisions of Spanish legislation will apply, 
and the Spanish courts will be competent for Travelers residing in Spain” 
(HomeAway, 2019). 

In this clause, in the first place, it assigns non-exclusive jurisdiction to 
the English courts, which implies that although the parties establish spe-
cific courts to settle the dispute in case of conflict, they also decide not to 
forgo the option of filing the lawsuit in a forum different from the one 
agreed upon, which could be considered competent in accordance with 
the applicable norms for determining competence (Sánchez Lorenzo, 2012). 
Unlike the exclusive jurisdiction clauses that are applied directly, the non-
exclusive jurisdiction clauses must be reviewed and analyzed by the judge, 
when performing the discretionary exercise in which he decides whether 
to decline (González, 2017) or accept the validity of this jurisdiction (Keyes, 
2005). Non-exclusive jurisdiction agreements are provided for under the 
RBIbis, in article 25, which states that the jurisdiction chosen by the parties 
will be exclusive, unless they indicate otherwise.

Regarding the rights of the consumer under RBIbis, it is not valid to 
claim that the choice of non-exclusive jurisdiction is harmful to the con-
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sumer because although the parties choose the courts of a specific country 
as competent, the other applicable forums are still valid according to the 
parameters of the clause, even in a more in-depth study, this type of clause 
could be regulated by the exceptions applicable under article 19 of RBIbis. 
However, it should be said that the wording could more clearly establish 
the criteria of article 18 of RBIbis so that the consumer, who usually does 
not know his own rights, can more easily understand his options if he 
wishes to sue. Before we continue with the clause analysis, it is important 
to stop for a moment and explain the exceptions relating to international 
jurisdiction in matters of consumer rights. 

As we can see in section 4 of the RBIbis, the agreements drawn up by 
the platforms in which the court of a specific country is established as com-
petent when it has no relationship with the consumer may be valid if their 
content refers to the exceptions indicated in article 19 of the RBIbis. Thus, 
this article establishes three circumstances that allow the benefits of articles 
17 and 18 not to apply, even if the contractual relationship is a consumer 
relationship. Article 19 indicates that these types of agreements will pre-
vail; (i) if they are agreed after the initiation of the dispute between the pro-
fessional and the consumer; (ii) if they allow the consumer to freely decide 
whether to file the lawsuit at their own domicile or at the professional’s 
and the agreement establishes additional forums, allowing the consumer to 
voluntarily choose which one to go to; (iii) if both the professional and the 
consumer have their domicile or primary residence in the same member 
state at the time of entering into the contract, they can establish the courts 
of that State as competent, provided that it is permitted by the law of that 
State.

Once we have established the exceptions, we can continue with the anal-
ysis of the clause. On the example that the clause sets, it could be pointed 
out that there is an inconsistency between what the clause states in a gen-
eral sense and what is indicated as an example. In the latter, it is indicated 
that, if you reside in Spain, the competent courts will be those of that coun-
try. Although one of the possibilities available under RBIbis is that the con-
sumer can sue at his own domicile, there must always be the option for 
him to sue the professional in the state where he has his registered office, 
therefore, establishing a clause of this nature with a single forum, even 
if it includes the consumer’s jurisdiction, is still wrong. Additionally, in 
the example, there is no reference to non-exclusive jurisdiction, which is 
extremely important in the drafting of the general clause. In the matter 
of applicable law, the wording of the clause complies with the provisions 
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of the RRI, because, first, the laws of a specific state -England and Wales- 
are determined as applicable. Subsequently, the clause indicates that if a 
person acts as a consumer the laws of the traveler’s place of residence still 
apply, taking into account that the traveler can be, the consumer-guest 
party. 

Finally, we have the Escapade platform (Escapade, 2019) with headquar-
ters in Girona, Spain. This platform has terms and conditions of service in 
which nothing is mentioned about international jurisdiction and applicable 
law. The question in this case would be whether Private International Law 
can help us find the answer when there is no agreement between the par-
ties. First, it must be said that, since Spain is one of the EU members states, 
this platform, being in that country, must comply with EU regulations for 
consumer protection. In the case of international jurisdiction, the RBIbis 
articles 17, 18 and 19, relating to the jurisdiction in the matter of contracts 
concluded by consumers apply regardless of whether there is an agree-
ment on which courts to go to in case of conflict, even when the parties 
reach agreements that are contrary to what is established in this article, the 
regulation still prevails. 

Thus, if the parties do not agree on which courts would be competent 
in case of conflict, the consumer can sue the professional either at his own 
domicile or at the latter’s. In the case of the professional, he can only sue the 
consumer at his own address. Regarding the applicable law, the RRI has a 
provision that defends the interests of consumers because it establishes that 
if there is no agreement between the parties, the contract will be governed 
by the law of the country in which the consumer has his primary residence. 
However, for the latter to be determined as applicable, one of the two con-
ditions mentioned in the standard, concerning the business activities of the 
professional, must be met. The first, that this company pursues its com-
mercial or professional activities in the country where the consumer has 
his primary residence, this being the natural market of the entrepreneur in 
question (Carrizo Aguado, 2018) and the second that, by whatever means, 
it directs such activities to that country or to several countries including 
that country, and the contract falls within the scope of such activities.

This concept of activities aimed at a member state should not be taken 
lightly. Establishing whether a professional directs his activities to a cer-
tain territory is not easy to determine when we talk about online platforms 
located anywhere in the world, which allow for the acquisition of goods or 
services through the internet. The Court of Justice of the European Union 
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(CJEU) has indicated that there is evidence that can be used to determine 
this situation, revealing the international nature of the commercial activity, 
such as the listing of telephone numbers with the international prefix, the 
use of domains on the web pages of the seller that do not coincide with that 
of the member state where it is established; for the seller himself to claim 
to have clientele located in the member states; the establishment of pay-
ment in euros or in any of the currencies used in the member states and the 
choice of being able to change the currency; to allow users to change the 
language of the website to one of the languages commonly used in the EU, 
among others (CJEU, 2010)

This evidence alone does not prove that the commercial activities are 
directed towards a member state, these must be duly accredited in a trial, 
so that the judge can recognize the existence of a connection between the 
evidence indicated above and the commercial activities of the professional. 
The response of the PIL to the consumer that contracts services with the 
Escapade platform, which, as mentioned, does not have an international 
jurisdiction and applicable law clause, is clear. However, it has elements 
that must be analyzed in the light of the specific case, because if any one of 
the requirements that the regulation demands is not fulfilled, with respect 
to either the consumer or the professional, the consumer protection articles 
of the regulation could not be applied. In that case, it would be necessary 
to check if the contract fits in with the provisions of other articles by the 
nature of the parties involved or if not, to revise an international agree-
ment or the internal or national law of the state where the parties intend 
to litigate.

Conclusions
As we can see, the answer to the question of whether or not the platforms 
of the collaborative economy we referred to are obeying the consumer law 
of the European Union is “no”, in a quantitative way of speaking, because 
only one of the four platforms that were analyzed in matters of applica-
ble law and jurisdiction is following RBIbis and RRI. It must be said that 
Airbnb is the only one that is obeying consumer rights regulations, doing so 
since 2018 because the European Commission gave them a deadline to fix 
their term and conditions and they complied, and they are continuing to do 
so; the other platforms have room for improvement. Therefore, the clauses 
listed by the platforms Toprural and Homelidays can be considered abu-
sive, because there is a lack of transparency (Rodríguez Achútegui, 2016) 
in the terms of the agreement and because these are not consistent with EU 
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consumer rights legislation, and favor the platform to the detriment of the 
consumer. With respect to the legal gaps generated by the absence of essen-
tial clauses in the terms and conditions of the Escapade platform, these can 
be filled with the RBIbis and RRI regulations.

The pattern here is that these platforms have detailed web pages regard-
ing their services and the accommodation they offer, but in regard to their 
applicable law and jurisdiction clauses, they do not put much effort into 
investigating what is the correct way to establish the content of their terms 
and conditions according to European consumer law. As a result of this 
short investigation, we can say that three of the four platforms are currently 
in breach of EU regulations and only one of them continues to comply due 
to being the subject of special monitoring by the European Commission. 
In this context, the judge has been given the function of identifying and 
canceling abusive clauses that may violate the rights of consumers (Alonso 
Bezos, 2016). Additionally, to verify the possible nullity of these clauses, 
the content must also be verified, since these may be in flagrant violation 
of consumer rights (Hualde Manso, 2016), and therefore would be deemed 
null and void.
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6	 An analysis of meal-
sharing reviews to 
explore serendipity
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The objectives of this chapter are to: 
�� Understand meal-sharing dynamics. 
�� Explore the dimensions that promote serendipity in meal-sharing 

experiences
�� Analyse online guest reviews through a content analysis 

technique. 
�� Present hospitality, food and tourist-tourist interaction as the 

most prominent dimensions of serendipity in meal-sharing 
experiences.

�� Provide insights to improve marketing strategies of platforms 
and hosts.

Keywords: tourism, sharing economy, meal-sharing, serendipity 

Introduction
In the period 2008-2018, the positive variation of tourism industry receipts 
was higher than the worldwide GDP growth (UNWTO, 2019a). In 2018, 
the European Union was the region with the highest total tourist receipts, 
while France and Italy were amongst the top six tourism earners in the 
world (UNWTO, 2019a). In the case of France, “consumer foodservice 
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accelerated its digitalisation in 2018, which allowed for improved customer 
experiences and/or production optimisation. Whilst operators widely 
innovated in terms of digital tools to consolidate or gain share, digital 
usage varies significantly between channels” (Euromonitor International, 
2019a: 45). The mentioned adaptation is not only related to the use of new 
technologies, but to the experience itself. In the Italian market, for exam-
ple, “consumers are also showing themselves to be increasingly willing to 
try new products, ingredients and flavours” (Euromonitor International, 
2019b: 33). Cross-cultural empirical studies confirm that novelty-change is 
a fundamental dimension inherent to innovation in food products (Guer-
rero et al., 2009). Another important aspect for travellers’ food experiences 
is surprise, which was related to the simplicity, complexity and genuine-
ness of these moments (Goolaup, Solér & Nunkoo, 2018). 

In recent years, the number of innovative tourism experiences in terms 
of sharing economy initiatives has increased (WEF, 2019). Amongst the fac-
tors that influenced the growth of sharing economy after 2007 were the 
reduction of consumer trust in corporations and the purchasing power of 
consumers (European Union, 2013). In this context, some activities emerged 
and became key sectors in this area, such as home and car-sharing (Sigala, 
2015), which is expected to present a revenue variation from USD 15 billion 
to USD 335 billion in the period 2014-2025 (UNWTO, 2019b). Concerning 
meal-sharing platforms, they are considered a potential market, which is 
currently underdeveloped (UNWTO, 2019b).

Conceptually, the sharing economy can be defined as “individuals offer-
ing their underutilized assets to others using digital platforms” (Bakker & 
Twining-Ward, 2018: 13). Thus, amid the aspects that differentiate sharing 
economy practices from traditional markets are the digital technologies 
that are used to match consumers and sellers, as well as the word of mouth 
reviews (Schor, 2014; WEF, 2017). Furthermore, the sharing economy is 
used to be related to eco-friendly initiatives, like the circular economy 
(OECD, 2019).   

In tourism, the sharing economy represents a new way to increase the 
possibilities of connection between tourists and hosts (UNWTO, 2017): in 
these immersive experiences, tourists have the opportunity to enjoy a more 
local connection and interact with the hosts (Guttentag, 2015). 

The expectation of unique experiences (Mao & Lyu, 2017) reinforces ser-
endipity as an important enabler of sharing practices, including the meal-
sharing sector. The term serendipity, which can be defined as the ability of 
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making unexpected discoveries and finding interesting or valuable things 
by chance while travelling (Cary, 2004), has already been addressed by 
social scientists, medical humanists, and in applied research (Merton & 
Barber, 2006). Some of these studies have been conducted with organiza-
tions operating under the concept of the sharing economy. Mody, Suess 
and Lehto (2017) analyzed Airbnb and considered that the activity can 
create landscapes that offer serendipity. In turn, O’Regan and Choe (2017: 
169), analyzing Airbnb and cultural capitalism, acknowledged that the new 
“market morality encourages tourists to seek the ease of market exchanges 
for experiences over serendipity”. Boswijk (2017) suggested that Airbnb’s 
success can be explained by a creative vision that resulted from serendip-
ity. Although some research can be found in the context of the sharing 
economy, meal-sharing dynamics and serendipity can be considered an 
understudied subject. 

By identifying this aspect, as well as the gap in the literature related to 
meal-sharing and serendipity, this chapter explores the dimensions that 
promote serendipity in meal-sharing experiences. To achieve this objective, 
a content analysis was performed through online reviews on the EatWith 
website, one of the main food service platforms (OECD, 2016). A deeper 
understanding of the main aspects that promote serendipity in shar-
ing experiences can enhance the value created to consumers and sellers 
through food sharing experiences.

Literature review

Meal-sharing experiences and serendipity
Meal-sharing platforms have been designed to provide travellers with the 
possibility to connect with local residents and to engage in an overseas 
culture at the meal table (CNBC, 2015). This practice can become popular, 
similarly to other sharing economy practices such as home-sharing and 
car-sharing. Notwithstanding being widely discussed after the success of 
online platforms, the meal-sharing model was already addressed in the 
past as actions of eating a meal with family or drinking a beer with friends 
(Felson & Spaeth, 1978). The concept of meal-sharing relates to the supply 
of food and drink through online platforms connecting hosts to consumers 
looking for catering (UNWTO, 2017).

Meal-sharing organizations help residents to offer meal experiences to 
guests in their homes (Heo, 2016), becoming a way to connect individu-
als from all over the world. Furthermore, meal-sharing is recognized as 
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offering personal and social interactions between individuals (Böcker & 
Meelen, 2017). Meal-sharing practices also bring benefits to those involved. 
For instance, it can provide jobs for people who need to work from home, 
generate less waste of food, promote social interactions (Sigala, 2017) and 
reinforce the local culture and traditions (Sims, 2009).

The practice of sharing meals involves more than just the sharing of 
food. It has the potential to reinforce social relations between the people 
who share the meal (Grignon, 2001; Sobal & Nelson, 2003), build commu-
nities and develop local social networks (Privitera, 2016). Meal-sharing 
can also be considered a form of engaging people in cooking and eating 
together, presenting a social essence (Marovelli, 2018). Hence, meal-shar-
ing platforms allow tourists to immerse in a foreign culture during a meal 
at the residents’ private homes (CNBC, 2015; Heo, 2016). Many platforms 
have emerged in the Internet era based on the sharing economy business 
model. In the sharing meal scenario, EatWith, EatWithalocal, Meal Sharing, 
and Cookening (Kim et al., 2018) are some examples.

Tourists opting for sharing economy activities may be looking for mean-
ingful social interactions with locals and unique experiences in authentic 
settings (Böcker & Meelen, 2017; Ketter, 2019). Thus, when traveling and 
choosing a meal-sharing activity, tourists may be exploring new things 
and perhaps some of these experiences with others are more meaningful 
because they occur unplanned, becoming a serendipitous experience.

The term ‘serendipity’ seems to have been first used by Horace Wal-
pole in 1754, denoting it as making discoveries, by accidents and sagac-
ity (Merton & Barber, 2006). Over the years the meaning of serendipity 
has evolved, and a few authors have redefined it. Ryan (1991) for instance, 
considered serendipity to be the moment when the tourist is no longer a 
tourist and becomes subsumed by the context. Andel (1994) defined it as 
the ability to make an unsolicited discovery. Ferguson (1999) and Khan 
(1999) used serendipity to refer to happy accident and Tolson (2004: 51) as 
a “pleasant surprise”. As such, serendipity not only refers to the surprise 
or the unexpected, but also to the ability of finding pleasure and mean-
ing in accidental discoveries (Huang et al., 2014; Chandralal, Rindfleish & 
Valenzuela, 2015).

The serendipitous experience is unplanned but represents positive and 
memorable incidents (Chandralal et al., 2015; Tung & Ritchie, 2011) that can 
create unique opportunities for social interaction, build bonds among par-
ticipants and generate connections with the place (Arsenault & Gale, 2004). 
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In the food context, an extraordinary experience must generate an element 
of surprise, followed by pleasure, which can be a result of the interaction 
with others or of the food (Goolaup et al., 2018). Furthermore, serendipity 
is suggested to positively influence the evaluation of the experience and 
consequently lead to satisfaction (Tung & Ritchie, 2011), making the expe-
rience more memorable, developing a sense of community (Mathiesen, 
2012), improving the intentions to recommend (Chandralal & Valenzuela, 
2013) and improving loyalty (Zhang, Wu & Buhalis, 2018). Furthermore, as 
serendipity is considered to play an important role in areas such as science, 
technology, and everyday life, more attention needs to be paid, as it can 
“offer unsought benefits in all these fields of endeavor” (Andel, 1994: 20).

Attributes and motivations of meal-sharing experience
Although this study does not focus exclusively on those tourists traveling 
specifically to experience gastronomic activities, some researchers describe 
this kind of activities as authentic, enriching and educational, where food 
is appreciated for the celebration of culture (Green & Dougherty, 2008; 
Tikkanen, 2007) and its experiential attributes (Sims, 2009). Researchers 
have analysed the themes that contribute to a memorable gastro-tourism 
experience and found seven dimensions: (1) deliberate and incidental 
gastro-tourists, (2) travel stages, (3) foodie risk-taking, (4) interdependent 
co-created tourist-host relationships, (5) authenticity, (6) sociability, and (7) 
emotions (Williams, Yuan & Williams, 2018).

Other researchers have explored the consumer demands for traditional 
and local food as a search for authenticity. Sims (2009) identified that most 
of the tourists in the UK had chosen a local food experience for the desire 
of authenticity, with products symbolizing the destination’s culture and 
locality. The study argued that local food experiences can connect tourists 
to the region through its perceived culture and heritage. Böcker and Meelen 
(2017), when analyzing the motivation of people to participate in different 
forms of sharing economy in Amsterdam, identified that meal-sharing is 
powered by social motivations, with a strong social interaction component. 
The following sections highlight some of the key themes emerged from the 
literature considered more relevant for this study purposes.

Tourist-host relationship
Tourist-host social contact is stated to be a special form of cross-cultural 
contact (Fan et al., 2017). Cross-cultural social contact, interchangeably 
referred to as cross-cultural social interaction, is defined as the face-to-face 



6: An analysis of meal-sharing reviews to explore serendipity  87

contact between people from different cultural backgrounds (Yu & Lee, 
2014). According to Bochner (1982), there are various branches of cross-
cultural contacts according to the different criteria of classification defined, 
such as on whose territory the contact occurs, the time span of the interac-
tion, the contact purpose, the type of involvement, the frequency of contact, 
the degree of intimacy between participants, relative status and power and 
numerical balance. In this way, ‘eating local’ translates the tourist’s social 
integration into the host group (Bessière & Tibere, 2013). When experienc-
ing tourist activities, the tourist is searching for the authenticity between the 
involved and not only the authenticity of the other (Wang, 1999). It seeks 
authenticity at the time of purchase – including food and drink – being a 
moment that does not make him/her feel that the experience is ‘staged’ 
but the interaction is spontaneous. This aspect makes him/her ‘feel’ like 
a local, developing authentic feeling through having specific products or 
services (Sims, 2009). In this context, the sociable interaction between host 
and guest in a food consumption environment brings the uncertainty of 
hosting someone who do not know (Ciborra, 1996), creating an experience 
that is recognized by some tourists as a source of pleasure that generates 
emotions (Kivela & Crotts, 2016). These emotions involved in the tourist 
activity can contribute to unforgettable experiences (Williams et al., 2018).

Food
According to Bessière (1998, p. 23) “food has symbolic characteristics that 
can appear in different guises”: 

i)	 food as a symbol – some foods are the basis of fantasy and concentrate 
symbolic virtues; 

ii)	 food as a sign of communion – food shared and eaten with others; 

iii)	 food as a class maker – food eaten in everyday life that can be trans-
lated into social class and/or lifestyles such as caviar or champagne; 

iv)	 food as an emblem – this is the case with the culinary heritage of a 
given geographical area or community. 

For Bjork and Kauppinen-Raisanene (2014), food constitutes a culture, 
which varies according to local history, socioeconomic and environmen-
tal conditions, food varieties and dietary preferences. Evidently, food and 
eating are linked to destinations. For Fischler (1993) the foodstuff is sym-
bolically impregnated with values – perceived as positive or negative – 
which, incorporated by the eater, may influence his/her nature, behaviour 
and identity. The researcher developed the ‘incorporation principle’ in the 
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eating behaviour, which is defined by “you are what you eat” (Fischler, 
1988: 279). 

On one hand, eating is the integration or adoption of qualities of the 
food that someone eats. In other words, it is the nutritional level (the food’s 
nutrients are becoming our own body). On the other hand, “the person 
becomes part of a culture”, that is, both food and cuisine, as they are cultur-
ally determined, place the eater in a social universe and in a cultural order 
(Crowther, 2018: 142). Eating habits are the basis of collective identity and, 
consequently, of otherness. 

Tourist-tourist interaction
For Fanelli (2020) eating is a pivot around which our social lives revolve 
and feeding ourselves and others well is an essential part of socializing. 
Stone, Soulard, Migacz and Wolf (2018) found that meeting new people 
is one relevant element that leads to memorable food travel experience, as 
travel creates an environment to commune with and meet others. If eating 
some food makes one become more like that food, then those sharing the 
same food become more like each other (Fischler, 2011). Often memories 
derive from an environment where the traveller socialized with other tour-
ists. The sociability is a form of association into which people engage for 
the pleasure of being with others (Bialski, 2012). It is a reciprocal way of 
interaction in which tact is very important and where sociability, in the 
form of casual conversation, is the finality itself (Lampinen  & Ikkala, 2015). 
Sociability and authenticity are elements that should be present in any kind 
of tourism experience (Tussyadiah & Sigala, 2018). 

Methodology
This study was exploratory in nature given the limited research with the lit-
erature concerning meal-sharing and serendipity. A netnography approach 
was adopted, based on online communities (Kozinets, 2010), which is 
becoming a popular method since an increasing number of consumers 
share their experiences online. The dataset is made of online reviews, con-
sidered an important source of data to understand tourists’ experiences 
(Brochado, Troilo & Shah, 2017; Kozinets, 2010; Tussyadiah & Zach, 2017). 
The online reviews were gathered from open source information on the 
EatWith website (www.eatwith.com) in Italy and France. EatWith is con-
sidered the most potent brand among the global leaders’ meal-sharing plat-
forms (UNWTO, 2017). It describes itself as the world’s largest community 
for authentic food experiences with locals and has around 5,000 culinary 
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experiences available in over 130 countries (EatWith, 2018). Through the 
EatWith website, the tourist can choose the experience that he or she wants, 
from a cooking class to a rooftop dinner (EatWith, 2018).

The data collection followed three steps. First, we downloaded data 
from November 2013 to June 2019, from Italy and France. Both countries 
were chosen because they are important economies in the tourism industry, 
especially as gastronomic destinations (Hashimoto & Telfer, 2006). Second, 
we selected only the English reviews, to avoid translations that could be 
misunderstood, resulting in 3,876 reviews. To further identify serendipity 
characteristics, we searched for keywords in the context with both concep-
tual or denotative (as in the dictionary) and associated (as contextualized 
meaning) dimensions (Leech, 1981). The keywords used to the analysis 
were ‘surprise’, ‘unexpected’, ‘wow’, ‘awesome’, ‘memorable’, ‘pleasure’, 
‘delight’, ‘joy’, ‘enjoy’, ‘enjoyable’, ‘priceless’ and ‘rare’. These keywords 
were chosen because they are directly present in the definition of serendip-
ity or represented by their synonyms.

A content analysis technique was used to identify the dimensions that 
promote serendipity in meal-sharing experiences. Content analysis is a 
qualitative technique of analysing written messages (Cole, 1988). This 
approach was selected as an accepted method of textual investigation, 
looking forward to revealing the enablers of serendipity in meal-sharing 
experiences. This study can be considered as exploratory and the data anal-
ysis was completed in the following steps (see Figure 6.1).
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NVivo 12: classify, sort and arrange data

Selecting reviews for analysis

Coding scheme1

2

3

Figure 6.1: Content analysis steps. Source: Authors’ elaboration

 First, a deductive analysis was performed, with the categories and codes 
defined before the coding phase (Mayring, 2014). Following the concept 
of serendipity that emerged from the literature, the keywords represent-
ing the concept were used as the coding scheme. Each time that a key-
word representative of the serendipity concept appeared, the review was 
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selected for the analysis. Finally, NVivo 12, a qualitative research software, 
was used to help in the classifying process (QSR International, 2018). The 
software increases the rigor of the data analysis and reduces possible errors 
in the dissemination of data accompanied by manual analysis (Crowley, 
Harre, & Tagg, 2002).

Dimensions enabling serendipity in meal-sharing 
practices
In terms of word frequency related to the total reviews (3.876), it was pos-
sible to verify that both France and Italy reviews mentioned repeatedly the 
hosts and relational aspects such as conversation and company (Figures 
6.2 and 6.3).

 
Figure 6.2: Word Clouds France. Source: Authors’ elaboration

Figure 6.3: Word Clouds Italy.  Source: Authors’ elaboration

In terms of food and beverage, delicious and wine, as expected, were recur-
rent words both in France and Italy. Furthermore, the word clouds indi-
cate the presence of the hosts’ names in the reviews, who are part of the 
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tourist-host interaction and therefore represent an aspect of serendipity in 
the ‘hospitality’ dimension. A good example is presented in the review “It 
was a complete surprise to all of us. Barbara is a fantastic host.” Another 
review adds “Yves’ talent, passion, and care in explaining his creations 
added priceless value to this exceptional dining experience”. An aspect to 
be highlighted is the relevance of the guest’s intention to recommend the 
experiences. 

Through deeper analysis of the 3.876 reviews, 576 reviews containing 
the keywords representative of the concept of serendipity were identi-
fied. The content analysis carried out in this group of reviews allowed us 
to confirm that serendipity is much present in meal-sharing experiences. 
The qualitative content analysis acknowledged three main dimensions of 
meal-sharing practices that enable serendipitous experiences: hospitality, 
food, and tourist-tourist interaction. The most recurrent dimension in both 
France and Italy was hospitality, followed by food and tourist-tourist inter-
action (Table 6.1).

Table 6.1: Serendipity by main dimension by country

Dimension France Italy

Hospitality 54% 53%

Food 34% 35%

Tourist-tourist interaction 12% 12%

Source: Authors’ elaboration

In this context, the dimension ‘hospitality’ as an enabler of serendipity 
was described related to the tourist-host interaction, the pleasure of meet-
ing the hosts, their family and pets, and related to the ambiance. In this 
sense, this dimension links serendipity with the pleasure and luck of inter-
acting with the hosts, and the surprise of meeting with their family and 
pets. A good example of hospitality as a serendipity enabler is presented in 
the review “he welcomed us to the table where he joined us for dinner (an 
unexpected pleasure)”. Another review expressed, “Loly (the host) is an 
absolute treasure”. A third commented, “lucky us to have the pleasure to 
eat with Francoise”. The ‘hospitality’ dimension also links serendipity with 
the atmosphere of the place in terms of the unexpectedness of the welcom-
ing and the surprising ornamentation. A reviewer described this dimen-
sion as “amazing chef of colorful, a rtistic, healthy dishes, and a beautiful 
welcoming home full of interesting art and lots of colors”. Another com-
mented, “the ambiance was incredible, and the people were so friendly, we 
felt right at home!”. 
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The ‘food’ dimension, in turn, as an enabler of serendipity, consists of 
reviews that suggest some sort of authenticity. It is related to the cultural 
and local ingredients, challenges and unique experiences as outcomes of 
the meal-sharing experience. The dimension is linked to serendipitous 
experiences resulting from the unexpected taste and the challenge that 
the food and flavours have incited. A typical review in this dimension 
expressed, “we loved the food, which challenged our palates and left us 
only in amazement of his creations”. Another stated, “the food was unique, 
so fresh, and INSANELY delicious!”. A third reviewer said, “never in my 
life have I had such an exquisite, authentic home cooked meal”. A further 
addressed, “a delightful host who will also delight your palate with unex-
pected tastes. An excited reviewer shared, “it was unexpected... the blind-
fold added to the experience and it was fun talking to the other guests 
using your ‘other’ senses besides your sight!”.

The interaction between tourists (the ‘tourist-tourist interaction’ dimen-
sion) was identified as an enabler of serendipity due to the fact that many 
reviewers expressed the positive surprise of having experienced the con-
nection with other tourists, from all over the world, during the meal-shar-
ing experience. This interaction was beyond their expectations, not being 
conceived as a plan in their pre-booking agenda. The dimension links ser-
endipity to the unexpectedness of meeting other tourists, from different 
parts of the world and cultures, and the pleasure of meeting, chatting and 
sharing the meal with them. A typical review in this dimension expressed, 
“we had the pleasure of meeting wonderful people from around the 
world”. One other review reported, “the unexpected bonus was develop-
ing friendships with such an eclectic group of people”. Another shared, 
“absolutely a memorable way to experience Venice!! The food and fellow-
ship with people from all around the world were outstanding!”.

Finally, the three dimensions – hospitality, food and tourist-tourist inter-
action – are consistent with the notion of unexpected and surprising situ-
ations. The analyzed reviews suggest that situations in which tourists do 
not expect to face and/or that are beyond their expectations tend to result 
in memorable experiences and enduring memories in people’s minds 
(Lynch & Srull, 1982; Talarico & Rubin, 2003), especially as they happen 
once (Cary, 2004). 
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Conclusions
The current study was undertaken in the context of the dimensions that pro-
mote serendipity in meal-sharing experiences, focusing on guests’ reviews 
of the meal-sharing platform EatWith in France and Italy. This explora-
tory study, using a netnography approach, has demonstrated interesting 
dimensions emerging from the findings. This study not only identifies that 
serendipity is present in meal-sharing experiences but also suggests the 
dimensions of serendipity that influence meal-sharing experiences. 

More specifically, the results indicating serendipity in meal-sharing 
experiences included three most prominent dimensions: the hospitality, 
the food and the tourist-tourist interaction. These dimensions were devel-
oped through investigation of guests’ reviews of meal-sharing practices 
and linkages between existing literature on food consumption and seren-
dipitous experiences. 

From a theoretical perspective, this chapter has explored the concept of 
serendipity in meal-sharing experiences, which appears to be the first time 
that this approach has been taken. From a practical perspective, the find-
ings from this research may give insights to platform operators to provide 
training to hosts when creating offers. Additionally, providers can improve 
the experiential aspects of their offer through the enhancement of seren-
dipity inducers. Given the fact that meal-sharing is becoming an expres-
sive phenomenon, this study has contributed a valuable understanding 
of the dimensions that provide serendipity in meal-sharing experiences, 
which can be used to improve the marketing strategies of platforms and 
hosts. Furthermore, it is important to highlight the relevance of this kind of 
strategy to the current economic system reconfiguration, which is towards 
more eco-friendly initiatives.

Despite the contributions this first approach has made to the context 
of meal-sharing and serendipity, it is not without limitations. First, this 
study focused exclusively on the EatWith platform, which is one of the 
most potent brands, although not the only one. Second, it is a qualitative 
exploratory study. Future studies could develop and apply a question-
naire with the three most prominent dimensions evidenced by this chap-
ter – hospitality, food and tourist-tourist interaction – to verify our results 
through quantitative methodologies. Furthermore, future studies could 
focus on comparing our findings with the configurations present in other 
platforms related to sharing economy. Another area of study could also 
address the similitudes and/or differences of serendipity enablers between 
meal-sharing practices and traditional restaurants.  
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7	 Consumer perception 
of service quality: 		
The case of Airbnb and 
Couchsurfing
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Alain Decrop

The objectives of this chapter are to: 
�� Provide a better understanding of the service evaluation process in 

peer-to-peer accommodation services. 
�� Highlight differences in the assessment of service quality between 

two types of platform: Airbnb and Couchsurfing.
�� Challenge the scale’s dimensions used to assess the service quality 

in the sharing economy (i.e., CC-QUAL).
�� Recommend a holistic assessment of service quality in evaluating 

together offline and online interactions. 
�� Highlight the differences between commercial and non-

commercial platforms in terms of expected roles and governance 
norms (institutional governance vs. community-based 
governance).

Keywords:  AirBnB; Couchsurfing; peer-to-peer accommodation; 
Sharing Economy; service quality; service evaluation



7: Consumer perception of service quality  101

Introduction
Recent economic, social and environmental concerns have drawn attention 
to the necessity to rethink our consumption patterns (Barnes & Mattsson, 
2016) and call for alternative forms of consumption. In parallel, digitali-
zation dramatically changes the way we live, work, consume and travel 
(OECD, 2020). As a result, new consumption practices have emerged in the 
last years, privileging access over ownership (Botsman & Rogers, 2010). 
Those practices, labelled as sharing economy or collaborative consumption 
(Belk, 2014; Benoit et al., 2017; Botsman & Rogers, 2010), involve most of 
the time peer-to-peer exchanges (for a fee or for free) that are coordinated 
through community-based online services (Hamari, Sjoklint & Ukkonen, 
2016). Such collaborative services have recently boomed, impacting many 
sectors, including the hospitality and tourism industry (Sigala, 2017), with 
well-known initiatives such as Airbnb or Couchsurfing.

Peer-to-peer accommodation services are transforming the tourism 
industry (PWC, 2015) by enabling consumers to share and access goods 
escaping traditional services like hotels and travel agencies. According to 
Hotrec (2014), peer-to-peer accommodation is twice bigger than the con-
ventional tourism accommodation industry in Europe. The World Bank 
Group estimates a 31% annual growth of this new accommodation type 
between 2013 and 2025, which is six times bigger than the annual growth 
of the conventional bed and breakfast and hotel industry. In total, peer-to-
peer accommodation makes up about 7% of accommodation worldwide 
(Bakker & Twining-Ward, 2018). 

Two of the most sucessful sharing economy unicorns, AirBnB and 
Couchsurfing, have very different business models. Airbnb is an online 
peer-to-peer marketplace that matches hosts wishing to share their home 
with travelers (i.e. guests) who are looking for accommodation. Valued at 
38 billion USD (Forbes, 2018), Airbnb has more than 60 million customers 
and around two million accommodations in the world (OECD, 2016). At 
the opposite, Couchsurfing is a free online hospitality exchange network 
that connects travelers looking for a place to sleep with people offering 
their ‘couch’ for a couple of nights. The community gathers around ten 
million members around the world. 

Driven by the idea of new, original and authentic experiences, travelers 
turn more and more to such collaborative initiatives with the aim of shar-
ing moments of intimacy and individuating their experience as far as pos-
sible (Bialski, 2012; Steylaerts & Dubhghaill, 2012). Those platforms also 



102  Sustainable and Collaborative Tourism in a Digital World

respond to the traditional industry limitation, as for instance high transac-
tion costs, distorted information between market actors, asymmetrical reg-
ulations, and impersonal tourism experiences (Dredge & Gyimóthy, 2015). 
Although these factors contribute to explain the emergence of collaborative 
tourism, little is known about how consumers evaluate such collaborative 
services. However, this question is crucial given the challenges involved in 
this new type of exchange.

The first challenge is related to the peer-to-peer interactions (Botsman 
& Rogers, 2010). As such, consumers are co-creating the service, blurring 
the frontier between the consumer and the peer provider. The second chal-
lenge is related to the platform and the market logic they follow. Indeed, 
peer-to-peer exchanges are often mediated or facilitated by an online plat-
form that can be monetized or not. The monetization of the service makes 
the whole expectation and experience different from one collaborative 
initiative to another. Monetization also impacts the nature of hospital-
ity. This nature can be conditional (i.e. involving automatic reciprocity) 
or unconditional (i.e. involving no reciprocity or generalized reciprocity) 
depending on the monetization of the exchange (Ikkala & Lampinen, 2015). 
Also, depending on the conditional or unconditional nature of hospitality, 
peer-to-peer accommodation services are positioned between pure sharing 
– a non-reciprocal prosocial behavior (Benkler, 2004) – and pure market 
exchange, which is driven by a business logic inducing reciprocity and 
monetary compensation (Belk, 2014). 

This chapter seeks to better understand the service evaluation process in 
the particular case of the peer-to-peer accommodation sector. We investi-
gate how differences between commercial initiatives, such as Airbnb, and 
non-commercial initiatives, such as Couchsurfing, may influence the con-
sumer evaluation. Based on an analysis of online archival data and narra-
tives, the study provides insights about how the type of intermediary and 
the specificities of each initiative affect perceived service quality assess-
ment. 

Context and related work
Facilitated by information technologies and Web 2.0 (Belk, 2014; Hamari, 
Sjöklint & Ukkonen, 2016) that enable the transformation of online inter-
actions into offline experiences, “collaborative consumption is the latest 
addition to numerous developments and trends in the marketplace that 
have substantially transformed traveler behavior and disrupted the indus-
try dynamics” (Tussyadiah & Pesonen, 2016: 1025). According to the most 
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common definition, collaborative consumption is “an economic model 
based on sharing, swapping, trading or renting products and services 
enabling access over ownership” (Botsman & Rogers, 2010: xv). In a more 
recent definition, Benoit et al. (2017) define collaborative consumption as a 
market-based relationship involving three actors, a platform, a peer service 
provider, and a peer consumer in which ownership transfer is excluded. 
This definition suggests that collaborative consumption differs from tra-
ditional forms of exchange on three dimensions: 1) the number and type 
of stakeholders, 2) the nature of the exchange, and 3) the directness of 
exchange. 

The first challenge concerns the triadic aspect of the relation. The pres-
ence of three actors in the exchange makes the relationship more complex 
(Eckhardt et al., 2019; Liu et al., 2019). This difficulty is even bigger in the 
case of service failure (Mallargé, Decrop & Zidda, 2019). Indeed, consum-
ers are no longer passive, and co-create the service in a more active way 
(Huang & Benyoucef, 2013; ). Second, because of the peer-to-peer nature 
of the exchange, consumers have potentially an “enhanced role” because 
they could be providers as well (Eckhardt et al., 2019; Harmari, Sjoklint & 
Ukkonen, 2016; Narasimhan et al., 2018). In this triadic relation, the plat-
form role is often to facilitate the transaction between consumers and pro-
viders (i.e. in the case of tourism, hosts and guests) (Benoit et al., 2017, 
Perren & Kozinets, 2018). 

Concerning the nature of the exchange, collaborative consumption 
favors access over ownership. Consumers can access a good (e.g. a room or 
an apartment) for a limited period of time and usually for an lower price (or 
even for free in some cases, as for Couchsurfing). Consumers’ motivations 
in peer-to-peer accommodations are mainly utilitarian (e.g. economic), 
hedonic (e.g. enjoyment, quest for authenticity) and social/symbolic (e.g. 
group/community belonging; for a review, see Decrop et al., 2018). In par-
ticular, the social dimension of sharing is present in the hospitality and 
tourism industry as consumers are going to meet other people, to share a 
common place, and to learn from one another, developing a real sense of 
community.

This sense of community is enhanced by hospitality networks, which 
refer to the way consumers are connecting to each other using social net-
working systems. On the one hand, consumers connect with one another 
through the platform and build trust, which is a key condition of collabo-
rative consumption (Botsman & Rogers, 2010; Bardhi & Eckhardt, 2012; 
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Möhlmann, 2015). These online interactions allow them to share personal 
information with the aim og getting to know each other better before meet-
ing or sharing a common place. The sharing of information allows consum-
ers to connect with others who look like themselves and share the same 
interests (Finley, 2013; Botsman et al., 2010). The sense of community is 
reinforced through the creation of interpersonal links and a larger network 
(Belk, 2007; Perren & Kozinet, 2018) leading sometimes to a kind of pseudo-
kinship (Belk, 2001, 2007, 2010). 

On the other hand, hospitality networks also involve face-to-face interac-
tions that are emotionally intense (Molz, 2012). Hospitality emphasizes the 
importance of the relationship between host and guest (Brotheron, 1999) 
and goes beyond material aspects (Lampinen, 2015). We can differentiate 
collaborative initiatives based on whether there is a conditional or uncon-
ditional hospitality (Ikkala & Lampinen, 2015). Conditional hospitality 
implies a monetary compensation like in Airbnb. In that case, the exchange 
is assimilated to market exchange. The monetary nature of the exchange 
increases consumers’ expectations about the service as they see it, more like 
a traditional, market-based exchange. Market-based exchanges are defined 
by Belk (2014) as “pseudo sharing” as these induce a negative reciprocity 
(Sahlins, 1972) in which people give in the hope of receiving back. In con-
trast, if hospitality is unconditional, it is free without any expectation of 
reciprocity, like in Couchsurfing. In that case, the exchange is closer to pure 
sharing. Consumers are motivated by meeting new people, learning from 
their culture and living authentic moments. Social interaction matters more 
than the free accommodation.

Platforms play a crucial role in anticipating and preparing for this inter-
action, as they help to generate trust between strangers. However, plat-
forms such as Airbnb or Couchsurfing also develop tools such as reviews, 
ratings and comments to help people trust one another. Although the aim is 
to reduce perceived risks and uncertainty, review and rating systems play 
a double role. First, for new travelers, previous comments help them shape 
their expectations. Second, review and rating systems allow consumers to 
evaluate concretely the experience in setting scores and to list positive and 
negative points. Nevertheless, literature shows that rating systems are nei-
ther perfect nor very reliable (Filippas, Horton & Golden, 2018). That is 
also probably why communities develop outside the platforms via blogs or 
forums. However, all those media remain an interesting starting point to 
assess the quality of peer-to-peer accommodations.
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Service evaluation and perceived service quality
Perceived quality can be defined as “the consumer’s judgment about an 
entity’s overall excellence or superiority” (Zeithaml, 1987 in Parasuraman, 
Zeithaml & Berry, 1988: 15). Parasuraman, Zeithaml and Berry describe 
perceived quality as an overall evaluation similar to attitude. Similarly, to 
satisfaction, service quality is the result of a comparison between expected 
and perceived performances (Grönroos 1982, 1984). Nevertheless, satisfac-
tion is more related to a specific transaction, whereas service quality is a 
global judgement. According to the SERVQUAL scale, the assessment of 
service quality includes five dimensions: tangibles, responsiveness, assur-
ance, empathy and reliability (Parasuraman, Zeithaml & Berry, 1988). 

The rise of the Internet and the development of online services call for 
a new service quality assessment scale, taking pure online players and 
the specificities of online shopping into account. E-S-Qual (Parasuraman, 
Zeithaml & Malhotra, 2005) measures online service quality and consists 
of four dimensions: efficiency, fulfilment, system availability and privacy. 
The emergence of collaborative services has made service quality evalu-
ation further evolve. Today, online and offline relationships coexist in a 
three-way game. The evaluation of the service concerns the platform as 
well as the peer provider. Therefore, Marimon et al. (2019) created a scale 
based on those previous seminal works. In addition to the classical process 
related to the scale development, they consulted collaborative platforms’ 
CEOs to validate their items selection. In doing so, this scale named CC-
QUAL attempts to address some of the gaps resulting from the specificity 
of collaborative services. SERVQUAL, E-S-QUAL and CC-QUAL’s dimen-
sions are summarized in Table 7.1. 

Few studies so far have investigated the service evaluation process 
in collaborative consumption. Möhlmann (2015) and Tussyadiah (2016) 
research the main determinants of satisfaction whereas Yang et al. (2017) 
focus on commitment and loyalty. These researchers all use a quantitative 
approach, as opposed to Mallargé, Decrop and Zidda (2019) who use a 
qualitative approach to identify several sources of (dis)satisfaction and 
question previous researches in their use of the classical disconfirmation 
paradigm. They show that the disconfirmation paradigm as well as the 
two-factor theory help in understanding the service evaluation process and 
they highlight differences between market and non-market exchanges. 
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Table 7.1: Dimensions of the three quality scales

CC-QUAL
Dimensions Description
Site organization Design of the site that makes it appealing and easy to 

browse

Platform 
responsiveness

Quickness to deal with and to establish agreements

Legal protection &
trustworthiness 

Privacy and legal protection, reliability and honesty of the 
published information

Peer service 
provider

Professionalism, honesty and empathy of the peer service 
provider

Social Interaction Interaction experience with people (including other users 
and the peer provider)

Hedonics* Characteristics that make interaction with the site pleasant 
and enjoyable

Tangibles* Assessment of the physical appearance of the shared assets

SERVQUAL
Dimensions Description
Tangibles Physical facilities, equipment, and appearance of personnel

Reliability Ability to perform the promised service dependably and 
accurately

Responsiveness Willingness to help customers and provide prompt service

Assurance Knowledge and courtesy of employees and their ability to 
inspire trust and confidence

Empathy Caring, individualized attention the firm provides its custom-
ers

E-S-QUAL
Dimensions Description
Efficiency The ease and speed of accessing and using the site

Fulfillment The extent to which the site’s promises about order delivery 
and item availability

System availability The correct technical functioning of the site

Privacy The degree to which the site is safe and protects customer 
information

*Dimensions not retained for the final scale

Source: adapted from Marimon et al (2019); Parasuraman et al. (1988, 2005). 

In the same perspective, our study focuses on the specific context of 
collaborative tourism. Our research goes a step ahead in the process of 
investigating the perceived service quality of peer-to-peer accommodation 
services. More specifically, we focus on the particular case of Couchsurf-
ing and AirBnB because of their different business models. We consider 
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how the unique features of collaborative exchanges, and especially triadic 
relationships, affect the assessment of service quality. To do so, we build on 
previous works on service quality and we confront our findings with the 
dimensions identified in SERVQUAL, E-S-QUAL and CC-QUAL scales. 

Methodology
A qualitative exploratory approach has been chosen in order to under-
stand the service quality assessment. Such an approach is likely to generate 
unique insights about how consumers behave in an open and indirect way 
(Belk, Fischer & Kozinets, 2013). We combined two methods for data col-
lection. First, we proceeded to an analysis of archival online data publicly 
available from the Airbnb and the Couchsurfing websites. Online qualita-
tive research contributes to a deeper understanding of a phenomenon in a 
naturalistic and unobtrusive way (Kozinets, 2006). We analyzed themati-
cally more than 800 posts in English and in French from forums and blogs, 
describing the customer experience. We only considered messages posted 
after 2010 to ensure recent information. 

Next, in order to triangulate our data, a series of 23 incidents reporting 
satisfying or unsatisfying experiences on Airbnb and Couchsurfing were 
collected and analyzed according to the critical incidents technique (Fla-
nagan, 1954). Any incident should meet four criteria for being included in 
our sample (Bitner et al, 1990): (a) relate a sharing tourism experience, (b) 
be very satisfying or dissatisfying, (c) be discrete and (d) be sufficiently 
detailed to be pictured by the researcher. It is worth mentioning that this 
empirical study is part of a bigger project investigating the three major sec-
tors of the sharing economy: accommodation, transportation and goods. 
For this study, we only focus on the tourism accommodation sector. 

Results
There are significant differences in the way travelers evaluate the service, 
depending on the initiative. Differences are seen during the interactions 
with the platform, when a service failure occurs and during the interac-
tions with the peer service provider.

Online interactions – the role of trust and reliability 
In peer-to-peer accommodation services, travelers mainly use the platform 
with the aim at finding an accommodation. Data reveal differences in the 
way people search for information and how they evaluate that informa-
tion when choosing an accommodation. Both Couchsurfing and AirBnB 
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websites offer much information, such as the host’s profile, description and 
pictures. To enhance trust between peers, they also use reputation systems. 
Comments, ratings and references are analyzed by travelers to reduce 
uncertainty in their selection  of the best host. What differentiates both ini-
tiatives is the kind of information travelers consider to make their choice 
and the elements they take into account to evaluate the service.

On Couchsurfing, travelers focus on two main elements: the safety and 
the host’s profile and interests. Travelers are concerned by safety because 
they are sharing a place with someone they do not know. The safety issue 
is mainly mentioned by female hosts or guests.

“Of course general precaution is necessary especially if you are surf-
ing. Make sure you see the references and a vouched and verified member 
is always better… Also take time to go through your host’s profile and make 
sure you have some common interests, this way you have greater chances of 
enjoying your stay.” – Beatgeneration

“I only host solo females for safety reasons and I first want to know if 
we have something in common. I want to have the idea that we have a good 
chance to get along and have nice conversations. In Couchsurfing, the idea 
is that the traveler searches for hosts they think they may click with, for 
instance because of shared interests or passion.” – 8-23-2016ta-j

Sharing common interests is central in the Couchsurfing community. It 
helps people connect more easily with each other and make sure that they 
will spend pleasant moments together sharing about their passions. That 
is why Couchsurfers value long profile descriptions. They can learn about 
the person they will meet, their interests and what type of people they get 
along with. Couchsurfers pay attention to photos to assess the person’s 
reliability. Similarly, hosts accept people who share the same interests and 
who take the time to send a personalized message explaining why they 
want to connect with them.

“P.S: a complete profile (photo, full description) is more accessed and gets 
more positive answers. A ‘bond’ between you and every person you meet is 
created (you can give a quick comment on the other’s profile) and it helps 
other couchsurfers to understand who you really are.” – Cyril

Profiles, photos and comments are even more valued on AirBnB but 
travelers also focus on the characteristics of the accommodation rather than 
on the interests of the host. 

I recommend you to read the comments and reviews of former guests who 
did already book the place. It gives you a good idea of the apartment and of 
the host and helps you with the final choice.” – ThomasMimi 
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“We wanted that the apartment was conforming to the photos and it was 
the case. I think that being honest regarding the photos you put on AirBnB 
is really important. If there is no match between the photos and the reality, it 
gives a first bad impression and the trust is broken.” – Henry 

Travelers mainly pay attention to the reviews and examine the photos to 
check whether the accommodation is clean and in good state. They expect 
the housing unit to look like the photos on the advertisement. 

“I had a bad experience with AirBnB as the place I rented was misrepre-
sented. Very far from center of town when listing said 5 minutes. We were 
going to stay 5 days, left after 1 night. Place also had ants, no soap or any 
paper towels, napkins or TP. Furniture and mattress were awful”. – Sally G

In that sense, travelers value the host’s honesty and they try to assess 
the trustworthiness of the platform. They make sure the host is verified by 
the platform because they do not want to be a victim of fraud, like Chris-
tineA39.

“In June ‘12, I used AirBnB to book an apartment for two weeks in Brus-
sels with a host named Maximillian. When we arrived exhausted at 6 am, he 
said our original apartment had water damage and took us to an apartment 
in another neighborhood with almost none of the amenities that he listed. 
And almost no furniture. That’s right, no place to put anything. No glasses 
to drink water from! Not even curtains on the windows. […]. To make mat-
ters worse, AirBnB will not allow me to leave a review to warn others because 
I cancelled my reservation with Max and left after 4 days. Even though I still 
had to pay for those days. It’s a flaw with the AirBnB and one that everyone 
should be aware of.” – ChristineA39

This story reveals that service failure and the way the failure is handled 
is a major element of the service quality evaluation. 

Service failure – who is in charge? 
When bad experiences happen, travelers question the trustworthiness of 
the photos and the reliability of the host. To avoid such incidents, travelers 
carefully read the comments of former travelers, check the host’s answer 
rate and cancellation rate, and pay attention to the cancellation policy of 
the platform. They firstly seek for information to assess the advertise-
ments’ reliability and then ask other users for ‘tricks’ to avoid bad experi-
ences. Data reveal that the failure attribution process seems to be different 
depending on the initiative. On AirBnB, the service failure is often attrib-
uted to the online platform. Travelers expect the third party to solve their 
problems and to compensate for the failure. 
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AirBnB

“We booked an AirBnB in Montreal last April and it was a disaster!! 
AirBnB doesn’t provide any guarantee on the apartment quality, you have 
to pay in advance, you can’t reach someone in case of trouble. Phone calls to 
California ruined us. We were isolated and without accommodation. We paid 
€390 for a nice and shiny apartment and received a dirty, old and degraded 
apartment. We finally got refund €300 with a lot of difficulties. AirBnB is 
over for us”. – Niko34090

Indeed, Niko34090 considers that AirBnB is accountable for the service 
failure and the recovery. Most of AirBnB users expect a contact person to 
give guarantees in case of problems. They expect to be helped by the plat-
form and to get a refund. 

“We have used AirBnB extensively in the past, but unfortunately they 
have ‘dropped the ball’. They allow misleading advertisements and do not vet 
what hosts advertise. We are currently in Oristano Italy in a tiny cramped 
room, nothing like what was advertised! AirBnB are slack in not checking 
what is advertised on their site and you need to question in detail before 
booking.” – PJL50

Likewise, travelers consider that AirBnB is responsible for controlling 
the hosts on the platform and protecting their data. It suggests a miscon-
ception of what AirBnB is and how it works as a peer-to-peer exchange 
platform. At the opposite, some AirBnB users consider that the platform 
is reliable and is not accountable for the service failure, simply being an 
intermediary.

“You can’t blame the platform. You must blame the host if he cancelled 
your reservation. The website can, unfortunately, not force the host to honor 
the contract since it is just an intermediary.” – Ti_Fleur_Fanée

This perspective shared by some travelers also stresses the importance 
of all the guarantees offered by the platform to protect customers, includ-
ing the verification of hosts, the cancellation policy and delayed payment. 
In that sense, the platform protects consumers and gives sufficient guar-
antees.

“You pay the rent to AirBnB and AirBnB only pays the host when you are 
in the apartment. If there is a cancellation in the meantime, AirBnB pays you 
back quickly and gives you some compensation.” – ThomasMimi 
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Couchsurfing

For Couchsurfing, most service failures occur when the host and the guest 
do not share the ‘ethos’ or mindset of the Couchsurfing community. 

“You need to know that Couchsurfing is a ‘state of mind’. Surfing on 
someone’s couch isn’t the same that staying at a hotel!! You have to be ready 
for improvisation, to adapt yourself, be open-minded and most of all be ready 
to share some time with your host.” – Cocci47

Couchsurfers insist on the need to participate in the exchange to really 
experience Couchsurfing. Travelers value social interactions more than the 
free bed and expect the host to be open to discussion and to give some of 
his time.

“During my trip to Island with a friend, we used Couchsurfing and 
stayed two nights at Reykjavik. It was great to have a free accommodation 
but I regret that the host didn’t spend more time with us. We just spoke for 
one or two hours on the entire stay. It would have been nice that she shares 
a meal with us and that we speak more about our respective lives.” - Oliver

From the host perspective, meeting new people and new cultures is also 
important. Couchsurfing should be a two-way process, as emphasized by 
Mariha2912:

“I had a conversation with a few friends a couple of months ago. One 
of them used to host people in Athens. Not anymore. He said that 70% of 
people were arrogant, using his place only as a place to sleep for free, not 
acknowledging him, not trying to make a conversation or get to know him, 
often been demanding and leaving the house in a mess. And many refused 
to offer accommodation in return, using all kinds of excuses when he was 
visiting their part of the world. Couchsurfing is supposed to be for people 
traveling on the cheap, aiming to meet new people and explore new cultures, 
being open-minded and willing to spend time with their host, building some 
sort of bond. Focus is supposed to be on the whole experience, not just a free 
bed.” – Mariha2912

The host expects the guest to participate in cooking, in doing the gro-
ceries or at least to show some appreciation of what is offered. It is also 
important for the travelers to follow the house’s rules and to behave in a 
respectful way. If it is not the case, the service failure is attributed to the 
guest who does not fit with the philosophy of the experience and does not 
want to participate into the community. The platform is not included in the 
evaluation as it is a simple intermediary. 
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The quote of Mariha2912 also illustrates the central role of offline inter-
actions in the service quality evaluation. Results illustrate the different 
weights given to social versus functional criteria, depending on the initia-
tive.

Offline interactions – functional versus social criteria
The social dimension appears to be central in Couchsurfing. The sense of 
community is expressed in a lot of comments written by Couchsurfers and 
really differentiates the two initiatives. The wish to meet new people and 
discover another culture is widespread in the Couchsurfing community 
who see travel as a life experience. Interactions with local communities, 
meeting new people, discussing with them, making friends or understand-
ing the culture are valued by Couchsurfers. Accordingly, Couchsurfers 
evaluate the service based on those social criteria. 

“I’ve been to Warsow with my boyfriend for a 4-days trip. We stayed at 
Macej’s place. He hosted us on the sofa-bed of his living room. We had our 
sleeping bag with us. The first day, he gave us his apartment’s keys so we 
were free to move when we wanted. He also gave us a map with places to 
visit and walked with him in the city to show the most important curiosities 
and explain a bit about the history of the city. During the following days, 
we were independent. We spent one evening playing board games with him 
but for the rest of the time, he had to work on his PhD. The last evening, we 
were supposed to go out together but since it was raining, he made us a typi-
cal Polish dish with a glass of apple vodka (too strong for me). We couldn’t 
refuse it! So far, this evening remains one of the best of my life. Macej had 
lots of friends, made us discover Warsow’s night life and many other things 
an ordinary tourist wouldn’t have discovered.” - Diane

As mentioned in Diane’s story, having the host sharing privileged 
moments with her was important. She valued visiting the city with a local 
and discovering things she would not have discovered otherwise. Travel-
ers engaging is Couchsurfing know that they will not always sleep in nice 
rooms with all the required comfort but they will live a more authentic 
experience and share moments of intimacy. 

In contrast, tangibles and functional aspects are turning out to be crucial 
for travelers using AirBnB. 

“I came back from a trip in New-York and I booked my apartment via 
AirBnB. The apartment was conforming to the description: 50m², fully 
equipped kitchen, air conditioning, garden, phone/television/internet, nicely 
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decorated. The owner was friendly and helpful. He offered a barbecue when 
we arrived and gave us a lift to the airport when we left. The neighborhood 
was calm and 30 minutes by bus from Time Square. The reviews of former 
travelers were trustworthy. I paid 1057 USD for 4 people for 15 days, it was 
perfect for me.” – Ledzep68

AirBnB travelers evaluate the service based on functional criteria such 
as equipment, price, ease of use, convenience etc. In his story, Ledzep68 
mainly stresses the functional aspects of the experience and the fact that 
the rented apartment was in line with the description. Nevertheless, he also 
values the fact that the owner was friendly and helpful. As illustrated in 
the previous quote, the social dimension is generally limited to common 
courtesy and sympathy. AirBnB users are very sensitive to the social aspect 
of the exchange but they do not expect the same level of interactions than 
in Couchsurfing. They consider mainly AirBnB as a cheaper accommoda-
tion solution. They are happy to meet lovely and helpful people but in 
contrast with Couchsurfers, they neither look for a sense of belonging to 
a travel community nor living authentic moments with their hosts. They 
nonetheless are very attentive to the host’s honesty and professionalism, as 
mentioned before. However, when such high degree of socialities appears, 
it is lived as a bonus as the story of Céline illustrates:

“In the summer 2015, I went to Croatia with my best friend for a roadtrip. 
On our way home, we stayed at a AirBnB in Germany and that’s so far the 
best experience of my life with AirBnB. We stayed at a gay couple and we 
were received like queens. […] We had dinner together and they did insist 
to prepare the meal for us and make us taste specialties. We spent the night 
discussing about our holiday and get acquainted. To be honnest, I don’t 
expected as much when I use AirBnB. I want to meet local people and have 
real cultural exchanges. And it’s less and less the case with AirBnB. […] I 
just exepted that the room was consistent with the ad on AirBnB. I wasn’t 
expecting much more because if you want interactions with the locals, you 
chose for Couchsurfing. I just expected from the host to be available to give 
me the keys and be nice.” - Céline

Although not central in the evaluation, the social dimension can improve 
the experience, surprise users and even delight them as illustrated by 
Céline’s story. We summarize the main findings in Table 7.2.
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Table 7.2: Summary of findings about service evaluation – A comparison of Airbnb 

and Couchsurfing.   

  Distinctive elements

CC-QUAL’s 
dimensions

A
pp

lic
ab

ili
ty

AirBnB

A
pp

lic
ab

ili
ty

Couchsurfing

Site organisation X   X  

Platform 
responsiveness

V
payment security

X
 

accountability in case 
of service failure  

Legal protection
V

reputation system and 
guarantees reduce 
uncertainty

X
 

Trustworthiness*
V

focus on tangibles and 
fit with description

V
focus on safety and 
common interests

Peer service 
provider

V
peer is seen like a 
market professional

V peer is seen as a friend

Social 
interactions

V
honesty and 
professionalism are 
expected

V
Sharing privileged 
moments and personalized 
experiences is valued

Tangibles**
V

cleanliness, price, 
convenience and 
location

X  

Hedonics**
X V

online community 
supports the general sense 
of community

*merged with legal protection in the final CC-QUAL scale

**not retained for the final CC-QUAL scale

Source: authors’ own elaboration

Discussion
This study compares the two best known collaborative initiatives in the 
hospitality industry, i.e., AirBnB and Couchsurfing, that are opposed in 
terms of business models. In this comparison, we highlight significant dif-
ferences in the way travelers evaluate the service quality in both initiatives, 
especially concerning dimensions taken into account in their service qual-
ity assessment. We use CC-QUAL as a framework for our analysis. 

Based on the SERVQUAL scale (Parasuraman, Zeithaml & Berry, 1988), 
measuring consumers’ perceptions of service quality and the E-S-QUAL 
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scale (Parasuraman, Zeithaml & Malhotra, 2005), assessing electronic ser-
vice quality, CC-QUAL (Marimon et al., 2019) was developed for collabora-
tive consumption services. The scale includes five dimensions to assess the 
quality of the service created by the three agents involved: the customer, 
the peer service provider and the platform. First, ‘site organization’, ‘plat-
form responsiveness and agility’ and ‘legal protection and trustworthiness’ 
are related to the interaction with the website. Then ‘peer service provider’ 
and ‘social interactions’ are related to the interaction between peers. ‘Tan-
gibles’ and ‘hedonics’ were first considered by the authors but eventually 
deleted from the scale. Our results actually support the CC-QUAL scale 
dimensions and challenge them in the way they are structured. We also 
highlight the limitation of the scale, which is not applicable in all context.  

Regarding the interaction with the platform, the two dimensions of the 
CC-QUAL scale (‘platform responsiveness and agility’ and ‘legal protec-
tion and trustworthiness’) contribute well in the service quality evalua-
tion. First, we showed that in the case of a service failure, AirBnB users 
expect a service recovery from the platform. Thus, service quality evalua-
tion includes the capacity of the website to manage customers’ complaints 
and offer guarantees in case of a problem, which refers to the responsive-
ness and agility dimension of the CC-QUAL scale. This dimension is not 
observed among Couchsurfing users who do not expect any recovery from 
the website in case of bad experiences. This difference can be explained by 
the commercial grounding of the initiatives. AirBnB is a for-profit organiza-
tion whereas Couchsurfing is a non-profit one. The monetization of the ser-
vice leads people to categorize it as a traditional service and conceptualize 
the platform as a conventional service provider inducing reciprocity and 
monetary compensation (Belk, 2014). In contrast, Couchsurfers consider 
the platform as a simple ‘matchmaker’ between hosts and guests. In that 
sense, we contribute to the literature in responding to the call of Benoit et 
al. (2017: 226) “to investigate who customers blame for service failures and 
who is expected to recover for the failure as well as the form of recovery 
that will be required”. We also show that governance norms are different. 
In AirBnB, consumers clearly value strong institutional and legal govern-
ance mechanisms (Akbar & Tracogna, 2018; Perren & Kozinets, 2018, Wirtz 
et al., 2019), whereas Couchsurfing is rather ruled by ‘community-based 
governance’” (Adler, 2001). AirBnB users appreciate dealing with ‘verified’ 
hosts and expect AirBnB to only allow trustworthy hosts on the platform.

Second, both AirBnB and Couchsurfing users spend a lot of time and 
attention on the reputation system to choose the service provider. It allows 
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them to decrease uncertainty about the outcome and prevent them from 
bad experiences, which refers to the legal protection and trustworthiness 
dimension of the CC-QUAL scale. The difference between the two initia-
tives lies in the elements travelers focus on. AirBnB users focus more on 
tangible and functional elements such as the apartment cleanliness, the 
furniture and the location, and expect the accommodation to look like in 
the advertisement. Those elements are criteria on which they will evalu-
ate the service once consumed. Here, we clearly highlight a limitation of 
the CC-QUAL scale. It removes the ‘tangibles’ dimension from the scale 
although it seems to be a crucial factor in perceived service quality assess-
ment. In Couchsurfing, travelers are concerned by their own safety and use 
the reputation system to choose hosts who have well-established profiles 
and with whom they share common interests. They want to be sure they 
will share insightful moments with the host. This capacity to share special 
moments with the host and to build some kinds of bond is also used as 
criteria for service evaluation. We thus see that online and offline interac-
tions are interdependent. Travelers use the platform to make sure that both 
functional expectations and social expectations will be met.

Regarding the peer service provider attributes (i.e. honesty, profes-
sionalism and empathy) and the social interaction, our results illustrate 
a significant difference in the evaluation process between Couchsurfing 
and AirBnB. First, it highlights a different perception of the service pro-
vider’s role. When AirBnB users evaluate the service based on tangible 
and functional criteria such as price, convenience, cleanliness and location, 
Couchsurfers value social interactions and the shared experience Couch-
surfing offers. The role of the peer service provider is thus defined differ-
ently whether the service is monetized or not. In AirBnB, travelers expect 
the peer service provider to be nice, honest and ‘professional’. They value 
spending time with the host when entering the accommodation but do not 
expect to share personalized moments with the host. Because AirBnB is 
driven by a business objective and relates to market-exchange, consumers’ 
expectations toward the peer provider are similar to the ones they could 
have in a traditional service. This is probably one of the elements explain-
ing why it is nearly impossible to create a feeling of belonging and a feeling 
of community in such access-based model (Bardhi & Eckhardt, 2012; Eck-
hardt et al., 2019). On the other hand, Couchsurfing, before being defined 
as a peer-to-peer accommodation service, is seen as a hospitality network 
and a community (Decrop et al., 2018). Indeed, Couchsurfers do not focus 
on functional aspects of the service and do not mind sleeping on the floor 
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but they really count on the host to spend time with them, make them visit 
the city and share memorable experiences. 

Second, our results reflect the importance of the community in the hos-
pitality sector, especially for the non-profit organizations. This dimension 
however does not appear in the final CC-QUAL scale. The online commu-
nity and the wish for travelers to analyze comments and exchange online 
was mentioned in the CC-QUAL scale under the ‘hedonic’ label. This con-
fusing label (that only concerns online interactions) was retrieved from the 
final scale by CC entrepreneurs involved in the study. This is nonetheless 
an important element in the hospitality industry as it fosters trust between 
stranger peers. Besides, the ‘sense of community’ and the face-to-face inter-
actions that are the foundations of Couchsurfing do not clearly appear in 
the scale. Similarly, the importance of tangibles in Airbnb does not appear 
in the final CC QUAL scale as well. Nevertheless, it seems to be an impor-
tant dimension in the evaluation process for some collaborative services. 
Our study thus highlights a second limitation of the CC-QUAL scale, as 
it cannot be generalized to every sector of the collaborative consumption. 
Finally, it also highlights that the pseudo-sharing rationale of AirBnB 
opposed to the pure sharing logic of Couchsurfing show that governance 
norms differ.

Our results thus bring empirical support to the dimensions of the CC-
QUAL in the sense that both the platform and the peer service-provider 
participate to the service quality evaluation. But we also identify significant 
divergences. The CC-QUAL scale investigates the platform’s perceived 
quality and the peer’s service perceived quality separately, while we sug-
gest that perceived quality cannot be evaluated using online and offline 
interactions independently. While dimensions such as trustworthiness are 
considered separately in online and offline perspectives, our results show 
that they are connected. Indeed, consumers use online cues to assess the 
host’s trustworthiness and assess the online platform’s trustworthiness by 
the trustworthiness of the service provider it registers. Service quality must 
be evaluated globally, taking offline and online encounters together.

Finally, our study contributes to Perren and Kozinets’ work (2018) by 
differentiating for-profit and non-profit organizations. Perren and Kozi-
nets conceptualize collaborative markets through the idea of ‘Lateral 
Exchange Markets’ (LEMs) and propose a classification of four distinct 
market co  nfigurations. These market configurations are defined accord-
ing to the degree of platform intermediation, on the one hand, and the 
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degree of consociality between actors – defined as the actors’ physical or 
virtual copresence and the opportunity for social interactions – on the other 
hand. Couchsurfing and AirBnB platforms are both ‘matchmakers’ as they 
mediate a service flow between hosts and guests and are characterized by 
high levels of platform intermediation and of consociality. The degree of 
platform mediation and consociality nonetheless differs between the two 
initiatives. Platform mediation is higher in Airbnb as it coordinates and 
regulates the communication between peers, the payments and the reputa-
tion system. It gives assurance to the users and coordinates the pairing of 
hosts and guests. In Couchsurfing, platform mediation is less important 
in the sense that it allows people to connect and only provides a reputa-
tion system. It offers few tools to formally manage the exchange, relying 
more on the users’ community and mutual trust. Levels of consociality are 
also different. Consociality is higher in Couchsurfing as it is based on an 
online and offline community. Couchsurfers can not only connect to share 
accommodation but also to go have a drink, visit the city or meet for a spe-
cific event with locals. Social interactions lie at the core of the initiative. In 
Airbnb, consociality is comparatively less prominent but the platform also 
favors social interactions between peers and offers tools for travelers to 
meet and discuss before the service is experienced.
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The objectives of this chapter are to: 
�� Investigate how the interaction between local community and 

visitors influences the residents’ attitude.
�� Assess the results of positive or negative attitudes on overall 

tourism development of an island.
�� Suggest the establishment of roles and regulation for protecting 

the island resources.
�� Suggest further research on sustainable tourism development in 

developing nations.
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Introduction
Tourism is often prescribed as a powerful catholicon for socio-economic 
development of island states (Chen et al., 2011; Ribeiro et al., 2013). 
Although tourism provides some benefits for residents and destinations, 
its introduction creates adverse impacts as a by-product of its function-
ing that erodes sustainable development goals (Alipour et al., 2020); there-
fore, in order to minimize the unintended impacts, the involvement of all 
stakeholders in the planning process is recommended by many scholars 
(e.g. Chang & Mak, 2018; Cusick, 2009; Ribeiro et al., 2018). Amongst the 
many stakeholders einvolved in the sustainable tourism management of an 
island, residents have been considered as the most important and effective, 
without whom any plans towards sustainable development goals may be 
doomed to failure (Lalicic & Önder, 2018).

Investigating the attitude of residents about the impacts of any devel-
opment plan is gaining momentum in tourism, as an essential concern in 
managing and marketing sustainable tourism products and services (Chen 
& Chen, 2010; Choi & Murray, 2010; Kebete & Wondirad, 2019; Wang & 
Chen, 2015). Accordingly, the literature has been enriched with a variety 
of different studies related to residents’ attitudes, interactions with tourists 
and different aspects of sustainable development, yet the ambiguity in the 
perception of these topics by locals is far from adequately explored (Euse-
bio et al., 2018). Therefore, it is imperative to delve into the host-tourist 
interactions to have a richer understanding of the residents’ role in sustain-
able tourism development. Notably, it is vital to consider tourism as one 
of the biggest industries considered beneficial in developing countries and 
small state islands due to political and development nature of these areas, 
yet, there is a lack of adequate studies specifically in the developing nations 
(Akhshik et al., 2020; Sirivongs & Tsuchiya, 2012).

The attitude of the residents about sustainable tourism development is a 
concept that has received different definition by different scholars (Chen & 
Raab, 2012), but yet there is no clear-cut definition for the term (Ribeiro et 
al., 2013; Woosnam, 2012). Since there is no universally accepted definition, 
sustainable tourism development has been defined in a variety of explana-
tions, and different theories have been employed (Wang & Chen, 2015). 
However, Sharpley (2014) categorizes the formation of these attitudes as 
intrinsic and extrinsic. On the other hand, the behavioral dimension of resi-
dents’ attitudes was used in most of the significant studies of measures of 
support for sustainable tourism development (Woosnam, 2012). Thus, the 
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same approach adopted in this study. One of the leading tourism experi-
ence components is the quality of the interactions between residents and 
tourists, that is capable of influencing both residents’ and tourists’ satisfac-
tion either positively or negatively (Andereck et al., 2005; Kastenholz et al., 
2018; Luo et al., 2015; Pizam et al., 2002). 

There is a variety of conceptualizations of host-tourist interaction in the 
literature. A careful review of the related literature concludes that scholars 
should pay more attention to the sustainable aspect of marketing for more 
clarifications toward understanding the antecedents relevant to residents’ 
attitudes (Eusebio & Carneiro, 2012; Sharpley, 2014). Although different 
factors may influence the residents’ attitudes towards sustainable tourism 
development, there are different approaches to adopting the factors. How-
ever, host-tourist interactions have received less attention in the literature 
compared with other factors, such as perceptions of tourism impacts and 
community attachment (Eusebio et al., 2018). Consequently, there is a call 
to conduct more studies to explore the abovementioned factors that may 
influence tourists’ attitudes toward sustainable tourism development in 
developing countries (Chen & Chen, 2010; Sharpley, 2014; Woosnam, 2012).

This empirical study, in North Cyprus, intended to examine the effects 
of three determinants, such as host-tourist interactions, and residents’ atti-
tude through positive and negative impacts of perception towards sustain-
able tourism development, by using a structured equation model (SEM). 
Therefore, the study will answer the question of whether the interactions 
between the local community and tourists influences the locals’ attitudes 
towards sustainable development in the tourism industry. Thus, the objec-
tive of the study is narrowed down to: a) investigate how the interaction 
between local community and visitors influences the residents’ attitudes; 
and b) assess the results of positive or negative attitudes on overall tourism 
development of an island. Following a literature review of relevant studies, 
a theoretical model has been developed and conceptually tested. The study 
also contributes to the theory and practice, the details of which is provided 
in the conclusion section.

Literature review
Scholars have contradictory definitions for residents’ attitudes towards 
sustainable tourism development (e.g. Akis et al., 1996; Nunkoo & Gursoy, 
2012; Ribeiro et al., 2013; Wang & Chen, 2015; Woosnam, 2012; Yeager et 
al., 2019). As a result, there is no clear-cut definition of this phenomena in 
the tourism in the literature (Chen & Raab, 2012; Latkova & Vogt, 2012; 
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Vargas-Sanchez et al., 2015). Nevertheless, the majority of literature leans 
towards sustainable tourism development as that which has a long-term 
concern for places, people, behaviors or other dimensions of the environ-
ment (Carmichael 2000; Gu & Ryan, 2008). Carmichael (2000) argued that 
residents’ attitudes towards sustainable tourism development consist of 
three dimensions: cognitive, affective and behavioral. The cognitive dimen-
sion includes the beliefs, knowledge, and perception; the affective dimen-
sion can be described either as likes or dislikes; and the last dimension, 
behavioral, is explained as an expression of actions taken (Carmichael, 
2000). The behavioral dimension was most frequently examined in tour-
ism studies (Eusebio et al., 2018), and has been measured in the majority of 
studies through residents’ participation (Choi & Murray, 2010; Gursoy & 
Rutherford, 2004; Latkova & Vogt, 2012), therefore in this study a similar 
approach has been adopted.

The formation of these attitudes is either through intrinsic or extrin-
sic factors (Sharpley, 2014). The literature reveals that there are different 
intrinsic and extrinsic factors influencing residents’ attitude towards sus-
tainable tourism development (Eusebio et al., 2018; Kastenholz et al., 2018). 
The intrinsic factors are the socio-demographic profile of residents, the per-
ceived impacts of tourism, the benefits to individuals of the destinations’ 
economy relying on the tourism industry, the attachment of the commu-
nity to tourism activities, community involvement/participation, commu-
nity satisfaction, place attachment, interaction with tourists, and residents’ 
environmental attitudes; while the extrinsic factors are tourism develop-
ment in the destination, the state of the local economy, and visitor types 
(Eusebio et al., 2018). However, a few factors have received less attention in 
tourism contexts, such as attachment to place or location, and interactions 
between the local community and visitors (Eusebio et al., 2018). 

On the other hand, the impact of residents’ attitudes towards sustain-
able tourism development has been rarely reported in less developed 
regions, specifically in island states. An exception is the study by Canalejo 
et al. (2015) that measures residents’ attitudes in the Island of Santo Antao. 
Their study stresses the involvement of different stakeholders, specifically 
residents, as an essential element for economic and environmental sustain-
ability in these specific geographical areas. Similarly, Sanchez Canizares et 
al. (2016) investigated tourists, residents, and business owners’ attitudes as 
these are the pre-eminent stakeholders of the tourism industry. Moreover, 
the majority of studies allude to the positive attitude of residents’ toward 
sustainable tourism activities (Lopez et al., 2018). However, the literature is 
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still far from providing an adequate understanding of conceptualization in 
triggers influencing the residents’ attitude.

Proposed model
The effects of variables on residents’ attitude towards sustainable tour-
ism development in North Cyprus was analyzed based on social exchange 
theory (SET)  (Figure 8.1).

Figure 8.1: Proposed model of the study.
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Eusebio et al. (2018) emphasized in their study that host-tourist inter-
action is one of the determinants that significantly affects the residents’ 
attitudes towards sustainable tourism development. The proposed model 
includes four variables. There are three determinants for residents’ atti-
tudes towards sustainable tourism development: host-tourist interactions; 
positive impacts perceived by residents; and negative impacts perceived 
by residents.

Interactions
The central components of the tourism experience are the confrontations 
between residents and tourists (Luo et al., 2015), that influence the percep-
tion of host and tourists positively or negatively (Andereck et al., 2005; 
Kastenholz et al., 2018; Pizam et al., 2002). Eusebio et al. (2018) argued that 
host-tourist interaction is a complicated construct, and has been studied by 
adopting different approaches. The interaction between host and tourist 
can be defined as social contact in tourism. In this study, we adopted Reis-
inger and Turner’s (2003) perspective. Host-tourist interaction is an emerg-
ing construct, and due to the lack of adequate empirical studies there are 
ambiguities about the best method for measuring it (Eusebio et al., 2016; 
Kastenholz et al., 2013; Pizam et al., 2002; Reisinger & Turner, 2003). 

This construct is used frequently in recent studies (Eusebio et al., 2016; 
Kastenholz et al., 2013) since the interaction between host and tourist was 
examined positively (Eusebio & Carneiro, 2012; Reisinger & Turner, 2003). 
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Eusebio et al. (2018) proved that in order to develop positive, sustainable 
tourism impacts, the interaction between host and tourist is a crucial factor, 
as the residents perceive more positive sustainable tourism impacts then 
they develop more positive attitude toward sustainable tourism. The char-
acteristics and motivations of residents and tourists can be described in 
different varieties that influence the nature of the interaction between resi-
dents and tourists (Sharpley, 2014). The social contacts between residents 
and tourists almost are minimal and temporarily in the majority of the des-
tinations (De Kadt, 1979; Eusebio & Carneiro, 2012; Kastenholz et al., 2015).  

The interaction between residents and tourists can be either positive 
or negative due to the different characteristics of both actors (Luo et al., 
2015; Reisinger & Turner, 2003). Cultural enrichment and learning about 
each other happens when both actors’ perception are positive (Reisinger 
& Turner, 2003). A few studies investigated the relationship between host-
tourist interaction and residents’ attitudes towards sustainable tourism 
development (Eusebio & Carneiro, 2012; Eusebio et al., 2018; Kastenholz 
et al., 2013). Moreover, increasing the awareness among residents about 
sustainable tourism development  and its advantages increases the positive 
attitude of residents towards tourism (Luo et al., 2015).Therefore, accord-
ing to the literature, the following hypotheses developed:

�� H1: Host-tourist interactions affect the positive impacts perceived.

�� H2: Host-tourist interactions affect the negative impacts perceived.

Residents’ perceptions 
The residents’ life quality can be influenced through economic, envi-
ronmental, and socio-cultural determinants positively or negatively 
(Almeida-Garcıa et al., 2016; Latkova & Vogt, 2012). The history of tourism 
studies illustrates that although positive impacts of tourism were studied 
by researchers, the scholars in 1980s focused on both positive and negative 
impacts of sustainable tourism development (McGehee & Andereck, 2004). 
The literature review shows that residents perceive economic impacts as 
positive, meanwhile the other determinants such as environmental and 
socio-cultural impacts are perceived by residents as negative impacts of 
sustainable tourism development (Cheng et al., 2019; Gu & Ryan, 2008; 
Haralambopoulos & Pizam, 1996; Yoon et al., 2001). However, the percep-
tions of residents’ influence their attitude both positively and negatively 
towards sustainable tourism development through economic, environmen-
tal, and socio-cultural determinants (Brida et al., 2011; Yoon et al., 2001).
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 In a considerable number of studies SET has been used to explore 
the effects of residents’ perception on their attitude towards sustainable 
tourism development (Ali et al., 2018; Brida et al., 2011; Hadinejad et al., 
2019; Lalicic & Önder, 2018; Pham et al., 2019; Rasoolimanesh et al., 2015). 
During the last decade, a considerable number of studies were pursued 
to explain the relationship between residents’ perceptions and residents’ 
attitudes towards sustainable tourism development (Diedrich & Garcia-
Buades, 2009; McGehee & Andereck, 2004; Rasoolimanesh et al., 2019; Teye 
et al., 2002). SET is the dominate theory to explain the relationship between 
residents’ perceptions and attitudes towards sustainable tourism develop-
ment (Hsu et al., 2019). There is a variety of overarching theories to assess 
the residents’ perception of sustainable tourism development activities. 

The literature review revealed that SET is the prevailing discourse (Ap, 
1990, 1992; Latkova & Vogt, 2012; Rasoolimanesh et al., 2017). Ap (1992) 
defined the SET that implements a cost-benefit analysis through the inter-
action of two parties. The interaction of host and tourist attitudes towards 
sustainable tourism development was conducted based on SET in different 
studies (Ali et al., 2018; Harrill, 2004; Kang & Lee, 2018; Long, 1996). Kang 
and Lee (2018) used SET to investigate the role of impacts on perception 
by the host community and their support for enhancing sustainable tour-
ism development (Park et al., 2015; Rasoolimanesh et al., 2015; Yoon et al., 
2001). Based on SET, residents support sustainable tourism development 
when they perceive the benefits; on the other hand, when residents per-
ceived the cost they show less willingness to support sustainable tourism 
development (Chen & Chen, 2010; Kaltenborn et al., 2008; Lee, 2013; Mei-
mand et al., 2017; Nunkoo & Gursoy, 2012).

Regarding the proposed model and according to the literature, the fol-
lowing hypotheses were developed:

�� H3: Negative impacts perceived affects residents’ attitudes. 

�� H4: Positive impacts perceived affects residents’ attitudes.

Methodology
The majority of studies on the attitude of the local community towards 
sustainable tourism development adopted quantitative research method 
(Nunkoo et al., 2013; Sharpley, 2014). Recently, a considerable number of 
studies adopted structural equation modelling (SEM) to analyses the poten-
tial influence of residents’ attitudes’ antecedents towards sustainable tour-
ism development (Chen & Chen, 2010; Dyer et al., 2007; Gu & Ryan, 2008; 
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Gursoy & Rutherford, 2004; Kaltenborn et al., 2008; Ko & Stewart, 2002;  
Lee, 2013; Lindberg & Johnson, 1997; Nunkoo & Ramkisoon, 2011; Nunkoo 
& Gursoy, 2012; Nunkoo et al., 2013; Oviedo-Garcia et al., 2008; Sirivongs & 
Tsuchiya, 2012; Vargas-Sanchez et al., 2011; Wang & Chen, 2015; Woosnam, 
2012; Yoon et al., 2001). Eusebio et al. (2018) further investigate these atti-
tudes using a single construct with a linear approach by an indirect meas-
urement of impacts that forms the residents’ attitudes towards sustainable 
tourism development.

A self-reported questionnaire was designed, based on the literature 
review to measure the dimensions of this study, naming, negative and pos-
itive impacts perceived, host-tourist interactions, and residents’ attitude 
towards sustainable tourism development. Well-structured measures from 
various studies were the impetus in the design of the questionnaire. Fol-
lowing the instructions of Podsakoff et al. (2003), many procedural biases 
have been regarded. As such, the questionnaire consisted of a cover page 
explaining the aim of the study and the confidentiality of the collected data. 
The second part consisted of the behavioral dimension of the construct of 
attitudes of the residents towards sustainable tourism development. This 
5-items construct was adopted from the study of McGehee and Andereck 
(2004) and further approved by Jurowski and Gursoy (2004).

The third part consists of the perceptions of 10 items for positive aspects 
and 10 items for negative aspects of perceived impacts by residents that 
have been adopted from Haralambopoulos and Pizam (1996) and fur-
ther tested by Andereck and Nyaupane (2011). This part also measured 
the host–tourist interactions based on a 3-items construct that was initially 
adopted from Teye et al. (2002). The questionnaire continued with the 
demographic profile of the respondents, i.e. age, marital status, income, 
education, nationality. The questionnaire was translated into the Turkish 
language following the back-translation technique (Brislin, 1970). A pilot 
study of 10 residents approved the readability and clarity of the items in 
the questionnaire. 

The data for the empirical study has been collected in the northern part 
of Cyprus; the residents are mainly Turks from Turkey and Turks origi-
nally from Cyprus, and the population is almost 300,000 people living in 
3 main districts. The island attracts almost 1.5 million foreign tourists per 
year (North Cyprus hoteliers associations). Following judgmental sam-
pling technique and targeting only native residents of the island, a paper-
pen questionnaire was administrated during December 2019. The sample 
size of 380 (for a single proportion of 0.50, a confidence level of 95%, and 
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a margin of error of 5%) deemed adequate to form the population of the 
study. In this regards, four hundred residents were invited to participate in 
the survey out of which 326 valid questionnaires were extracted.

The sample was almost evenly distributed amongst the genders (44.47% 
Males; 55.52% Females). Majority of the respondents were married (66.87%) 
and most of them were aged between 30-49 (37.11%), followed by the age 
group of 50-64 (35.88%), age group of over 65 (17.17%) and age group of 
18-29 (9.81%). In terms of nationality, according to the aim of the research, 
only local native residents of Turks (11.34%) and Turkish Cypriots (88.65%) 
were included. Their education background varied from no schooling at 
all (13.8%) to graduate and higher degrees (6.74%) and trade/technical 
and vocational training made the majority of the sample (30.98%) whose 
income was from less than 500 USD (17.17%) to more than 3000 USD (4.90) 
with most earning between 500 and 1000 USD (64.72). 

Data analysis
The data was assessed based on the theoretical underpinning. As a result, a 
two-step approach to structural equation model (SEM) has been applied in 
order to evaluate the measurement model and hypothesis testing (Ander-
son & Gerbing, 1988). In the first step, confirmatory factor analysis (CFA) 
was employed to weigh the dimensionality of constructs. This process was 
followed by discriminant validity, convergent validity, and a reliability test 
using Cronbach’s alpha tested the internal consistency of the constructing 
variables using IBM SPSS V.20 and AMOS V.24. In the second step, an SEM  
was built, and a series of the model fit statistic was extracted in AMOS V.24, 
the results of which are presented below. Table 8.1. represents the results of 
CFA, mean, composite reliability (CR), average variance extracted (AVE). 
CR ranges from 0.881 to 0.925, whereas AVE ranging from 0.534 to 0.70 
while all loadings are significant and more than 0.60 that indicates the dis-
criminant and convergent validity of the constructs (Anderson & Gerbing, 
1988; Fornell & Larcker, 1981).

In the second step, the structural model has been evaluated by fit indices 
such as χ2: 835.636; df:293; χ2/df: 2.852; CFI: 0.90; SRMR: 0.058; RMSEA: 0.075 
that represent the acceptable interpretation of standard recommended cut-
off criteria (Hu & Bentler, 1999). The result of SEM is presented in Table 8.2. 

Hypotheses 1 and 2 that suggest host-tourist interactions have a posi-
tive effect on positive and negative impacts perceived by the residents 
are supported (H1: t-value: 8.031, p < 0.001; H2: t-value: 5.323, p < 0.001). 
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Table 8.1: Result of confirmatory factor analysis, CR, AVE and alpha

β Mean CR AVE α

Negative Impacts Perceived (Nip) 3.25 0.919 0.534 0.731

Increase of locals’ stress .654 *

Increase of sexually transmitted diseases .622 *

Increase of road traffic .761 *

Decrease of peace and quiet .709 *

Increase in the goods & services’ price level .759 *

Increase in criminality (robbery, violence) .785 *

Increase in real estate value .802 *

Increase of prostitution .738 *

Increase of drug consumption .707 *

Increase in vandalism acts .754 *

Positive Impacts Perceived (Pip) 3.88 0.925 0.608 0.780

Improvement of the island’s image .763 *

Tourism contributes to the increase in residents’ 
quality life .756 *

Infrastructure improvement (roads, sports 
facilities, etc.) .843 *

Increase in cultural events offering .785 *

Promotion of traditions .804 *

Growth of employment .766 *

Increase of the residents’ income .783 *

Tourism improved public services in our 
community. .732 *

Attitudes towards sustainable tourism 
development 3.83 0.881 0.598 0.773

I would like to see more tourists on my island .814 *

I strongly support tourism development .804 *

I actively participate in tourism planning .812 *

I participate in the enhancement of tourism 
projects .759 *

I make suggestions for improvements in 
tourism development .667 *

Host-tourist Interactions (Int) 3.73 0.874 0.700 0.836

I like to interact with tourists .914 *

My interaction with tourists is positive .819 *

I make friends with tourists .769 *

Note: β: standardized factor loading; β is significant at the .001 level; AVE: average vari-
ance extracted; α: Cronbach’s alpha; CR: composite reliability; *: p < 0.001 

Source: Authors’ elaboration.
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Moreover, Hypotheses 3 and 4 that propose negative and positive impacts 
perceived by the residents have effects on residents’ attitudes towards sus-
tainable tourism development are supported (H3: t-value: 6.081, p < 0.001; 
H4: t-value: 9.065, p < 0.001). 

 Table 8.2: Result of the structural equation modeling (SEM)

Hypothesis Estimate S.E. t-value p Result

Int � Nip .453 .056 8.031 * Supported

Int � Pip .231 .043 5.323 * Supported

Nip � Att .296 .049 6.081 * Supported

Pip � Att .568 .063 9.065 * Supported

Note: * p < 0.001

Source: Authors’ elaboration

Conclusion
The findings of this study provide essential theoretical and practical impli-
cations. This study has extended the theory of social exchange to the field 
of sustainable tourism development by giving a full consideration of host-
tourist interactions on residents’ attitude towards sustainable tourism 
development through positive and negative impacts perceived. The pro-
posed model is unique and was developed based on SET. In this study, a 
proposed model developed and examined the relationship between resi-
dents’ perception impacts both (positively and negatively) and the attitude 
of the local community towards sustainable tourism development in North 
Cyprus Island. As to the contributions to the literature, this study based on 
the previous studies, confirms the supportiveness of host-tourist interac-
tions to the residents’ attitudes towards sustainable tourism development 
based on SET (Eusebio et al., 2018; Hsu et al., 2019; Nunkoo et al., 2010; 
Ward & Berno, 2011). SET has been used frequently in the literature to 
explain the relationship between the residents’ perception and residents’ 
attitude towards sustainable tourism development. Four hypotheses devel-
oped according to the proposed model in this study. All four hypotheses 
were supported. 

First, the variable of host-tourist interactions was found to have signifi-
cant effects on both positive and negative impacts perceptions; thus, both 
H1 and H2 were supported. These findings are in line with prior studies 
(Eusebio et al., 2018). Furthermore, host-tourist interactions can be per-
ceived either positively or negatively by residents, which means a good 
encounter between host and tourist leads to the willingness of residents 
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to form positive attitudes towards sustainable tourism development. On 
the other hand, negative impacts perceived decrease the supportiveness of 
residents towards sustainable tourism development. 

The other studies in the same context confirmed that host-tourist inter-
actions significantly affect residents’ attitudes towards sustainable tour-
ism development through perceived impacts (Eusebio et al., 2018). Which 
means, the results of host-tourist encounters can lead to support for sustain-
able tourism development when there are perceived benefits, especially in 
island states because their economy relies on tourism. Of the two remain-
ing hypotheses of the perceptions of positive and negative impacts on resi-
dents’ attitudes towards sustainable tourism development, both H3 and 
H4 were statistically significant, thus were supported. These findings were 
based on SET: when residents perceive the benefits to be more than costs, 
their attitudes form positively to support for sustainable tourism activities, 
and on the contrary, when perceiving costs to be more than benefits, their 
attitudes form negatively towards sustainable tourism development. These 
findings confirmed previous studies (Eusebio et al., 2018). 

The results of this study deliver prescriptions for tourism destination 
management on enhancing the involvement of residents in sustainable 
tourism development. There are several practical implications obtained 
from this study that explain the necessity of residents’ participation in 
sustainable tourism development, particularly for island states. First, the 
government should support the non-governmental groups established 
by residents and involve the local community, under the supervision of 
government for sustainable tourism development. Furthermore, the gov-
ernment should provide a pathway to foster investment for any activities 
based on sustainable tourism development (Nunkoo et al., 2010). On the 
one hand, effective communication and interaction between residents and 
tourists at the destination is an essential antecedent of forming residents’ 
attitudes. The local government, as a relevant organizer, should use its 
resources to establish proper interactions between residents and tourists to 
form positive and effective perceptions toward sustainable tourism devel-
opment.

Second, the government should establish roles and regulation for pro-
tecting the island resources. Thus, beneficiary outcomes earned from 
tourism activities should be invested in development that results in more 
participation of the local community in sustainable tourism. The hospital-
ity of residents significantly influences the success of sustainable tourism 
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development (Bimonte & Punzo, 2016). Residents may provide supports 
toward tourists when they become aware of the financial and social ben-
efits of sustainable tourism development (Lin et al., 2017). Therefore, the 
government has a crucial responsibility to shape positive attitudes by clari-
fying the importance of sustainable tourism development. 

This study has some limitations. Tourism consist of a variety of stake-
holders who are involved in the development of the sustainable tourism 
industry. In this study, the first limitation is that the questionnaires were 
gathered from local participants of North Cyprus. In order to signifi-
cantly improve these kinds of studies in the same context, it is suggested 
to involve other stakeholders in examining the relationship between the 
perceptions and attitudes towards sustainable development of the tourism 
industry. Second, this study has been done in North Cyprus which has 
three main cities. To overcome this limitation, it is suggested that similar 
studies should be done on other islands. Finally, the data were gathered 
through the cross-sectional approach. It is recommended to collect data in 
future studies longitudinal to observe the differences that may take place.
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9	 Challenges to 
sustainability in 
prospective world 
heritage sites

Sina Kuzuoglu and Stella Kladou

The objectives of this chapter are to: 
�� Investigate how a centralized governance structure affects the 

potential to achieve sustainability through tourism development.
�� Explore whether the sustainability challenges that arise from 

the top-down management approach in heritage sites in Turkey 
proposed in 1990s improved over the years.

�� Assess empirical data collected through interviews and focus 
groups in Iznik/Nicaea and use the sustainability framework as a 
basis for a thematic analysis on the impact of Iznik’s prospective 
inscription as a World Heritage Site.

�� Describe the role of coordination between stakeholder groups, 
previous urban development patterns, conservation of heritage 
and the natural landscape for potential sustainable tourism 
development.

�� Address theoretical and practical implications of inscription as a 
World Heritage Site and tourism development on sustainability.

Keywords:  cultural heritage; World Heritage Sites; sustainability; 
urban development; spatial planning; tourism.
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Introduction
Heritage cities often build on their cultural assets to develop as destina-
tions. Yet, the assets communicated to visitors usually present only part 
of the picture. Heritage cities often tend to possess a significant cultural 
value that is hidden from the prying eyes. This value is not only exhibited 
as tangible assets, but the accumulation of knowledge and experience in 
the culture-laden milieu is also central to the notion of heritage (Falser, 
2015). Such intangible elements have found their way into international 
discussions in recent years (Vecco, 2010). Heritage cities, as living spaces, 
also embrace a cultural heritage inseparable from local communities, and 
in a broader perspective, from the whole of humanity. This perspective is 
central to the creation of World Heritage Sites (WHSs) seeking to protect 
the world’s heritage with Outstanding Universal Value under the umbrella 
of the United Nations Educational, Scientific and Cultural Organization 
(UNESCO) (1972). In this process, however, the heritage assets inscribed 
as WHSs are nominated by national governments which, upon inscription, 
become the primary entity responsible for safeguarding their integrity. 

The primary motivation for this research is the centralized governance 
structure of developing countries and how this affects the potential to 
achieve sustainability through tourism development. Turkey is an example 
of such a centralized system in regard to tourism and heritage manage-
ment (Yüksel et al., 2005) which includes the WHSs. In Turkey, WHSs are 
not only effective tools to aid foreign policy (Atakuman, 2010) but are also 
integral to culture-driven tourism strategy (Ozturk & van Niekerk, 2014). 
Despite inconclusive evidence in the literature on the relationship between 
proliferation of tourism and WHS status (Jimura, 2011; Poria et al., 2013), 
Turkey’s proactive relationship with UNESCO may be interpreted as re-
affirming the perceived linkage between WHS status and visitation.  

Furthermore, extant studies in Turkey argue that the central governance 
structure in Turkey commonly excludes local stakeholders from planning 
processes (Tosun & Jenkins, 1996; Yüksel et al., 1999). Still, in the subse-
quent years, scholarly interest in the governance of tourism and heritage 
in Turkey declined considerably and does not reveal if earlier recommen-
dations have been taken into consideration. Although efforts are made to 
decentralize development mechanisms in Turkey and to increase region-
based decision-making (Alvarez et al., 2014), their ramifications for tourism 
and heritage are virtually non-existent in the literature. This research aims 
to have a glimpse of the Turkish perspectives on heritage governance and 
to investigate whether the sustainability challenges that arise from the top-
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down management approach in heritage sites proposed in 1990s (Tosun, 
1998) improved over the subsequent decades. To this end, this research 
places the ancient city of Iznik/Niceae in Bursa province of northwestern 
Turkey under the microscope. 

Iznik, as a living city for the last three millennia, represents a unique 
accumulation of cultural heritage assets of different empires (Stefani-
dou, 2003). Despite being inhabited for its entire history, the city has had 
a tumultuous past, with shifting geo-political and economic importance 
(Lowry, 2003). Iznik’s cultural importance for the national government 
resonates in the city’s recent nomination as a prospective WHS (UNESCO, 
2014). Many heritage cities are also living cities, thereby implying a series 
of challenges when WHS inscription, urban and tourism development 
and sustainability objectives are pursued. The literature tends to prioritize 
either heritage/conservation or destination development, with implications 
often favoring a centralized system in order to facilitate decision-making. 
The question arising, however, is whether those in charge do learn over 
time, grasp the essence of good/bad practice and are, in the end, in posi-
tion to support sustainability. Since WHS status is an important asset for 
destination promotion of rural areas in particular (Wuepper & Patry, 2016), 
development objectives may prioritize economic growth and, in the pro-
cess, neglect environmental and socio-cultural attributes. 

Drawing on previous scholarship on WHSs and destination manage-
ment, this research investigates Iznik’s administrative framework pertinent 
to its tourism prospects and to-be WHS status for an ex ante evaluation of 
the sustainability challenges. To achieve this, we particularly focus on how 
the culture embedded in Iznik and its inhabitants is reflected in administra-
tive stakeholders and how this reflection is interlinked with sustainability 
objectives in this heritage city. 

Literature review
WHSs and heritage cities (e.g., those cities in which sites of the UNESCO 
World Heritage List are located) need to embrace future generations while 
extending beyond today’s local communities to international visitors. As 
such, their sustainable development relies on three pillars, namely the 
economic, the socio-cultural and the environmental one (United Nations 
World Tourism Organization [UNWTO], 2013). Yet, literature suggests 
that the policy, tourism and development objectives which are linked to 
each one of these pillars may not necessarily be reflected in practice when 
a living city is inscribed as a WHS by UNESCO.



144  Sustainable and Collaborative Tourism in a Digital World

Conservation in heritage cities: Friend or foe?
It is not an easy task to help heritage cities deal with the challenges of pro-
tecting and managing their heritage, while developing as destinations. The 
starting point in this challenge is the definition and recognition of heritage 
itself. Michael Falser (2015:2) sees cultural heritage as “material structures, 
institutional complexes and practices, … [that] carr[y] a powerful emotional 
charge and a value structure emanating from the idea of belonging and of 
shared cultural meanings”, thereby embodying both the tangible and the 
intangible assets of a particular place under the umbrella of cultural herit-
age. However, the integration of intangible heritage into the international 
agenda is a relatively recent phenomenon (Vecco, 2010). Heritage can be 
appropriated in a bottom-up manner by the residents of a particular place 
or it may be designated in a top-down approach (Rautenberg, 1998 cited 
from Dupagne et al., 2004; Tweed & Sutherland, 2007) primarily emanating 
from a certain group of experts. 

However, this approach often undervalues, and subsequently disre-
gards, the public opinion in living cities in an attempt to regenerate the eco-
nomic structure. This approach may lead to deterioration of the residents’ 
quality of life and to negative impacts on the resident-visitor co-creation of 
value (Kavaratzis, 2017). An example of this is the City of Pingyao, China, 
whose designation as a WHS has led to severely negative socio-cultural 
impacts, such as gentrification and displacement (Wang, 2012). Aside from 
its societal consequences, a conservation framework may inflict an addi-
tional monetary pressure on residents, which is amplified through inscrip-
tion as a WHS due to the international pressure for conservation (Joy, 2016). 
This possibility also aligns with the view that WHS management attaches a 
paramount importance to environmental management but fails to consider 
social parameters to the same extent (Landorf, 2009).

WHSs are essentially regarded as being the joint heritage of human-
ity, whose conservation is desired for the benefit of future generations 
(UNESCO, 1972). Yet, the conservation framework imposed by UNESCO 
for WHSs may not be aligned with the needs of the communities inhabiting 
the WHS. Especially for WHSs located in cities, the conservation expecta-
tions may not capture the city’s developmental requirements (Pendlebury 
et al., 2009). Furthermore, in an era of global mobility, WHSs and other 
heritage assets are not solely connected to the local community. Rather, 
they are valorized by visitors as well, and the tourism activity they gener-
ate is perceived to positively influence the conservation efforts in heritage 
settings (Vareiro et al., 2013). 
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On the other hand, intangible elements of cultural heritage may be more 
difficult to preserve, particularly when one considers the intercultural 
milieu found in practically all tourism destinations (Andereck et al., 2005). 
Together with the physical attributes, the immaterial knowledge and expe-
rience that accumulate in cities interactively shape residents’ attachment to 
their cities, i.e., their sense of place (Campelo et al., 2013). As such changes 
may influence a city’s social fabric, a coherent and comprehensive plan-
ning process is essential to maintain attractiveness. 

Tourism planning and development in heritage cities
Becoming a WHS does not necessarily translate to increased visitation 
(Jimura, 2011; Poria et al., 2013) and the negative examples of over-tourism 
in many prominent heritage cities, such as Venice, highlight potential out-
comes of tourism mismanagement that both endangers the integrity of the 
heritage assets and the quality-of-life of the residents (Seraphin et al., 2018). 
Destinations, whether they be cities or not, are not static entities, their 
innate characteristics are transformed by external contingencies. Tourism 
may be regarded as one such contingency, continuously evolving in itself 
and influencing the destination characteristics (Buhalis, 2000; Butler, 1980). 
In heritage cities, as argued by Harrill and Potts (2003), tourism develop-
ment may influence residents to different extents based on their proximity 
to core heritage areas. 

Previous scholarship on the role of WHS status in destination manage-
ment argues that rural areas integrate inscription into their marketing 
efforts to a higher extent in an attempt to decrease the expected dissat-
isfaction that may be expressed by prospective visitors prior to traveling 
to a relatively remote destination (Wuepper and Patry, 2016). When we 
approach this from a destination competitiveness framework (Buhalis, 
2000), proliferation of tourism requires not only infra- and superstructure 
elements but also draws strength from experiential elements and periph-
eral services, which often are not as developed in rural areas compared to 
their urban counterparts. In living cities, however, these elements are not 
solely used by visitors but they also cater to the needs of the local com-
munity members, implying that tourism planning, ideally, incorporates 
the residents’ needs into the planning process (Ashworth and Page, 2011) 
which renders the local and national tourism governance an integral com-
ponent of sustainable tourism perspective of heritage cities. 

Extant studies show that socio-cultural and economic characteristics of 
cities change with increasing tourism activity (e.g., Andereck et al., 2005; 
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Buhalis, 2000; Özel and Kozak, 2017; Vareiro et al., 2013). In Turkey’s con-
text, the centralized governance approach to tourism and heritage con-
servation is an important parameter that not only influences the planning 
phase (Human, 2015) but also shapes the execution stage (Yüksel et al., 
2005). 

Governance mechanisms and heritage sites in Turkey
Turkey exhibits a central governance structure in which national institu-
tions are the primary decision-makers and local stakeholders are com-
monly excluded from planning processes (Human, 2015; Yüksel et al., 
1999; Yüksel et al., 2005). While the recent creation of regional develop-
ment agencies (RDAs) is an important step towards decentralization and 
addressing region-specific development needs (Alvarez et al., 2014), the 
progress of this process and its efficacy remains enigmatic. In the case of 
WHSs in Turkey, their selection and inscription processes are undertaken 
by the national government, in line with Rautenberg’s (1998) heritage by 
designation approach, which appoints site managers to each nominated or 
inscribed WHS. 

The general tendency of WHS management in Turkey involves local 
administrations to employ the experts to work on heritage assets within 
their legal jurisdiction (Smith, 2006) and provide financial support to the 
conservation and renovation efforts. However, different national entities 
are responsible for different resources, and, in Turkey, the absence of a 
coordination mechanism between different governmental branches and 
their local representatives presents a challenge for heritage cities, particu-
larly in cities where natural and cultural heritage co-exist (for an example 
from Cappadocia WHS in Turkey, see Somuncu & Yiğit, 2007). 

In the context of the present research, there are three primary administra-
tive institutions. Firstly, the Ministry of Tourism and Culture oversees the 
heritage aspect due to the potential WHS status of Iznik which, in addition 
to cultural heritage assets, draws strength from the residents’ ‘connect[ion] 
with the lake and their agricultural hinterland’ (UNESCO, 2014). Secondly, 
the appointed site manager is responsible for the preparation of a manage-
ment plan and the administration of the Field Management Unit (FMU) 
which ideally informs different governmental entities and represents the 
bridge between local and national stakeholders. Thirdly, Iznik’s FMU is 
staffed and funded by Bursa Metropolitan Municipality (BMM), which 
hierarchically supersedes the local Iznik Municipality (IM). Both munici-
palities are responsible for regional and local planning initiatives and thus, 
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integral to heritage management and tourism planning in Iznik, and their 
ideal integration with sustainability objectives. Prior to turning attention 
to the methodological approach employed, a brief introduction on Iznik 
as a prospective WHS and its historical evolution is essential to provide a 
context for the present research.

The case of Iznik/Nicaea, Turkey
Iznik, or as was known in the olden times, Nicaea, is home to extensive 
archaeological studies and renovations undertaken with the ultimate aim 
of becoming a WHS, a process which started with the city’s introduction 
to the tentative list in 2014 (UNESCO, 2014). In essence, Iznik is one of the 
few heritage cities in Turkey that openly exhibits a multilayered structure, 
in which different cultural influences have culminated in a unique repre-
sentation of historical transformation. 

Iznik is a district of Bursa, located in the north-western Marmara region 
of Turkey. First established in the 3rd century BC (Stefanidou, 2003), it was 
successively ruled by Bithynia, Roman, Seljuk, Byzantine and Ottoman 
Empires. Originally a walled city (i.e., fortress) established on the eastern 
part of its namesake lake and surrounded by mountains, Iznik exhibits a 
Hippodamian city plan and a grid layout that is primarily intact to date. 
Over the course of history, Iznik has become an important city for Chris-
tianity for hosting two ecumenical councils (UNESCO, 2014). It is also the 
city where the higher education system of the Ottoman Empire was shaped, 
and the first madrasah founded (Bayraktar, 1994). Furthermore, from 16th 
century onwards, Iznik became an important supplier of ceramics for the 
Ottoman Imperial Palace, which cooperated with the manufacturers on the 
ornamental style with sketches mostly completed in the Imperial Palace 
(Aslanapa, 2003).

While Iznik has been a continuously inhabited city since its inception, 
Lowry (2003) notes that it was largely underpopulated during the Otto-
man Empire, especially after the relocation of the Ottoman capital to Con-
stantinople (modern day Istanbul). According to the travelogue of Evliya 
Celebi, the eastern part of the city was mostly abandoned and in ruins in 
the 17th century (Kahraman & Dağlı, 2013), and its local economic and 
physical conditions further deteriorated after the 18th century (Foss, 2003; 
Lowry, 2003). 

In line with the scope of the present research, there are three facts that 
would help us draw the picture of today’s Iznik. First, the tangible cultural 
heritage assets in Iznik represent different cultures that have reigned over 
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the city throughout the last millennia. However, their condition ranges 
from well-preserved to derelict. Second, Iznik has experienced a surge in 
its population after the demise of the Ottoman Empire in 1923. Third, not 
only did the section within the fortress develop significantly (which is not 
always aligned with the current conservation framework) but Iznik also 
expanded towards its periphery, implying a change in its land-use frame-
work and a decline in the agricultural production (Yücel & Salt, 2018). Inte-
gration of a sustainability paradigm in a culturally endowed living city is 
especially difficult to achieve, due to innumerable interested stakeholder 
groups, which renders the methodological approach particularly impor-
tant.

Methodology
A thematic analysis of secondary and primary data was deemed necessary. 
As a basis for the thematic analysis undertaken, we refer to the three pil-
lars of sustainability, namely socio-cultural, economic and environmental, 
as these embrace objectives relevant to, among others, economic viability, 
local prosperity, social equity, visitor fulfillment, local control, community 
well-being, cultural richness, physical integrity, and resource efficiency 
(UNWTO, 2013).

Extant information on Iznik, including the output of international 
symposia on Iznik (Akbaygil et al., 2003; BMM, 2015; IM, 2005) and the 
nomination file of Iznik to the World Heritage Centre (UNESCO, 2014), 
reveal that cultural heritage assets constitute the overwhelming major-
ity of scholarly interest in Iznik. The nomination file of Iznik summarizes 
its heritage identity in three main constituents, namely, tangible cultural 
heritage assets (e.g., the archaeological remains and architectural assets); 
intangible cultural heritage assets, (e.g., çini art, its importance for Christi-
anity); and the continuous co-existence of nature and humans for millennia 
(UNESCO, 2014). Any reference to the urban development around Iznik is 
virtually non-existent. However, the cultural landscape changed consider-
ably due to modifications in land-use plans (Yücel & Salt, 2018).Therefore, 
we reviewed the urban development plan at 1/1000 implemented in line 
with 1/5000 strategic development plans, and the recent revisions made 
on them.

Primary data collection followed a qualitative approach, which included 
a combination of observations, focus groups, and interviews. As the 
UNESCO procedure is at its infancy, the people knowledgeable on the cur-
rent status of Iznik are limited. At first, the local UNESCO project team 
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facilitated an in-depth briefing on the history and cultural heritage assets 
of Iznik and its UNESCO process. Then, given that our research requires 
site-specific information as well as more general knowledge on Iznik, two 
research visits to Iznik were arranged in spring 2018. During these visits, 
observational data were collected, one interview and two focus groups 
were held. The topics were determined a priori on the basis of the literature 
review according to the participants’ professional backgrounds. Upon pro-
cessing these data, additional topics emerged; these were discussed during 
an additional interview with the Iznik Field Manager. 

In detail, our first research trip in March 2018 primarily focused on a 
preliminary assessment of the cultural heritage assets in Iznik. During this 
trip, we collected observational information on the city and its tourism 
assets. Furthermore, we interviewed one of the most prominent çini mas-
ters of Iznik according to the BMM representatives in order to determine 
the characteristics of çini, important actors in the industry, threats to its 
continuity, and its limitations.

Our second research trip in April 2018 was guided by representatives of 
the BMM. Iznik can be regarded as an example of heritage by designation 
(Rautenberg, 1998), and the team working in the city are experts in differ-
ent disciplines of heritage assets. Our guides and accompanying colleagues 
(i.e., two archaeologists, two art historians, a UNESCO field expert and 
an NGO representative) were the participants of our first focus group, in 
which we acquired information both on cultural heritage assets in Iznik, 
the history of Iznik and also on different aspects of tourism activity in 
Iznik. In the second focus group, we met with the administrators of IM 
and the Public Education Center (PEC), which focused on the identity of 
and human capital in Iznik, and the administrative perspective surround-
ing tourism development and conservation efforts. In brief, our informants 
represent higher sections of the bureaucratic ladder that works in Iznik. 
The information provided by our respondents and interviewers were con-
tinuously compared to the existing body of literature on Iznik (Glaser & 
Strauss, 1967). Since the UNESCO process is ongoing and was not yet dis-
closed to the general public by the authorities, we could not engage with 
local community members during this exploratory study. Thus, the need 
to inquire details on the upcoming residents’ involvement in the decision-
making process arose. 

Finally, in September 2018, a later interview with the Iznik Field Man-
ager evolved around the projected timeline of the UNESCO procedure and 
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the possible spatial interventions that would aid the inscription process of 
Iznik and in its aftermath. During this interview, in an attempt to evalu-
ate managerial initiatives from a sustainability lens, we further focused 
on whether and how the FMU indented to embrace residents in decision-
making.

Data collection was conducted in Turkish and the focus group meetings 
and the interviews lasted 35-50 minutes each, were recorded and tran-
scribed. The transcriptions were subsequently coded with the primary aim 
of determining recurring information and themes, as well as to discover 
differences in the participants’ respondents (Ryan & Bernard, 2003). Data 
collection was conducted in Turkish and then translated by the authors.

Results and discussion
Drawing on the background provided for Iznik, there are numerous 
resources in Iznik that may be integrated into the city’s tourism offering 
portfolio. However, in line with our research focus on the sustainability 
aspect of Iznik’s future tourism prospects, interest revolves mainly around 
socio-cultural and economic sustainability, since these emerge as the pri-
orities for the inscription of the city. However, the study seeks to include 
some reference to the environmental outcomes of tourism development, 
and how this interrelates with the conservation framework in Iznik that is 
essential for its inscription. Extant studies in the Turkish context highlight 
problems which could be avoided with careful stakeholder mapping and 
their continuous engagement in the planning, implementation and moni-
toring processes (Yüksel et al., 1999). Several decades after raising such 
issues, the inscription of Iznik still reflects a centralized planning system, 
with apparent consequences for sustainability priorities (Human, 2015; 
Tosun & Jenkins, 1996; Yüksel et al., 1999). In the case of Iznik, similar to 
numerous other WHS nominees, residents have not been central in the 
decision-making processes that led to the city’s nomination file. On the 
other hand, some effort to embrace residents during the inscription pro-
cess is evident. 

Findings suggest that the current focus on Iznik by different stakehold-
ers is heritage preservation. The local administration aspires for tourism 
activity to become a valuable tool in the economic regeneration of the city, 
yet there is an apparent lack of coordination among stakeholders that is 
acknowledged by the administrators; an observation that raises questions 
about the inscription’s economic sustainability. One of the underlying rea-
sons for the present discord stems from the lack of a strategic management 
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plan for Iznik that balances the requirements of urban development, herit-
age conservation and local administration, and which embraces different 
stakeholders. The existence of such a plan does not effectively diminish 
the conflicts between local and national stakeholders (Lo Piccolo & Todaro, 
2014) but it is a potential asset in forming a long-term vision for a place. In 
this context, different stakeholders set different priorities (Li et al., 2012), 
as exhibited in the example of the developmental efforts in Iznik versus the 
conservation mantra of the FMU. The IM representative’s aspiration to an 
alternative course of history, in which the fortress would become uninhab-
ited through developmental restrictions, that would gradually build a new 
city in the periphery to execute archaeological studies in the fortress, also 
illustrates the differences of opinion among administrative stakeholders in 
Iznik regarding its future, both in terms of its residents and its possible 
inscription as a WHS. 

The tangible heritage assets in Iznik are at the forefront of every con-
versation we had about the city, and the current priority is the conserva-
tion of these assets and inscription as a WHS. The comparative evaluation 
of the PEC administrator of Iznik and European WHSs reflects the per-
ceived uniqueness of the city: “[they] just showed me cities [inscribed] in 
UNESCO in Europe. Compared to Iznik, they have nothing.” Notwith-
standing the cultural value embedded in these assets, the derelict condi-
tion of some of the tangible assets is also criticized by local community 
members; attributed to a local elderly community member, “[they should] 
either build or burn these castles [in Iznik], I don’t want to see this filth.” 
Our findings indicate that the administrative informants prefer Iznik to 
propose an experience instead of a product (Line & Runyan, 2014; Vargo & 
Lusch, 2004) which would transcend the visitors’ activity from a voyeuris-
tic endeavor to an experiential one. 

Furthermore, increasing tourism activity as a ‘smokeless industry’ is 
viewed as a potential tool to minimize emigration from Iznik. The PEC 
administrator attributes this to the community’s inability to increase eco-
nomic output in traditional agricultural practice while evaluating the 
absence of traditional industry as a positive aspect for Iznik and its com-
munity. Despite the local administrators’ experience with the communi-
ty’s disinterest in support of increasing the tourism activity in Iznik, PEC 
attaches a paramount importance to training official tourist guides since 
the absence of information and tools to engage visitors in the city results in 
many of them not becoming overnight visitors in Iznik. Creating the neces-
sary human capital in Iznik to narratively integrate the city’s history with 
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the tangible assets is one way to overcome this limitation. In the words of 
the IM representative: 

“[they took us] to the French Parliament. [The guide] talks about the pic-
ture on the wall, on and on, for 20 minutes. Then, she explains the stone. … 
Sure, this makes no sense to us, this stone, our Iznik is filled with such stones.”

Our discussions on the conservation efforts in the city point towards 
an uninformed community with regard to the cultural heritage in Iznik. 
As one of the archaeologists explains, there is a treasure hunting interest 
in Iznik, partly reinforced through the limited scope and protection of the 
archaeological studies in the city. The difficulty in conservation efforts is 
also highlighted by the PEC administrator through a personal anecdote: 

“[…] the guy says he dug up inside the [Iznik] museum[!] The treasure 
hunter says ‘it may be behind this stone’ [and digs] without any considera-
tions to the stone’s value.”

 Similar conflicts also arise for the intangible heritage in Iznik, which is 
viewed by our respondents as a primary advantage for Iznik with regard to 
tourism, and it is also negatively affected by clashes between stakeholders, 
with the most important example being the çini. Our respondents outline 
the gradual decline in çini production in Iznik, primarily due to the lack 
of an official entity to coordinate çini masters. According to the IM rep-
resentative, most of the çini sold in Iznik are actually made in Kutahya, a 
province in central Turkey. This dependence, also a potential outcome of 
tourism development (Buhalis, 2000), is already occurring, and a potential 
increase in tourism may further amplify the degeneration of çini as a local 
art form and an important commodity. In the case of Iznik, this depend-
ence on imports is attributed to the fact that “[you] cannot unify five mas-
ters in Iznik. […] Then five people come from Istanbul, start a foundation, 
sell çini to the world.” Our çini master interviewee also points towards the 
industry stakeholders’ inability to cooperate. 

Visitation patterns of the Christian heritage in Iznik as a faith tourism 
destination is also noted to be declining, yet this decline is attributed to 
the overall perceptions of visitor safety in Turkey and not to a governance-
related paradigm shift, nor to a resistance of the local community. In the 
cases of both tangible and intangible assets in Iznik, the discoordination 
between administrative and community stakeholders is apparent, which 
inevitably influences the trajectory of conservation efforts in Iznik to 
become a WHS, its tourism prospects, its spatial planning framework, and 
as an overarching construct, its sustainability objectives.
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Iznik, currently, does not clearly portray an inclusion of a sustainabil-
ity perspective to ongoing efforts in Iznik to become a WHS. While this 
aim ensures an allocation of increased financial resources by the city 
(Wuepper & Patry, 2016), there are also questions raised in terms of the 
economic sustainability of such an allocation. Intertwined with the central-
ized decision-making system in Turkey, Iznik is an example of heritage by 
designation (Rautenberg, 1998), with a limited number of institutions and 
experts working on the heritage aspect of the city (Smith, 2006), and with 
an even greater number of stakeholders involved in non-heritage-related 
issues concerning Iznik. Despite the willingness of heritage managers to 
include local actors in the decision-making process, particularly in rela-
tion to the UNESCO procedure, this lengthy and cumbersome process may 
evolve in its foreseeable course and disregard the residents’ and other local 
stakeholders’ opinions at the end (Kavaratzis, 2017). These stakeholders 
are most affected by strategic planning initiatives due to their geographic 
proximity, and their expectations from Iznik as a living city.

The juxtaposition of heritage and a living city, in Turkey, implies a multi-
tude of governmental and local institutions responsible for the city’s urban 
fabric (e.g., Somuncu & Yiğit, 2007). From a spatial planning perspective, 
development within the fortress is limited due to its protected urban site 
status, whereas Iznik accommodates its increasing population in the north-
ern and southern sections of the fortress. Given the most recent amend-
ments to the urban development plan, regional administrators active in 
Iznik, i.e., the IM and the BMM, are pushing the limits of the natural bor-
ders in Iznik to exploit the land area for tourism and cultural purposes. 
This is visible in the recent changes made on the 1/1000 urban develop-
ment plans concerning the shoreline of Iznik Lake in 2017 which allocates 
the lake’s shore (on which development is restricted by national shoreline 
regulation) to development of cultural and touristic facilities. 

The UNESCO procedure’s impact on environmental sustainability 
and the spatial planning of the city remain enigmatic to administrative 
stakeholders. This process, being at the very early stages of exploration, 
delegates the decision-making on the spatial characteristics of the city’s 
surrounding area to local administrators, who aim not only to improve 
locals’ quality-of-life but also consider economic improvement in the city. 
In order to accommodate both priorities, the section of the city outside the 
fortress that hosts the overwhelming majority of the residents is planned 
to grow vertically, whereas the scarcely populated areas around Iznik are 
primarily considered to become visitor oriented. When one combines this 
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spatial planning perspective with the perceived importance of transform-
ing a nearby hill to a panoramic viewing deck and building an eco-tourism 
facility in the mountainous region surrounding the city to boost and diver-
sify Iznik’s tourism prospects, it is not unimaginable to see these areas’ 
eventual inclusion into the urban development plans. 

This may trigger an exponentially growing pressure on the city’s herit-
age character since there are cultural heritage assets dispersed intermit-
tently throughout the greater Iznik area. Hence, a coordination between 
administrators and heritage experts is a valuable instrument for determin-
ing the borders of the spatial planning that would both benefit the local 
residents and foster the integrity of the cultural landscape surrounding 
Iznik (Papageorgiou, 2015). 

The material and immaterial attributes of locations shape residents’ 
sense of place (Campelo et al., 2013) and their actions influence the charac-
teristics of a place (Cresswell, 2014), which imply that locals are integral to 
all planning initiatives so that the social fabric is preserved. While there is a 
conservationist stance with regard to the heritage character of the city, the  
requirements for increased living standards for residents, that boost devel-
opment mechanisms, are more in line with the necessities imposed by the 
vision of culture-led tourism development in Turkey (Gunay, 2010; Ozturk 
& van Niekerk, 2014). In Iznik, as a place in perpetual change (Warnaby & 
Medway, 2013), the residents are integral parts that maintain a living city 
and are representatives of the culture embedded in it (Braun et al., 2013; 
Kavaratzis, 2004). However, as the IM representative notes, “Iznik doesn’t 
have an identity” that would serve the objective to achieve local control 
by engaging and empowering local communities (UNWTO, 2013). In this 
perspective, coordination between different stakeholder groups is essential 
for the sustainability objectives in various planning initiatives, including 
tourism and urban development.

Implications, limitations and future research
The umbrella provided by the UNESCO procedure is an important asset 
for the conservation of cultural heritage assets in Iznik and should ideally 
be interlinked with sustainability. Yet, the apparent disaccord between the 
experts managing the UNESCO front of Iznik (Rautenberg, 1998; Tweed & 
Sutherland, 2007), the regional administrators (Lo Piccolo & Todaro, 2014) 
and residents is one of the main liabilities of Iznik. While tourism is not a 
direct outcome of inscription (Jimura, 2011; Poria et al., 2013), our findings 
suggest that experts working on the Iznik project primarily consider the 
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conservation of the assets a top priority, which will ipso facto result in tour-
ism development that would both foster the conservation efforts and gen-
erate a substantial financial income to local residents. This would influence 
how locals perceive tourism activity (Milman & Pizam, 1988) and could 
contribute to sustainability through social equity, if tourism income is to be 
utilized to support social programs. 

Tourism planning in Iznik takes place without actively engaging another 
central stakeholder group, the tourists. Drafting of the new legislation in 
Iznik may prioritize the welfare of the residents but there is a widening 
gap between the regulations and the heritage character of the city. In this 
regard, the previous experience that local administrations have with her-
itage sites and UNESCO in the governance structure of Turkey could be 
utilized to minimize the negative social impacts of inscription as a WHS 
(Wang, 2012). The inscription process could be developed upon strategies 
that embrace these ‘largely overlooked’ stakeholders, i.e. the residents and 
the tourists. In fact, taken the recent developments in co-creating the tour-
ism experience, one of the main priorities for future research and action 
could be how co-creation can be inspired in the case of heritage cities and 
the case of Iznik in specific.

Turkey is not a stranger to such events with negative social impact and 
the development agenda in Turkey’s historic areas often trigger processes of 
social transformation in the pursuit of development  (Dinçer, 2011; Ergun, 
2004; Kocabas & Gibson, 2011). Thus, Iznik’s inscription process and the 
administrative bodies that govern it would benefit from evaluating exist-
ing WHSs in Turkey. For example, in Cappadocia, one of the first WHSs in 
Turkey, whose foreseeably unsustainable tourism development trajectory 
was suggested as early as the 1990s (Tosun, 1998), subsequent economic 
dependency on tourism inhibits residents from thoroughly acknowledging 
the social and environmental costs (Özel & Kozak, 2017) and endangers 
the area’s intangible cultural richness. A closer cooperation of Iznik’s FMU 
with that of Bursa, which has been instrumental in the inscription of Khans 
in central Bursa and the nearby Cumalikizik village in 2014 and has experi-
ence in differing levels of tourism development in different socio-cultural 
systems within the WHS, would be beneficial due to the sustainability chal-
lenges in the tourism development in the latter (Kuzuoglu et al., 2018), but 
also for addressing the interrelations between tourism development and 
heritage conservation.  

Under advisement of the comparatively large size of Iznik, it is impera-
tive to balance the diversity among different stakeholder groups. To this 
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end, in the drafting of the management plan for Iznik, the necessary spa-
tial interventions (both in relation to the heritage aspect of the city, and in 
accordance with the residents’ expectations from their city) may benefit 
from building upon inclusive stakeholder mapping and then be discussed 
from early stages on, so that conflicts that may arise throughout the process 
can be minimized (Lo Piccolo & Todaro, 2014). Tourism’s impact on cities 
is well-known, yet management plans for WHSs often fail to investigate 
the potential outcomes of tourism development, primarily due to the fact 
that these management plans are preoccupied with heritage conservation, 
meaning that sustainability and the social and cultural impacts are not pri-
oritized. 

As explained by Human (2015:174) from an ethnographic fieldwork in 
Catalhoyuk in central Turkey “Ministry officials’ approach to stakeholder 
consultation, […], aims to reinstate a subordinate, disempowered role for 
local actors in the site management planning process.” Despite the per-
spective of the central governance mechanisms, Human’s (2015) account 
on the disconnect between the local and the national, may be addressed in 
Iznik by involving as many stakeholders as possible prior to the prepara-
tion of the management plan. This may not only be beneficial in the plan-
ning efforts of the cultural and spatial landscape in Iznik, but it would also 
be helpful in determining the expectations of tourists and local residents 
in terms of conservation efforts and a sustainable tourism development 
(UNWTO, 2013). In this perspective, the management plan is the blueprint 
for the future development of the city if it becomes a WHS and virtually 
every planning initiative in and around Iznik becomes dependent on it. 

Heritage sites are inherently linked to tourism development as one of 
Turkey’s national objectives. While the central governance structure in 
Turkey currently has minimal financial allocation for heritage sites, the 
recent decentralization effort of state-sponsored (or subsidized) invest-
ments through RDAs (Alvarez et al., 2014) is a valuable instrument for 
incentivizing increased investments in heritage cities like Iznik. Despite 
the efforts of minimizing the bureaucratic burden on local authorities, the 
existing hierarchical ladder in different contexts of governance throughout 
Turkey inhibits the local administrations to work with a certain level of 
autonomy. Thus, the heritage character of Iznik and the management plan 
that oversees it needs to be central in determining the investment frame-
work since the absence of guiding principles in the development planning 
phase may lead to undesired social problems and an imbalance in eco-
nomic structures.
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Heritage is only a single part of Iznik, and, arguably, this part has 
received the overwhelming majority of scholarly interest in the city. Yet, 
our analysis reiterates the importance of consensus-building in the complex 
structure of a living city with ancient heritage. Iznik possesses a variety of 
resources that may be leveraged to differentiate the city from its competi-
tors (Ross et al., 2017). In order to position these resources to regenerate the 
local economy while serving sustainability objectives, adequate monitor-
ing and auditing mechanisms are required starting from the early stages 
of strategic planning (Damurski & Oleksy, 2018). In this vein, the discoor-
dination between different administrative stakeholders needs to be unified 
under a common vision and strategic plan. 

The current UNESCO procedure, not disclosed to the general public to 
its full extent, inhibited us from concentrating on the perspectives of the 
local residents. Sustainability of their cities as tourism destinations affect 
residents to varying extents, and as exemplified by heritage cities experi-
encing over-tourism, residents’ quality-of-life may be endangered by con-
tinuous, imbalanced increase of tourism activity (Seraphin et al., 2018). In 
order to foresee potential societal barriers that may arise as the city and 
its tourism activity develop, the resident characteristics and socio-cultural 
attributes in Iznik need to be studied to a deeper extent. In this context, an 
in-depth analysis of the lost and/or prevailing cultural assets as perceived 
by the residents, continuing the work of Yücel and Salt (2018), would com-
plement the findings of this research. 

Despite a possible improvement in terms of coordination between dif-
ferent administrative branches in Iznik over the course of the UNESCO 
procedure, this process’ inevitable influence on the cultural and spatial 
landscape of Iznik requires continuous monitoring both by regional or 
national authorities and by non-governmental pressure groups (Li et al., 
2012) for the potential ramifications on the resident community. Last, but 
not least, the present study acknowledges the importance of tourism devel-
opment to local administrators, but recommends that the administrative 
organs responsible for the planning and management of tourism should 
holistically approach the notion of tourism development in Iznik by co-
operating with various administrative entities to work towards improving 
community well-being, safeguarding the cultural heritage assets and envi-
ronmental conditions in and around Iznik while increasing the economic 
benefits accrued through tourism activity. 
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The objectives of this chapter are to: 
�� Analyse how digital communication can escape the control of 

DMOs. 
�� Check how two forms of digital communication (promotion 

and social networks) generate a self-phenomenon of spreading 
through internet.

�� Check how recommendation platforms promote over-tourism in 
very small local areas. 

�� Have an open discussion about communication co-creation at the 
edge of DMO and tourists’ point of view.

Keywords: Digital promotion, social networks, review platforms 
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Introduction
The term ‘overtourism’ made the headlines in 2017 to denote the antithesis 
of a fair, well-planned form of  tourism. An overtourism destination is a 
destination perceived as the victim of uncontrolled flows of tourists. Some 
authors have contributed  to analysing the first stages of this perception. 
Boissevain (1996) published ‘Coping with tourists: European reactions 
to mass tourism’, in which he analysed how a massive flow of tourists in 
Malta generated negative side effects and a total dependence on touristic 
economy. Tyler et al. (1998) offered one of the first analyses of ways to con-
trol tourism flow from a sustainable point of view. Bosselman et al. (1999) 
published a pioneering analysis on the relationships between hosts and 
tourists. The paper discusses the risks and benefits of growth in tourism 
and the need for long-term management to avoid overexploitation of tour-
ist destinations. These research projects laid the foundations for reflection 
on sustainable tourism and were the starting point for studying the risks 
of overtourism. Fyall and Garrod (1998) discussed the impacts of overtour-
ism on heritage sites. On the one hand, the phenomenon contributes to a 
short-term economic boost; on the other hand, it impacts negatively on the 
way of life of local communities. Research on the topic of overtourism are 
centred on three main areas:

��  Excessive burden on transit stations (airports, ports, stations), the 
problem of  managing  the flow of movement (bottlenecks,  parking), 
and the management of other external factors related to the influx of 
people (drinking water supply, and waste management). This compo-
nent also includes management of infrastructure costs based on local 
taxes that are, by definition, paid by tourists only indirectly  (tourist 
taxes on hotel stays) and in their vast majority paid by residents. 

�� Covering interactions between tourists and locals. Great tourist pres-
sure requires efforts in cultural acceptance by both sides, as well as 
showing respect for local customs. Several studies report a very neg-
ative perception of the noisy party behaviour  shown by some tour-
ists (Martin et al., 2018). The flow of tourists also increases the volume 
of population movement in daily life, making transportation and wait-
ing times a problem in some places. 

�� Economic impact linked to tourism attractiveness. While the tourism 
economy supports many tourist structures, it also has a direct impact 
on the cost of housing and the economic value of certain neighbour-
hoods. First studied in 2011, residents have identified tourism as the 
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most serious problem  in  Barcelona (Milano, 2017). In the space of 
six  years, the negative perception of tourists by  Barcelonans  multi-
plied by a factor of 23 (source:   Barcelona City Council, 2018). Resi-
dents now feel that the problem of overtourism is more important 
than working conditions, economic problems and the state of munici-
pal infrastructure and services. 

The reasons for this overtourism are numerous and their impact is usu-
ally crossed. However, we find one constant at the root of the feeling of 
overtourism: a rapid, uncontrolled increase in the flow of tourists to a desti-
nation. Recently many authors have studied the perception of overtourism 
among the local population to try to determinate the acceptable level of 
tourism pressure (Koens et al 2018; Gonzalez et al. 2018; Kuščer & Mihalič 
2019) but only recently have some of them studied the impact of the inter-
net on these processes (Alonso-Almeida et al. 2019, Gretzel 2019, María-
del-Mar 2019).

Spanish north-east coast: from an economically stricken region to 
the temple of mass tourism

The cities’ own approach and development of a tourism strategy may be 
problematic too. The tourism economy is a strong lever for cities whose 
industrial economic environment is in decline.  Despite the hard condi-
tions for workers, tourism can bring new jobs that are strongly non-relo-
catable  (Walmsley, 2017).  By way of  example, the reconstruction  in the 
1980s  of the northern port districts of Barcelona for the creation of the 
Olympic facilities was an opportunity to convert old abandoned factories 
into resources for the tourism economy. For their part, many cities have 
conducted in-depth studies  confirming the  positive impact of  pursu-
ing mass tourism (Kock et al.  2018). The creation of structures such as Des-
tination Marketing Organisations  (DMO) reflects the public and private 
will to monetise tourism (Koens et al. 2018). DMOs are public structures 
designed to promote the tourist attractiveness of a city or geographical 
area, and their main mission is to highlight the characteristics of a place 
and attract tourists (Mak, 2017). At the same time, taking advantage of the 
economic manna of tourism, cities like Barcelona have undertaken major 
construction work to rehabilitate  neighbourhoods  and  develop cultural 
spaces. The number of tourists  visiting  Barcelona has doubled since the 
year 2000 to nearly 8.8 million people making just over 18 million overnight 
stays. This figure does not include the 21 million ‘temporary’ tourists, for 
example those visiting on cruises, who make only one-day stop-offs in the 
city. 
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However, the impact of digital communication is especially noticeable 
in the case of accommodation rented between individuals. Barcelona City 
has 13,555 private rental listings and Airbnb has 17,369 listings for the city 
and its surrounding area. This compares to the 72,000 hotel nights recorded 
in 2017. 

Figure 10.1: Number of tourists and nights in Barcelona. Source : Barcelona City 
Council (2018).

The opening up of the city to this mass tourism has, in turn, led to an 
evolution  in  both physical and digital means of communication, which 
has helped Barcelona to be named as “European Capital of Innovation”, or 
iCapital, in 2014, generating even more tourist appeal. 

From digital communication opportunities to loss 
of control 
New technologies have had a significant impact on the evolution of choice 
of tourist destination (Steen Jacobsen & Mumar 2012); sharing platforms 
and social networks have completely changed the relationship between the 
image of a site driven by DMOs and the image managed and offered to 
tourists via other tourists. Key elements in user behaviour now range from 
the search for a holiday resort and organising their stay (Buhalis & Law, 
2008) to advice and feedback from digital tools (the internet, mobile appli-
cations). The main users of this type of application are tourists who are 
planning to visit the city in a few hours and who, having little time, need 
a product offering a guided route that is easy to consult and browse. This 
type of informal tourism, hurried and concentrated in the top tourist attrac-
tions, reinforces the perception of overtourism among locals. 

The use of digital media creates an emotional connection between con-
sumers and tourism entities. Due to an element of mimicry, this contrib-
utes to an increase in tourist pressure in areas that are already well known. 
The reply to a simple Google search for the keywords “a big YES to...” 
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or “dream stay in...” usually sees the same cities appear automatically: 
Venice, etc. While it is true digital communication is a great opportunity 
for DMOs, it is also true we must also take into account its dark side. Com-
munication is hard to track and escapes the authorities. Tourist reviews 
and attractive blogs and forums create a line of communication that is out 
of the city’s control. 

What began as opportunity, sharing experiences on the web is now 
a problem in the fight against overtourism. “The interest of the web no 
longer lies in the content it offers but in the links of the social connections it 
generates, connections between people that create a social fabric” (Hossler 
et al. 2014). 

This has several consequences; the first is the change in the classic hierar-
chy of effects in the paid media, owned media and earned media approach 
(Harrison 2013; Lovett & Staelin 2016). Till the loss of control by DMOs, the 
promotion strategy of big tourist cities was managed through these four 
main way of communication. The central problem was to keep hold of the 
official strategy. But in our opinion things have changed now and DMOs 
need to manage another mix of communication, where earned promotion 
exceeds controlled promotion.

164 Sustainable and Collaborative Tourism in a Digital World
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Figure 10.2: The new deal of promotion management for DMOs. Source: Authors’ 
elaboration

Owned promotion carried out by DMOs is now decreasing rapidly; the 
destination itself generates so many internet interactions than we will focus 
on these three dimensions in the mix of communication.

Digital promotion 
Figure 10.3 shows the Google Trends for “visit Barcelona” between 2005 
and 2020, i.e. the numbers of searches made for the term over that period.
Since 2005, the requested keywords have doubled in Google searches. 
Despite some seasonal variations easily seen in Figure 10.3, the keywords 
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increase systematically year on year. This first image shows how Visit Bar-
celona has become a more and more popular search term.

Figure 10.3: Evolution of “Visit barcelona” during the last 15 years. Source: Google 
Trends

Overtourism became a real issue as early as 2004, with Barcelona leading 
the way among destinations complaining about the negative impacts of the 
phenomenon. E-commerce has enabled the services economy to flourish; a 
service that is inherently intangible, perishable, and heterogeneous (Love-
lock & Wirtz, 2011), it adapts perfectly to the constraints of instanta-neity of 
the web. Tourism companies and DMOs have been able to develop a profit 
management strategy by offering prices adapted on a daily basis accord-
ing to the filling rates of booking platforms. Although this practice was 
for a long time reserved for airlines, it is now the basic logic behind book-
ing platforms such as Booking.com. The use of mobile applications such as 
Depart Demain (‘leave tomorrow’) has further reinforced this phenomenon 
by offering users particularly low prices if they agree to buy unsold tick-
ets within 72 hours of departure. This true tourism opportunity has been 
implemented; the price variable and the perception of doing a good job 
replaces planning (Schindler, 1989). A simple “visit Barcelona” in Google 
returns more than 280 million results (4 September 2019). Organising a trip 
in Barcelona is easier than anywhere else in Catalonia, but going to the 
simplest deal puts all tourists in the same place. Overtourism was started 
by tour operator policies to promote the most profitable and easiest ways to 
book trips on the internet. The official site of www.barcelonanavigator.com 
recommends 31 applications to help tourists during their visit. These appli-
cations were downloaded more than 600,000 times during 2017, 800,000 
in 2019 and will probably surpass 1 million in the near future, when mass 
tourism recovers after the Covid-19 downturn.

The use of ICT also permits privileged access to the data of Internet 
users. Although the notion of privacy and research in this field has been 
growing for some years, consumers are still largely unaware of the data 
they leave on the web or via their smartphones. This data forms the basis 
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of a data economy, and tourism operators are well-versed in ways to make 
use of such data. It is thus possible to offer ultra-specialised offers to seg-
ments of the population as defined by their expectations in terms of price, 
location, flight time, additional activities and so on. By capturing browsing 
data, operators can adapt their offerings in real time to highlight the crite-
rion that will be most relevant in triggering the act of purchase. Since this 
data is based on behavioural analysis of users of the website or the mobile 
application, their probability of effectiveness is particularly high. By pre-
senting the same offers but optimally packaged and presented, thanks to 
the data collected, tour operators optimise the rate of conversion of pros-
pects into customers, increasing sales, particularly for the most popular 
destinations. This kind of analysis generates overexploited tourist routes 
in cities. Applications like Monument Tracker recommend the most-used 
routes, increasing the tourist density in some areas at the expense of others. 

If we summarise the digital impact of the only official baseline keywords 
“visit barcelona” in 2019 we can find:

�� The Google search engine gives 542 million results with the official 
website barcelonatourisme.com in the two first rankings and Trip-
advisor on line three. 

�� The Twitter social network tag #visitbarcelona was used 412,000 times 
(or 1,128 times a day) 

�� The Instagram tag @visitbarcelona is followed by 316,500 people with 
1,581 yearly posts. 

�� The Pinterest page “visitBacelona” is followed by 4,100 people and 
seen by 6,000 users every month

�� In Facebook, more than 118,000 people like the official page.

Social network promotion
Social networks offer an emotional relationship between the brand and 
consumers of tourist sites. In addition to highlighting commercial offerings 
and the data captured on the profiles of users, they allow a true structur-
ing of the experience according to the charm of resorts (Hetzel, 2002). The 
use of Facebook pages or Instagram and Pinterest accounts can highlight a 
place, or a way of life as imagined by the consumer (“Barcelona by night”, 
etc.). The consumer is thus attracted through two dimensions of the post-
modern approach, as defined by Decrop (2008): hyperreality and fragmen-
tation. The hyperreality of consumption is manifested by the consumer’s 
perception that they know the resort before even going there. Videos and 
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images made available on the official social networks of operators are the 
most attractive assets of tourist sites, as they also ignore any neighbour-
hood nuisance related to tourist pressure. The reality of the stay is then 
presented, leaving out any possible nuisances, offering an idealised image 
of the place that the tourist is looking for. The fragmentation of consump-
tion is reflected by the opportunistic behaviour of tourists, in which the 
consumer picks the destinations to create their personal image of being 
a traveller. The image generated by this stay is called on to consolidate 
one of the facets of the personality of the tourist who makes it. On social 
networks, social compliance creates identical tourist expectations for mil-
lions of tourists (Ayeh et al., 2012). The origin of over-tourism can be found 
in the will to conform to a standardised view of everything, with people 
taking the same photo from the same angle, etc.

Due to YouTube channels, Instagram and many other bloggers, some 
destinations and attractions have moved from the shadows to take the 
limelight in the tourism industry. The contribution of digital media to this 
evolution of tourism can be analysed in four points: adaptation between 
the type of service sold and the internet medium; simplified access to user 
profile data and tracking; affective relationship maintained by brands; and, 
finally, value co-creation between users. All of these contribute to creating 
a perception of overtourism among local hosts.

The main contribution of social networks in terms of promoting a site 
is in their ability to give the illusion of close, personal recommendation 
(Tuten & Salomon, 2017). The ease of use of social networks allows any 
tourist to contribute to the promotion of a site by submitting their photos. 
We will retain here two dimensions proposed by Grerzel (2019) for the con-
tribution of social networks to tourism: a dimension of social conformity, 
and a dimension of highlighting one’s personal life (which Grerzel defined 
as a panoptic force of social media).

The social compliance dimension takes us directly to the extrinsic and 
social orientation of Holbrook (1999). Social media has changed the way 
tourists portray their visits to sites. The search for the selfie in an emblem-
atic place (arms spread at the feet of the Corcovado in Rio, the play of per-
spective and the finger stretched out on the top of the Louvre pyramid, etc.) 
are all clichés repeated endlessly by tourists who thus wish to fit into the 
mould of social conventions of the ideal photo at the site visited (Chen et 
al. 2010; Yoo et al. 2014). The style of the photograph (reference to a pose 
taken by an influencer or network celebrity) is just as important as the ref-
erence to the place visited (Dinhopl & Gretzel, 2016). Here, the tourist seeks 
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to master the codes of a symbolic language highly codified by influencers 
(Acott, 2018). As a consequence of this search for social conformity, already 
highly visible venues are overloaded with tourists in search of a photo that 
will allow them to imitate influencers and thus increase their own social 
influence (Chen et al., 2009). Large queues form in front of the square metre 
dedicated to the ideal selfie, which in turn must look as if it has been impro-
vised by its author. This brings us to the second dimension analysed here: 
highlighting one’s personal life. The use of social networks makes it pos-
sible to propagate an idyllic vision of one’s life and of one’s visit to a tour-
ist venue (Larsen et al., 2007; Gosling et al., 2011; Moon et al., 2016). What 
tourist would want to put on their social network a photo of Thai beach in 
Maya Bay with the beach spoiled by litter and dozens of boats waiting to 
disembark? This enhancement of perfect moments in social exchanges has 
a powerful effect on tourism marketing: overvaluation, a priori of the tour-
ist experience. The intangibility of the tourist service frequently leads to an 
overvaluation of the experience to be had (Chon, 1991; Foley & Fahy, 2004) 
if the user finds on social networks only perfect images posted by previ-
ous tourists there, and this sets high expectations for their future trip to 
the venue. This can be seen both in the desire to visit exactly the same site 
as that seen in the photo (hence the overtoursim process of the most pho-
tographed sites) and in the probable disappointment with the number of 
tourists at the venue, not to mention the constraints external to the organi-
sation, such as the weather.

Online review platforms
Over the past few years, the use of online social networks has become par-
ticularly commonplace in the tourism sector. These days, TripAdvisor is 
used as a major tool in helping select a tourist destination or activity. As 
highlighted by Paquerot et al. (2011), tourism is an intangible, experi-ential 
proposition whose physical attributes (atmosphere, hospitality, etc.) are dif-
ficult to rate. Thus, reliance on the opinion of other consumers has become 
more and more common when preparing a trip or visit to a tourist attrac-
tion. In fact, the number of people checking online review platforms when 
selecting a tourist destination is growing (Buhalis & Law, 2008). Accord-
ing to Filieri et al. (2015), 200 million travellers will consult platforms like 
TripAdvisor when planning a visit to a specific destination (travel, restau-
rant, hotel, etc.). Thus, better understanding the way these online ratings 
are perceived, and the way they impact behaviour, is an important issue 
for many tourist and cultural organisations, whose e-reputation may be 
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affected by this type of platform (Hennig-Thurau et al., 2004 in Filieri et 
al., 2015).

Equally, this issue is even more important for tourist and cultural attrac-
tions located in areas that have a large number of historical attractions. This 
is true for the city of Barcelona with its highly touristic sites. In such cases, 
a tourist will use a review platform before (to prepare the trip) and after 
their visit (Xiang and Gretzel, 2010). The main perceived characteristics of 
online ratings are:

�� The content’s perceived trustworthiness (Mauri & Minazzi, 2013; Xu, 
2014; Casaló et al. 2015)

�� The content’s perceived usefulness (Casaló et al. 2011, 2015)

�� A diminution in the perceived risk in making a decision (Gretzel, Yoo 
& Purifoy, 2007)

Perceived trustworthiness is a concept that can be understood in dif-
ferent ways and that depends more on individual judgement than on the 
inherent characteristics of a source (e.g. trust, authenticity, transparency, 
competence, integrity; Gurviez & Korchia, 2002; Johnson & Kaye, 2009). 
It relies essentially on written comments, with importance placed on on 
reviewer expertise (e.g. Racherla & Friske, 2012) and readability (Korfiatis, 
Garcia-Bariocanal & Sanchez-Alonzo, 2012). It therefore does not appear to 
be related to metric evaluations, even though a high rating may mean that 
the Internet user will lend more weight to the level of trust given to ratings.

Perceived utility is also a subjective assessment as it relates to attitude 
(positive or negative valence, and greater or lesser intensity) based on 
how the cost-benefit ratio of a product or service’s use is perceived (e.g. 
Davis, 1989). Thus, the issues raised in written comments may provide 
information sought by travellers, whereas metric evaluations simply serve 
to confirm or overturn the overall expected quality of a service provided 
(reception, hotel, etc.).

Finally, the decision to book an unknown destination or decide to visit 
a cultural site involves the idea of reducing the risk perception associated 
with this decision (Gretzel, Yoo & Purifoy, 2007). Individuals naturally seek 
to identify the positive and negative aspects of a destination they plan to 
visit (Chen & Uysal, 2002) ; “Online consumer reviews can be considered a 
form of e-WOM” (Hennig-Thurau et al., 2004 in Filieri et al., 2015). Moreo-
ver, the online reviews viewed on official websites, (e.g. TripAdvisor) are 
perceived as being: 
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�� More trustworthy than reviews posted directly on organisation sites 
(e.g. Bansal & Voyer, 2000 ; Casaló et al. 2015) ; 

�� More trustworthy than travel agents and mass media (e.g. Dickinger, 
2011)

These official platforms also offer the advantage of standardising the 
featured measures and their presentation: it is therefore easier for an indi-
vidual to compare two or more destinations. Of course, the trust placed 
in reviews applies essentially to written comments. Note that on this sub-
ject, Plotkina, Munzel and Pallud (2017) have developed an algorithm 
that enables an 81% detection rate for false advice. Thus, application of 
the algorthm makes it possible to limit fraudulent practices in which, for 
example, hotel managers encourage employees to post negative reviews on 
competitor sites (Filieri et al., 2015).

As such, other studies have focused on examining the profile of the 
reviewer (e.g. Lee et al., 2011) and show that those who provide the most 
opinions on review platforms are those who travel most, and who most 
negatively evaluate destinations, regardless of gender or age.

Finally, the co-creation of value among consumers is an important source 
of tourist pressure. This co-creation consists, in our case, of the use of plat-
forms to assess tourist destinations and services. The best known of these 
platforms is, without doubt, TripAdvisor which, as its name suggests, aims 
to offer tourists advice. Social recommendations are now an effective lever 
of persuasion for consumers in the information gathering stages. Studies 
generally suggest an uncontrollable value co-creation on evaluation plat-
forms (Nicholls, 2010), or a non-discriminating element in view of the 
natural attractiveness of the tourist sites evaluated (Bourliataux-Lajoinie & 
Maubisson, 2017). This consumer interest in tourism assessment platforms 
echoes two other dimensions put forward by Decrop (2008): alone and 
together, and real and virtual. Alone and together reflects the behaviour of 
participants in these evaluation networks who will display their independ-
ence while having the largest audience possible. Their individual personal-
ity needs the evaluation of the group to assert itself. Finally, the real-virtual 
fusion again blurs the border between the two worlds: the tourist destina-
tion is imagined and idealised before the visit, but it will be staged in times 
shared on the network. Idealised images of the destination reinforce the 
chimerical construction of the place and encourage other participants (fans, 
followers, etc.) to reinforce the myth of the idyllic destination. In addition 
to individual added value (linked to the search for a destination by an indi-
vidual), the creation of value by consumers also impacts on the social value 
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of the service, in this case, a destination (Belk, 2010; Sigala, 2017), by pro-
moting the attractiveness of the site and the quality of ratings. 

Conclusion and discussion 
The contribution of digital to tourism communication is undeniable, but it 
would be useful nowadays to explore the behaviour of tourists online and 
the sharing of information as tools for implementing tourist exit policies. 
A measure of the dissemination of the digital image of a city or an evalu-
ation of the rating tools like TripAdvisor, would be one way to control 
the tourist-phobic behaviour while better understanding the expectations 
of visitors. The co-creation of value by tourists (TripAdvisor ratings or 
blogs and personal accounts on social networks) is an element that destina-
tions should take into account as part of a tourist exit strategy, in which 
a city like Barcelona seeks to change its image and especially to regulate 
its attractiveness. In this particular case, the concept of smart tourism rep-
resents a real opportunity for a DMO. Using an app that tries to redirect 
tourists to a new part of the city may be a wise choice to decrease tour-
ist pressure in popular places. The content of user-generated messages is 
more effective than traditional advertisements in changing the image of a 
service (Del Chiappa et al., 2015; Narangajavana et al., 2017). An analysis 
of the background to this behaviour, the mechanisms of its structuring and 
its acceptance, in line with the work of Herrero et al., 2017, would help to 
control tourist-generated content (TGC) better and guide the latter towards 
repositioning Barcelona’s target group. Our research agenda leads us in 
particular to address these two themes through a study conducted on Tri-
pAdvisor’s TGC concerning Barcelona, and on the use of mobile services as 
offering added value to the tourist opportunities perceived by users.
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11	Residents’ perceptions 
of cruise tourism in an 
overcrowded city: 	
The case of Venice

Giacomo Del Chiappa, Francesca Checchinato 
and Marcello Atzeni

The objectives of this chapter are to: 
�� Study and profile a quota sample of residents in Venice, a 

homeport in Italy characterized by overtourism, based on their 
perceptions and attitudes toward the development of cruise 
tourism. 

�� Introduce three clusters derived from the study findings, 
namely ‘cautious’, ‘optimistic’ and ‘opposers’ that significantly 
differ according to their economic reliance on cruise tourism, 
relatives’ economic reliance on cruise activity, education level and 
geographical proximity to the cruise port area. 

�� Address both theoretical contributions and managerial 
implications, and give future research venues.

Keywords: Overtourism, cruise tourism, community-based tour-
ism, Venice, cluster analysis, homeport Italy.
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Introduction
Tourism is one of the most important industries in Europe: it represents 
10% of the European Union GDP and 12 million people are employed 
in this sector (UNWTO, 2018). Due to its important contribution to the 
economy and its impact on the community, it affects the everyday life of 
residents, both in a positive and negative way. Within the industry, cruise 
tourism is the fastest growing segment of leisure tourism (Klein, 2011). In 
the last twenty years, the cruise sector has increased significantly, amount-
ing to 24.7 million passengers in 2016 (CLIA, 2018) and employing 1,021,681 
people around the world (BREA, 2017). Further, the cruise sector produces 
$57.9 billion in direct expenditures, thus creating a total economic output of 
$125.96 billion worldwide. In this scenario, academic research has devoted 
to analyze the residents’ perceptions and attitudes toward cruise tourism 
development (i.e. Brida et al., 2011; Del Chiappa & Abbate, 2016). How-
ever, studies have mostly analyzed cruising destinations in the Caribbean, 
Arctic and the polar areas (Hritz & Cecil 2008; Diedrich 2010; Klein 2010; 
Stewart et al., 2013; Heeney, 2015; Stewart et al., 2015; Jordan & Vogt, 2017) 
and, recently, also in the Mediterranean area (Marušić et al., 2008; Brida et 
al., 2012; Peručić & Puh, 2012; Pulina et al., 2013; Del Chiappa & Abbate 
2016; Del Chiappa et al., 2017; Del Chiappa, et al., 2018), mainly focusing 
on port-of-call cruise destinations. Despite this, only few studies have been 
carried out on homeport cruise destinations so far (Brida & Zapata 2010), 
and very few studies exist on destinations where the number of tourists 
creates massive overcrowding.

 This study was therefore carried out by surveying a quota sample of 
354 individuals residing in Venice. Venice was selected as the research set-
ting for this study for two main reasons. First, it is the second homeport in 
the Mediterranean area and one of the most famous tourism destinations 
worldwide, with around 24 million tourists a year. Second, it is consid-
ered to be affected by the so-called overtourism phenomenon (Seraphin 
et al., 2018). Anti-tourism movements have been growing in the last few 
years, voicing their concerns toward the continuous growth of the tourism 
phenomenon in the city, particularly toward cruise-related activities. This 
renders the research setting particularly interesting for the purposes of this 
study. Specifically, this paper aims to profile residents in Venice according 
to their perceptions towards the impacts of cruise tourism, and to ascertain 
whether there are significant differences among the clusters based on the 
socio-demographic traits of respondents.

Which?
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Literature review
Considering the residents’ perceptions, expectations and attitudes towards 
the impact of a prospective tourism development is pivotal for planning 
the future of any tourism destination (e.g. Sharpley, 2014), especially to 
achieve sustainable tourism development and to ensure the community 
members’ support for tourism projects (Vargas-Sánchez et al., 2009). Most 
of the community-based studies are based on social exchange theory frame-
work (Ap & Crompton, 1993) which links the costs and benefits for the 
local population with its willingness to support tourism. Indeed, residents 
will be more inclined to support tourism development when they perceive 
that the benefits are greater than the related costs. Recent academic stud-
ies mainly support this theory, revealing that local communities recognize 
both positive and negative consequences arising from tourism (Andereck 
et al., 2005) and their perceptions influence their support (or lack thereof) 
of tourism development. 

In the last decades, community-based studies have sought to under-
stand which factors can affect residents’ perceptions and attitudes toward 
tourism development, and which of these are classifiable as extrinsic fac-
tors and intrinsic factors (Faulkner & Tideswell, 1997).

Extrinsic factors mainly refer to characteristics of a tourist destination 
(e.g. tourism seasonality, the stage of tourism development, tourist-guest 
ratio, etc.) (Fredline & Faulkner, 2000; Nyaupane et al., 2006) and they 
are likely correlated with the different life-cycle stage of the specific des-
tination (Butler, 1980), where the attitude towards tourism development 
decreases over time with the growth of tourism flows (Papathanassis, 2017; 
Del Chiappa et al., 2018). On the other hand, intrinsic factors refer to the 
residents’ individual characteristics (e.g. socio-demographic characteris-
tics), their environmental attitudes and beliefs, their economic reliance to 
tourism, and their perception of positive and negative impacts arising from 
the tourism development (e.g. Del Chiappa et al., 2018). Social exchange 
theory proposes that when residents perceive that benefits from tourism 
are greater than costs, they are more willing to support tourism develop-
ment (Ap, 1992).

Hence, recent studies of cruise tourism have moved to analyze the resi-
dents’ perceptions and attitudes towards it (e.g. Hritz & Cecil, 2008; Brida 
et al., 2014; Del Chiappa et al., 2018), thus expanding and deepening our 
understanding about the perceived impacts of cruise activity within the 
host community. Existing research highlights that residents usually show 

Which?

Which?

Which?
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an overall slightly positive attitude towards cruise activity (e.g. Del Chi-
appa & Abbate, 2016; McCaughey et al., 2018), in particular when the cruise 
tourism highly affects the destination economy (McCaughey et al., 2018). 
But, at the same time, recent studies show that residents are not often so 
willing to support further cruise tourism development in their destina-
tion (Peručić & Puh, 2012), mainly showing concern for the issues of over-
crowding and pollution (Klein, 2011), which are seen as ecological threats, 
damaging for example the marine ecosystem, and its real impact on local 
economy (Diedrich, 2010;  Kerswill & Mair 2015). Further, when compared 
with different types of tourism, cruise tourism is not listed as the favorite 
type (e.g. Brida et al., 2012; Del Chiappa & Abbate, 2016; Del Chiappa et 
al., 2016; Del Chiappa et al., 2018), possibly because it is strongly linked 
to the mass tourism concept of large groups of people visiting local areas 
(Diedrich, 2010).

Furthermore, existing studies have investigated the moderator effect 
of intrinsic factors (namely socio-demographic characteristics) on resi-
dents’ perceptions and attitudes towards cruise activity, and provided 
results that are somehow contradictory. For example, in the case study 
of Messina, Del Chiappa and Abbate (2016) found significant differences 
among people of different ages, employment reliance, levels of education, 
geographical proximity to the tourism area, length of residency and contact 
frequency with tourists. On the contrary, in Valencia no significant differ-
ences were found in the residents’ perception according to their different 
level of education or length of residence (Del Chiappa et al., 2018). This 
finding is partially confirmed by Del Chiappa et al.’s study (2018), where 
resident attitudes toward cruise tourism development significantly differ 
according to their prior experience with cruise vacations and their rela-
tives’ economic reliance on cruise activity, while no significant differences 
were found based on gender, age, employment status, economic reliance 
on cruise tourism, education level, length of residence and geographical 
proximity to the cruise port area.

In contrast, Jordan and Vogt (2017) found out that individuals with dif-
ferent levels of education had different perceptions of the impact of cruise 
tourism. Indeed, they underlined that residents with higher levels of edu-
cation perceived different stressors: people with elementary school or high 
school education perceived stressors like “no tourists, no jobs, no money”, 
whilst people with a university degree perceived stress elements like traffic 
congestion. 

Which?

Which?

Which?
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This suggests that community-based tourism studies in the context of 
cruise activity are highly site-specific and hardly generalizable (Del Chi-
appa et al., 2018), thus making any effort to apply such type of investigation 
in other cruise tourism destinations particularly relevant, especially when 
homeports in tourism destinations affected by overtourism are considered.

Overtourism has been described as “the impact of tourism on a 
destination, or parts thereof, that excessively influences perceived quality 
of life of citizens and/or quality of visitors experiences in a negative way” 
(UNWTO, 2018). It is often correlated with negative factors, such as 
inappropriate behaviour of visitors, the touristification of the destination’s 
city center, the marginalization of residents to residential areas (Koens et 
al., 2018), and the proliferation of new and non-institutionalized forms of 
tourist accommodation (Sarantakou & Terkenli, 2019; Smith et al., 2019). 
Recently, overtourism has received public attention, as a consequence of the 
anti-tourism and anti-cruise protests in some popular tourism destinations 
and specifically in some homeport destinations, and has become a central 
topic in tourism research (Goodwin, 2017; Papathanassis, 2017; Wall, 
2020). Despite this, to the best of our knowledge, limited research has been 
devoted to analyze the residents’ perception of cruise tourism impacts in 
homeport destinations affected by overtourism. 

This study is therefore carried out to empirically investigate residents’ 
perceptions towards cruise tourism and whether these attitudes are homo-
geneous, when considering a Mediterranean-based homeport cruise 
destination affected by overtourism (i.e. Venice, Italy). Specifically, in 
accordance with previous studies (i.e. Fredline & Faulkner 2000; Aguiló & 
Rosselló 2005; Brida et al., 2010; Presenza et al., 2013; Del Chiappa & Atzeni 
2015) a quantitative method based on factor-cluster analysis was applied 
on a sample of 354 residents living in the city of Venice, in order to profile 
residents according to their perceptions of cruise activity and to ascertain 
whether significant differences exist between clusters of residents based on 
their sociodemographic characteristics. 

Methodology 
Venice is one of the main homeport cruise destinations of the Mediterra-
nean area. In 2017, Venice attracted 1,446,635 cruise tourists (Venice Port 
Authority, 2019), who made up for 28.7% of total arrivals (5,034,882) in the 
city in the same year. In the last ten years, Venice has been increasingly 
suffering from tourist overcrowding, so that more and more residents are 
leaving the historic center of the city and moving to the hinterland. 

Which?
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In 2017, the Venice council launched the #enjoyrespectVenezia campaign 
providing guidelines on how to be a more responsible tourist, creating 
maps highlighting public toilets and picnic areas, and sharing a calendar 
illustrating tourist traffic forecasts. Moreover, during the same year, higher 
fines for inappropriate behavior were introduced. Due to the touristifica-
tion of the city center – where the cost of living has become too high (Ber-
tocchi & Visentin, 2019) and most of the activities are designed to boost 
tourism – residents are moving out of Venice to Terraferma (i.e. Venice’s 
mainland, including all the towns close to Venice but not the islands). As a 
result, while 66,386 people lived in the city center in 2000, only 52,996 resi-
dents were in the city center in 2018 (Municipality of Venice, 2019). Many 
Venetians who leave the heart of the city end up renting out their apart-
ments to tourists, through platforms such as Airbnb.

Furthermore, Venice is currently suffering from a major environmental 
issue: the ecosystem of the lagoon is becoming more and more precarious 
and the city is slowly sinking, as the streets and the buildings do not have 
proper foundations and they are gradually subsiding into the waters of the 
lagoon. For these reasons, Venetians are campaigning against cruise ships 
being allowed to dock in the heart of their city.

In this scenario, cruise tourism can be perceived by residents nega-
tively, because its flows concentrate in an already crowded city. Therefore, 
because of the overtourism phenomenon and related tourismphobia, more 
criticism towards cruise impacts are expected, when compared to those 
reported in other homeport tourism destinations.

Even if cruise shipping generates large economic benefits for the city 
of Venice, costs are often emphasized more and discussed by residents. In 
2012, a number of residents founded an activist group called Comitato No 
Grandi Navi (‘No Big Ships Committee’) to protest against cruise tourism 
and its environmental impact, further showing that cruise tourism suffers 
from a negative reputation among residents. One of the debated issues is 
the ships’ route, considered too close to St Mark’s square and to the cultural 
heart of the city. Plans to divert large cruise ships away from St Mark’s 
basin and the Giudecca canal were drawn up, and different proposals to 
keep ships out of the city were made, but no consensus has been reached 
yet. In June 2019, a big ship crashed on the Marittima dock, igniting further 
protests. During the same year, the President of the North Adriatic Sea Port 
Authority launched the ‘Cruise 2030 Call For Action’ (Delepouve, 2019) in 
seven main European cruise ports, to outline common strategies to support 
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the sustainability of cruise activities and to eliminate related externalities 
(e.g. waste, risks, overcrowding). 

Despite the numerous newspapers and magazines’ articles about cruise 
tourism and the anti-ships protest in Venice, to our knowledge no aca-
demic studies have yet investigated the residents’ perspective towards the 
phenomenon.

These circumstances show that Venice is an interesting research set-
ting to run any research aimed at investigating residents’ views and atti-
tude toward cruise tourism. For the purposes of the study, a survey was 
developed based on prior research on residents’ perceptions and attitudes 
towards cruise tourism (e.g. Del Chiappa & Abbate, 2016), and items were 
slightly modified to suit the specific destination under investigation. The 
first part of the questionnaire invited respondents to assess their level of 
agreement with 28 statements related to economic, social and environmen-
tal impacts deriving from cruise tourism development (5-point Likert scale: 
1= strongly disagree, 5 = strongly agree). The second part asked respond-
ents to provide general socio-economic information (age, gender, level of 
education, employment reliance on cruise tourism, etc.). Data were col-
lected in Venice in 2014, through face-to-face and online collection. At the 
end of the data collection, a total of 354 complete responses was obtained 
and used for the running statistics.

Findings
The sample was mainly composed by females (55.6%) in the age bracket 
26-35 years old (23.9%) or 36-56 years old (36.1%), with a high school degree 
(38.2%) or university degree (35.5%), working as an employee (45.6%) or 
self-employed (17.7%). Respondents have resided in Venice for more than 
21 years (19.4% for 21-30 years; 37.0% for more than 31 years), close to the 
cruise port area (34.3% under 5 kilometres) and without any economic 
reliance on cruise activity (88.8%) (Table 11.1). Overall, the majority of 
respondents reported not having contact with tourists (58.8%) and specifi-
cally with cruise tourists (51.2%) in their daily life, and they declared that 
neither their job (88.8%) nor that of their relatives (84.7%) was related to 
tourism. Finally, 72.0% of residents interviewed have never had a cruise 
trip at the time of the data collection.
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Table 11.1: Socio-demographic characteristics of the sample (%)

Gender %

Male 44.2

Female 55.8

Age %

18-25 15.2

26-35 23.9

36-56 36.1
over 56 23.6

no response 1.2

Education %

No qualification 0.0

Elementary school 1.2

Secondary/high school 14.6

Diploma/trade 38.2

University degree 35.5

Postgraduate degree 10.1

No response 1.6

Employment %

Employee 45.6

Self-employed 17.7

Retired 14.7

Unemployed 2.7

Student 13.5

Other 5.7

Does your job relate to 
tourism? 

%

Yes 11.2

No 88.8

Does your relative’s job relate 
to tourism?

%

Yes 15.3

No 84.7

How many years have you 
been residing in the city of 
Venice?

%

< 5 5.4

6-10 0.6

11-20 7.5

21-30 19.4

More than 31 37.0

No response 30.1

Distance from home to cruise 
port

%

Less than two 17.9

Between 3 and 5 16.4

Between 6 and 10 19.1

Between 11 and 20 11.0

More than 21 0.9

No response 34.7

Have you ever had contacts 
with cruise tourists?

%

Yes 48.8

No 51.2

Have you ever been on a 
cruise trip?
Yes 28.0

No 72.0

Source: Authors’ elaboration

Overall, findings reveal that according to the residents, the negative 
effects of cruise tourism development significantly outweighed the posi-
tives ones, with responses scoring high or very high on items measuring 
negative social impacts (e.g. “Makes local entertainment facilities and 
public areas overcrowded”– M=4.01; “Produces significant levels of waste/
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garbage” – M=4.02) and negative environmental impacts (e.g. “Increases 
air and marine pollution”– M=4.25; “Alters the ecosystem (sand erosion, 
flora and fauna are damaged, etc.) – M=4.11; “Increases air and marine pol-
lution” – M=4.25). Despite this, respondents were reported scoring slightly 
positive on some of the statements used to measure positive economic 
impacts (e.g. “Increases job opportunities”– M=3.47; “Increases private 
investments and infrastructures” – M=3.38) (Table 11.2). 

Table 11.2: Residents’ views towards cruise tourism development: results of factor 
analysis
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Positive socio-cultural / environmental 
impacts

13.144 41.074 41.074 0.937

Enhances the quality of life 0.568
Allows to meet new people and to expe-
rience new culture

0.602

Enhances the local offer of cultural enter-
tainment activities and attractions

0.628

Makes the best of this location’s identity 
and authenticity

0.765

Enhances the quality of restaurants, 
hotels and retail facilities

0.643

Enhances social and cultural life for local 
people

0.773

Incentivizes better infrastructures (roads, 
water, supply, etc.)

0.674

Enhances the quality of public services 0.699
Allows to preserve and to exploit the lo-
cal cultural heritage

0.692

Enhances urban and rural settings 0.781

Improves the safety & security of the city 0.557
Incentivizes the preservation of the 
environment

0.69

Tourism is effectively managed in Venice 0.538

Negative environmental impacts 2.505 7.829 48.903 0.909
Alters the ecosystem (sand erosion, flora 
& fauna are damaged, etc. )

0.786

Increases air and marine pollution 0.828

Serious damages to the city could occur 0.776
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Serious damages for the environment 
could occur

0.855

Tourism should be regulated 0.516

Negative social impacts 1.691 5.283 54.186 0.795
Forces me to change the way I manage 
my daily life

0.689

Increases the cost of living 0.652

Increases the number of minor crimes 0.631
Makes local entertainment facilities and 
public area overcrowded

0.605

Produces significant levels of waste/
garbage

0.602

Cruise tourism influences the way I can 
manage my daily life 

0.71

Positive economic impacts 1.358 4.244 58.43 0.787

Increases job opportunities 0.719
Increases public investments and infra-
structures

0.583

Increases private investments and infra-
structures

0.688

Increases the income of local people 0.612

Source: Authors’ elaboration

For the purpose of this study, a factor cluster analysis was used. First, a 
factor analysis was applied and four factors emerged, explaining the 58.43% 
of total variance. The Bartlett test of sphericity (Chi squared=6649.429; 
sig=0.000) and the KMO index (KMO=0.938) indicated a good model 
acceptability (Hair et al., 2013). To test the reliability of factors, Chron-
bach’s alpha was then calculated, and following Nunnally (1978), the relia-
bility of the scales demonstrated high internal consistency of the constructs 
as Cronbach’s alpha exceeded 0.70 (Table 11.2). The first factor (“Positive 
socio-cultural and environmental impacts” – 41.07% of total variance), is 
composed of items devoted to measure the positive effects that cruise tour-
ism could generate, such as improving the quality of daily life for residents, 
enhancing local identity and authenticity and incentivizing sustainable 
environmentally practices. The second factor is named “Negative environ-
mental impacts” (7.89% of total variance), and included items related to 
residents’ concerns about the negative environmental impact that cruise 
activity generates: increasing air and marine pollution, altering the ecosys-
tem and generating serious damage for the environment and the city as a 
whole. The third factor “Negative social impacts” (5.28% of total variance) 
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consisted of items related to the negative social effects perceived by resi-
dents, such as the increase in the cost of living, the higher production of 
waste/garbage, the increase of the number of minor crimes and the higher 
level of overcrowding on public areas. Finally, the fourth factor labelled  
“Positive economic impacts” (4.24% of total variance) was related to the 
residents’ perceptions of the positive impacts that cruise tourism could 
generate, such as increasing public and private investment, increasing job 
opportunities and income for local people.

 A double-step cluster analysis was then performed to factor scores. 
First, a hierarchical cluster analysis was performed, (Ward method – Man-
hattan distances) and three cluster emerged. Afterwards, a non-hierarchi-
cal method was used (k-means method), allowing to identify three groups: 
‘Opposers’, ‘Cautious’ and ‘Optimistic’ (Table 11.3).

Table 11.3: A comparative analysis of the level of agreement of different groups of 
residents (mean value)

 
Cau-
tious

Opti-
mistic

Op-
posers

Total

N=125 N=76 N=153 N=354

Positive socio-cultural / environmental impacts

Enhances the quality of life 2.47 3.17 1.33 2.13

Allows to meet new people and to experience 
new culture

3.08 3.43 1.71 2.56

Enhances the local offer of cultural entertain-
ment activities and attractions

2.96 3.38 1.55 2.44

Makes the best of this location’s identity and 
authenticity

2.67 3.29 1.45 2.28

Enhances the quality of restaurants, hotels and 
retail facilities

2.74 3.42 1.54 2.36

Enhances social and cultural life for local people 2.27 3.00 1.39 2.05

Incentivizes better infrastructures (roads, water, 
supply, etc)

2.88 3.05 1.64 2.38

Enhance the quality of public services 2.54 2.8 1.65 2.21

Allows to preserve and to exploit the local cul-
tural heritage

2.62 3.26 1.6 2.32

Enhances urban and rural settings 2.3 3.04 1.37 2.06

Improves the safety and security of the city 2.94 3.16 2.00 2.58

Incentivizes the preservation of the environment 1.86 2.7 1.35 1.82

Tourism is effectively managed in Venice 2.66 3.00 1.66 2.3
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Negative environmental impacts

Alters the ecosystem (sand erosion, flora & fauna 
are damaged, etc)

4.43 2.41 4.69 4.11

Increases air and marine pollution 4.61 2.67 4.73 4.25

Serious damages to the city could occur 4.25 2.03 4.55 3.9

Serious damages for the environment could 
occur

4.54 2.09 4.69 4.08

Tourism should be regulated 4.69 3.46 4.73 4.44

Negative social impacts

Forces me to change the way I manage my daily 
life

2.84 2.51 3.5 3.05

Increases the cost of living 3.66 2.75 4.06 3.64

Increase the number of minor crimes 3.23 2.21 3.07 2.94

Makes local entertainment facilities and public 
area overcrowded

4.34 2.95 4.27 4.01

Produces significant levels of waste/garbage 4.27 3.11 4.26 4.02

Cruise tourism influences the way I can manage 
my daily life 

3.34 2.46 3.86 3.37

Positive economic impacts

Increases job opportunities 4.20 4.14 2.54 3.47

Increases public investments and infrastructures 3.53 3.5 1.93 2.83

Increases private investments and infrastructures 3.91 3.84 2.73 3.38

Increases the income of local people 3.46 3.78 1.89 2.85

Source: Authors elaboration

‘Opposers’ was the largest group (N= 153), composed of mostly females 
(56.7%) belonging to the age bracket 26-35 years (28.3%) or 36-56 years, 
employees (47.5%) or students (15.8%) with high school degree (40.0%) or 
university degree (33.3%), residing more than 31 years in Venice (44.2%) 
between 1 and 20 kilometers from the cruise port area. 15.8% have relatives 
involved in jobs related to the cruise tourism and 15.8% have a cruise tour-
ism related business activity.

Finally, 72.0% of ‘opposers’ have never had a cruise trip in their life. 
Overall, they showed a very critical and negative view towards cruise 
tourism development and they did not perceive any positive impact from 
social (i.e. “Enhances social and cultural life for local people” – M=1.39; 
“Enhances the quality of life” – M=1.33), economic (i.e. “Increases public 
investments and infrastructures” – M=1.93; “Increases the income of local 
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people” – M=1.89) or environmental standpoints (i.e. “Increases air and 
marine pollution” – M=4.73; “Serious damages for the environment could 
occur” – M=4.69). Further, they strongly believe that cruise activities make 
local facilities and public areas overcrowded (M=4.27), and they would like 
the regulation of tourism in the city (M=4.73). 

‘Cautious’ (N=125) was the second largest cluster and has a slight major-
ity of females (51.4%), aged between 36-56 years old (34.7%) or over 56 
years old (25.0%), employed (38.6%) or self-employed (24.3%), with high 
school degree (37.5%), residing in Venice more than 31 years (33.3%), 
mostly between 6 and 10 kilometers from cruise port area. 21.1% of them 
is involved in jobs related to the cruise tourism (the highest percent-
age among clusters) and 31.0% of them declared that their relative’s job 
is related to the cruise tourism (the highest percentage among clusters). 
38% of respondents belonging to this group had a cruise trip in their life. 
The second cluster included residents that are worried about the negative 
impacts that cruise tourism could have on the environment (e.g.” Increases 
air and marine pollution”– M=4.61; “Serious damages for the environment 
could occur” – M=4.54; “Incentivizes the preservation of the environment” 
– M=1.86) and on the daily quality of life (“Makes local entertainment 
facilities and public area overcrowded”– M=4.34; “Enhances social and 
cultural life for local people” – M=2.27). Further, Cautious respondents 
do not believe that cruise tourism development preserves and exploits the 
local identity and authenticity (M=2.62) and favoured more regulation of 
tourism in Venice (M=4.69). Despite this, they thought that cruise tour-
ism development increases “job opportunities” (M=4.20), as well as pri-
vate (M=3.91) and public (M=3.53) investments on infrastructures, and the 
income of local people (M=3.46).

The third cluster (‘Optimistic’: N=76) are mostly women (57.3%) aged 
between 36-56 years old (41.3%), employed (47.6%) with university degree 
(44.8%). The large majority of individuals within this cluster do not eco-
nomically depend on cruise activity (2.2%) and 93.0% were reported to 
have relatives whose income is not cruise tourism-related. They have been 
living in Venice for more than 21 years (20.3% between 21 and 30 years; 
32.2% more than 31 years), reside close to the cruise port area (24.5% less 
than 2 km, the highest percentage among clusters) and have never gone 
on a cruise trip (78.0%). This group included respondents scoring slightly 
positive on items devoted to measure the positive socio-cultural and envi-
ronmental impacts of cruise activity, whilst they are concerned about the 
negative environmental and social impacts arising from cruise activities. 



11: Residents’ perceptions of cruise tourism in an overcrowded city  193

For example, they agree that cruise tourism allows residents to meet new 
people and to experience new culture (M=3.43) and that it enhances the 
local offer of cultural entertainment activities and attractions (M=3.38) and 
the quality of restaurants, hotels and retail facilities (M=3.42). At the same 
time, they do not report concern about cruises’ negative impacts on the 
ecosystem (M=2.41) or on the environment (M=2.09) arising from the cruise 
tourism. Despite this, they express a neutral position regarding the way 
cruise tourism development is managed in the city (M=3.0), and slightly 
agree with more regulation of the tourism phenomenon in the city (M=3.46). 

Finally, a series of statistical tests (chi-squared and ANOVA) were run to 
test the existence of differences between clusters based on socio-economic 
and demographic characteristics of respondents (age, gender, employment 
status, education level, economic reliance on cruise activity, relatives’ eco-
nomic reliance on cruise activity, geographical proximity to cruise port 
area, length of residence, contact with tourists in everyday life and prior 
experience with cruise vacation). Findings reveal that differences exist 
based on the respondents’ economic reliance on cruise tourism (X2=20.85, 
p=0.00), their relatives’ economic reliance on cruise activity (X2=20.96, 
p=0.00), their education level (X2=34.05, p=0.00) and geographical proxim-
ity to cruise port area (X2=35.10, p=0.00). In contrast, no significant differ-
ences exist based on the respondents’ gender (X2=0.74 p=0.69), age (X2=6.60, 
p=0.58), employment status (X2=8.43, p=0.59), length of residence (X2=14.29, 
p=0.16), contact with tourists in everyday life (X2=14.19, p=0.165) and prior 
experience with cruise vacation (X2=5.66, p=0.006).

Conclusion
This study was carried out in order to deepen the scientific debate on the 
residents’ views of cruise tourism development in tourism destinations, 
specifically in homeport cruise destinations affected by overtourism, which 
represents an under-investigated research area. This study presented and 
discussed the findings of an empirical study carried out in Venice (Italy), 
one of the most famous overcrowded homeport destinations in the world. 
A factor-cluster analysis was applied to a sample of 354 residents. 

Overall, our findings revealed that residents in Venice believe that the 
negative effects of cruise tourism development significantly outweighed 
the positive ones. On the whole, respondents reported critical views 
towards cruise impacts more when compared to those surveyed in port-of-
call tourism destinations (Del Chiappa et al., 2016; Del Chiappa, et al., 2016; 
Del Chiappa & Abbate, 2016). This occurred despite the fact that residents 
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in homeports were expected to express more positive views towards the 
cruise tourism impacts, since existing studies have proved that the eco-
nomic impact of cruise activity is higher when homeports are considered 
(e.g. Brida & Zapata, 2010). This suggests that residents are strongly con-
cerned about the significant contribution that cruise activity has in gen-
erating overtourism and related negative externalities. Furthermore, the 
factor-cluster analysis identified three segments (‘cautious’, ‘opposers’ and 
‘optimistic’), with significant differences based on specific socio-economic 
and demographic characteristics of respondents (i.e. economic reliance on 
cruise tourism, economic reliance on cruise activity of their relatives, level 
of education and geographical proximity to cruise port area). No signifi-
cant differences were found based on other socio-demographic characteris-
tics (i.e. gender, age, length of residency, prior onboard experience). 

Our findings provide some contradictory results when compared with 
previous studies. For example, they confirm prior studies reporting educa-
tional level as a moderator of residents’ perception (Jordan & Vogt, 2017). 
At the same time, they contradict prior studies reporting gender being a 
moderator factor of residents’ views towards cruise activity (e.g. Brida et 
al., 2011; Nunkoo & Gursoy, 2012), and those reporting that residents per-
ceive the positive effects of cruise activity when living close to the port 
area (Belisle & Hoy, 1980). Further, they contradict prior studies (e.g. Del 
Chiappa et al., 2013) reporting that residents with prior cruise vacation 
experience express significantly different perceptions and attitudes toward 
cruise tourism, compared to their counterparts. This could be explained by 
the fact that residents in Venice are particularly involved and interested in 
significant problems associated with overtourism that affect, above all, the 
people living close to the center and the port area. 

From a managerial perspective, the study provides relevant insights for 
policymakers and destination marketers, who should consider the per-
ceptions of residents in an appropriate manner, when trying to determine 
whether the (perceived) carrying capacity has been reached and whether 
regulations activities need to be implemented to protect the interest of 
the local community and to avoid undermining the quality of the host-
guest interactions. Furthermore, our findings suggest that policy makers 
and destination marketers should involve the local community in tourism 
planning better, and/or they could create activities and projects aiming at 
developing cruise tourism in a more sustainable way (Del Chiappa, 2012; 
Papathanassis, 2017), thus avoiding the residents’ main perception of nega-
tive impacts of cruise activity, over the positive ones.
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 The fact that clusters differed based on certain socio-demographic 
characteristics does suggest that policy makers and destination marketers 
should take into account these variables when they plan internal market-
ing and communication activities. For instance, our findings reveal that 
significant differences among groups exist based on economic reliance on 
cruise activity and relatives’ economic reliance on cruise activity, with resi-
dents or relatives who do not have an economic reliance on cruise activity 
being more critical than their counterparts. In this vein, it could be useful to 
deliver messages that focus on the positive impacts of cruise tourism on the 
local community, and to improve plans and activities devoted to involve 
residents in tourism planning and in tourism business activities.

While this study contributes to the literature and provides implications 
for practitioners, it is not free of limitations. Specifically, it has to be con-
sidered highly site specific and based on the use of a quota sample: hence, 
its findings can be hardly generalized, confirming the highly site-specific 
nature of community-based studies (Sharpley, 2014; Almeida et al., 2015; 
Del Chiappa et al., 2016; Del Chiappa et al., 2018). For this reason, further 
research is needed to combine a broader set of characteristics (both intrinsic 
and extrinsic) that may moderate the residents’ views towards cruise tour-
ism, as well as to replicate the study in other homeport cruise destinations 
to cross-compare findings, and verify whether findings can be generalized.
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Introduction
Towns and cities have always been places where tourism and leisure expe-
riences are constantly produced and consumed and a source of special fas-
cination for visitors and tourists (Hall & Page, 2014). The development of 
tourism generates different degrees of impact on destination places, envi-
ronments, and on the local population. Understanding resident perception 
of those impacts is crucial to the successful and sustainable development of 
tourism (Šegota, Mihalič & Kuščer, 2017). Residents are the most important 
destination stakeholders and, because of that, they should participate in 
the planning of sustainable tourism development in order to control the 
impacts of tourism on the places where they live (Lawton & Weaver, 2015; 
Garrod, Fyall, Leask & Reid, 2012). As a consequence, it is important to 
establish awareness of host communities’ experiences, perceptions, and 
attitudes towards sustainable tourism development, particularly in loca-
tions with a small population base (Thompson-Fawcett & McGregor, 2011).

Once a community becomes a tourist destination, the lives of its resi-
dents become affected. Even though most of the studies conducted on tour-
ism impacts focused on economic, social, and environmental wellbeing, the 
central question is still the need to understand how community residents 
perceive the impacts of tourism (Kim, Uysal, & Sirgy, 2013).

Another crucial concept regarding sustainable tourism development is 
place attachment, commonly defined as the emotional bond between an 
individual and a specific place (Manzo, 2003). However, affection, emo-
tions, and feelings are not the only concepts of place attachment. Cogni-
tion and practice are important as well (Low & Altman, 1992; Vorkinn & 
Riese, 2001). People may feel attached to a place because of emotional and 
social ties, but also because of the physical aspects of the place (Hidalgo 
& Hernández, 2001; Lewicka, 2011). Places are above all social construc-
tions and include physical, social, and psychological connotations that help 
build attachment  (Knez, 2014).

Crucial to the role of place attachment in place-related studies is the 
ability to explain perceptions and behaviors in people’s interactions with 
places as a result of affection. And although place attachment is a critical 
factor shaping residents’ attitudes and perceptions toward tourism devel-
opment, investigation relating those two dimensions, and particularly 
research focusing on small town destinations, is still scarce (Stylidis, 2018).

When residents develop deeper bonds with their nearby settings, they 
are more willing to be involved in the development of their regions, thus, 
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more sensible to the effects of tourism. Within this context, this paper aims 
to analyze the relationship between place attachment and tourism impacts 
perceived by the residents of small town destinations, considering that 
there might be a positive relationship between residents’ level of place 
attachment and their perceptions of the impacts that tourism may have on 
that place.

Literature review 
Residents’ perceptions of tourism impacts
Tourism influences residents’ values, behaviors, lifestyles, and quality 
of life (Jaafar, Rasoolimanesh & Ismail, 2017; Rasoolimanesh, Badarulza-
man, Abdulah & Behrang 2019; Gannon, Rasoolimanesh & Taheri, 2020) 
and affects positively and negatively their daily life. The quality of tour-
ism experiences depends largely on the residents’ quality of life. Therefore, 
“understanding resident perceptions and responses is fundamental to the 
successful and sustainable development of tourism” (Sharpley, 2014).

In general, tourism impacts are categorized positively and negatively 
(Jaafar, Noor, & Rasoolimanesh, 2015) into economic, environmental and 
socio-cultural impacts (Mathieson & Wall, 1982; Caneday & Zeiger, 1991; 
Gursoy & Rutherford, 2004; George, 2010). Recent studies on tourism 
impacts emphasis the way those effects are perceived by residents. There 
are several studies in tourism literature that focus on how tourism impacts 
are perceived by residents (e.g. Wang & Pfister, 2008; Nunkoo & Ram-
kissoon, 2010; Látková & Vogt, 2012; Kim, Uysal & Sirgy, 2013; Rasooli-
manesh, Jaafar, Kock & Ramayah 2015; Rasoolimanesh, Ali & Jafaar, 2018).

In terms of socio-cultural effects, tourism can preserve the local cultural 
identity, enhance local culture and residents’ pride (Rasoolimanesh et al., 
2018), increase recreation activities and opportunities for residents (Gannon 
et al., 2020), and improve quality of life (Almeida-García, Peláez-Fernández, 
Balbuena-Vázquez & Cortés-Macias, 2016). But tourism development can 
also disrupt the normal routines of local residents (Lundberg, 2017) caus-
ing negative impacts on local communities such as overcrowding, traffic 
congestion, higher prices (Monterrubio, 2016), and crime (Rasoolimanesh 
et al., 2017, 2018).

As far as economic impacts are concerned, tourism creates more and 
new jobs for residents (Almeida-García et al., 2016; Rasoolimanesh et al., 
2017, 2018), attract more investment (Rasoolimanesh et al., 2018; Gannon 
et al., 2020), increases the residents’ standard of living (Gannon et al., 
2020; Rasoolimanesh et al., 2017, 2018) , and provides higher income and 
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more infrastructure and public facilities (Rasoolimanesh et al., 2017, 2018; 
Gannon et al., 2020). However, tourism also contributes to increase the cost 
of living (Rasoolimanesh et al., 2017), the price of some goods and services, 
and increases the price of propriety and land (Lundberg, 2017).

Finally, in terms of environmental effects, tourism can preserve the nat-
ural environment, helps preserve the historic buildings, and helps spread 
the image of a given place (Šegota et al., 2017; Gannon  et al., 2020). On 
the other hand, it also creates noise and pollution (Rasoolimanesh et al., 
2018) and increases litter in the community (Lundberg, 2017), which affects 
the residents’ quality of life. Resident’ perceptions and support for tour-
ism development are influenced by diverse yet interconnected factors that 
include residents’ place attachment (Gannon et al., 2020).

Place attachment 
In recent years, research addressing the way people relate to places has 
become more prominent (Moore & Scott, 2003). Place attachment is a con-
cept that derived from Environmental Psychology (Low & Altman, 1992) 
and has been applied to tourism. It describes an emotional link between 
people and places (Shumaker & Taylor, 1983).

Due its nature, place attachment is considered a multidimensional con-
cept (Halpenny, 2010) comprising mostly two dimensions (Sharpley, 2014): 
place identity (Kyle, Absher & Graefe 2003, 2004; Yuksel, Yuksel & Bilim,  
2010; Tsai, 2012; Chen, Dwyer & Firth,  2014a, 2014b, Woosnam et al., 2018) 
and place dependence (Williams, Patterson, Roggenbuck & Watson 1992; 
Kyle et al., 2003; Chen et al., 2014b; Yuksel et al., 2010; Tsai, 2012; Lundberg, 
2017). These dimensions are distinct, because place identity is considered 
an emotional attachment and place dependence is regarded as a functional 
connection. This framework has been widely accepted in the tourism litera-
ture (Chen & Dwyer, 2018).

But there are several other studies that consider other dimensions, 
like: affective attachment (Chen et al., 2014a; Yuksel et al., 2010; Tsai, 2012; 
Ramkissoon, Weiler & Smith, 2012; Ratcliffe & Korpela, 2016), social bond-
ing (Hidalgo & Hernández, 2001; Kyle, Bricker, Graefe & Wickham., 2004; 
Chen et al., 2014a; Ramkissoon & Mavondo, 2015; Ratcliffe & Korpela, 2016) 
family/friend bonding (Raymond, Brown & Weber, 2010), and place memory 
(Lewicka, 2011; Chen et al., 2014a; Chen & Dwyer, 2018).

Place attachment is often associated with other constructs such as resi-
dents’ place satisfaction (Chen et al., 2014b, 2015) and personal involve-
ment (Hou, Lin & Morais, 2005; Gross & Brown, 2008; Lewicka, 2011; 
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Prayag & Ryan, 2012; Tsai, 2012). Nonetheless, few studies relate residents’ 
place attachment with residents’ perceptions of tourism effects. Thus, and 
based on literature (Hidalgo & Hernandez, 2001) this study defines place 
attachment as an affective bond between people and particular places, sug-
gesting that place attachment influences the residents’ perceptions of tour-
ism impacts.

Methodology
The research setting used a survey approach applied in Portugal, a Euro-
pean country, to residents of small towns in its Central Region. The empiri-
cal collection was conducted from October to December 2018.

Measurements and data collection
The survey instrument was built based on scales previously established in 
the tourism literature: i) to measure place attachment, we used the scales 
designed by Proshansky, Fabian and Kaminoff (1983), Gu and Ryan (2008); 
Kyle and colleagues (2004); and ii) for tourism impacts, the scales used 
were those built by Mathieson and Wall (1982), Krippendorf (1987), Liu et 
al., (1987), Crouch and Ritchie (1999), Starr (2002), Mason (2003) and Nepal 
& Chipeniuk (2005). 

The survey instrument comprised two sections. The first one captured, 
using a 50 item scale, the residents’ perceptions of tourism impacts consid-
ering their positive, negative, cultural, social, economic, and environmental 
effects. The second section measured residents’ place attachment focusing 
on place identity and place dependence, using 16 items. In both sections, 
a 5-point rating scale was used. Respondents could express their level of 
agreement to a certain statement in 5 points where 1 refers to ‘strongly 
disagree’ and 5 to ‘strongly agree’.

To assess the adequacy of the scales, the final instrument was discussed 
with several researchers and destination managers. In order to refine the 
instrument, the original scales were translated into Portuguese and sub-
sequently the instrument was translated back into English. Afterwards, 
a pre-test was applied to 30 undergraduate students in order to test the 
scales’ reliability through Cronbach’s alpha (Cronbach, 1951). The results 
of this pre-test were used to make additional and final refinements to the 
questionnaire.

The collection of the data from residents was carried out using a con-
venience sample, social media and online platforms, but most of the data, 
about 75%, was collected in loco across different small towns in the Centre 
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of Portugal. To be part of the sample and be allowed to fill in the question-
naire, the respondents had to be locals and to live in the town selected for at 
least three years. Residents were approached randomly, and the question-
naires were self-administrated to ensure data unbiasedness. 329 question-
naires were applied and 300 were considered valid. 

Sample profile
The main elements of the sample profile are presented in Table 12.1. The 
sample had marginally more men (50.7%) than women (49.3%).  Just 
under half were single (46.7%). 66.2% of them graduated from high school 
or dropped out before graduating from high school. The most common 
occupations were student (27.6%) or Sales/Administrative/Factory worker 
(22.2%). Most of them have a monthly individual income up to 1000 Euros 
(73.6%) or ranging between 1001 and 2000 Euros (23%). 

Table 12.1: Sample Profile 

Gender
Female 148 49.3%
Male 152 50.7%

Age

Up to 25 years old 104 34.7%
26-35 years old 80 26.7%
36-45 years old 42 14.0%
46-55 years old 42 14.0%
56-65 years old 18 6.0%
Over 65 years old 14 4.7%

Marital Status

Single 140 46.7%
Married 135 45.0%
Divorced 13 4.3%
Widowed 11 3.7%

Educational level
University 101 33.8%
High School or less 198 66.2%

Occupation

Sales/Administrative/Factory workers 66 22.2%
Self-employed/Freelancer 31 10.4%
Middle and Senior Management 8 2.7%
Unemployed/Retired 38 12.8%
Student 82 27.6%
Public agent 47 15.8%
Other 21 7.1%
Work in tourism 34 11.3%

Income
Below 1000 Euros 192 73.6%
Between 1001 and 2000 Euros 60 23.0%
Over 2001 Euros 9 7.1%

Source: Authors’ elaboration
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Results 
This study presents the results of a quantitative survey that included 350 
small town residents in Portugal. 

The results are consistent with the scales used to measure the impacts of 
tourism development. Correlations between the scales’ items range from 
-0.196 to 0.499. These values demonstrate that the items can be included in 
the Tourism Impacts dimensions. For place attachment, items correlations 
range between 0.424 and 0.760. The relational structure of tourism impacts 
and place attachment dimensions was analyzed using exploratory factor 
analysis over the correlation matrix, and factor extraction was achieved 
using principal component analysis and varimax rotation. 

It was essential to identify several alternative solutions in order to guar-
antee the best factor structure. Additionally, the number of factors obtained 
in the analysis also took into account prior researches (Hair, Black, Babin, 
& Anderson, 2010)

To obtain the factor that measures tourism impacts, several factor ana-
lyzes were carried out and some variables were removed because they had 
factor loadings greater than 0.5 in more than one factor. The final model 
showed a Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 
satisfactory at 0.894 (Sharma, 1996). The results obtained from Bartelett’s 
Sphericity test show that the variables are significantly correlated (p-value 
= 0.000). They also indicated that the use of factor analysis is adequate 
(Sharma, 1996). Data showed statistical validity and a varimax rotation was 
performed. Factors were expected to be unrelated (West, 1991). Three fac-
tors explained 60.2% of the total variance in the sample. Table 12.2 shows 
those three factors and their respective factor loadings, variable commu-
nalities, factor explained variance and Cronbach’s alphas (Cronbach, 1951).

Another factor analysis was conducted with Place Attachment items 
using the same procedure as described above. In this case, the KMO value 
obtained was 0.964 and the Bartelett’s sphericity test showed that variables 
are significantly correlated (p-value = 0.000), showing that the use of the 
factor analysis procedure is suitable, and one factor emerged explaining on 
its own 64.8% of the total variance (Table 12.3).
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Table 12.2: Factor loadings, variance and Cronbach’s Alpha of cognitive destination 
image dimensions of small town destination residents, related to impacts of 
tourism development 
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Positive socio-cultural impacts

Increases interest in other cultures 0.631 0.407

6.242 25.9 0.886

Creates opportunities for using recreation 
facilities

0.720 0.541

Develops a wide variety of cultural activities 0.760 0.578

Improves tolerance towards other cultures 0.663 0.472

Provides social interaction 0.690 0.486

Represents a worthy free time activity 0.729 0.538

Provides an incentive for the preservation/
restoration of local historical heritage

0.755 0.603

Breathes life and vitality into the community 
and the destination

0.773 0.618

Improves the image of the city 0.768 0.620

Negative social-cultural impacts

Leads to alcoholism 0.677 0.491

4.866 19.8 0.877

Causes degradation of local heritage 0.747 0.579

Is likely to increases crime rate 0.700 0.667

Leads to the alienation between tourists and 
residents

0.524 0.503

Is likely to increase drug addiction/trafficking 0.784 0.637

Causes environmental damage and ecological 
disruption

0.696 0.522

Is likely to increase prostitution 0.639 0.507

Increases vandalism 0.690 0.562

Negative economic impacts

Causes more speculative pricing 0.746 0.638

1.252 14.5 0.834

Increases the cost of living 0.799 0.693

Increases goods and services prices 0.709 0.596

Causes greater traffic congestion and 
crowding

0.536 0.551

Increases property taxes and prices 0.673 0.549

Source: Authors’ elaboration.
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Table 12.3: Factor loadings, variance and Cronbach’s Alpha of Place attachment 
dimensions of small town destination residents
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I feel that this place is part of me 0.812 0.660

10.373 64.8 0.963

 I prefer this place to any other place 0.843 0.711

This place is very special to me 0.851 0.724

I would not trade this place for another 0.778 0.606

I strongly identify with this place 0.868 0.753

This place is the best mountain site I know 0.808 0.652

This place brings back many memories 0.686 0.471

I don’t want to leave this place 0.817 0.667

I feel I can be myself around this place 0.814 0.662

Doing what I do here is much more 
satisfying than doing it elsewhere

0.790 0.624

I feel very attached to this place and to its 
people

0.805 0.648

No other place can be compared to this 
place

0.770 0.593

This place says a lot about who I am 0.784 0.615

Doing what I do in this place is very 
important to me

0.772 0.596

This place means a lot to me 0.859 0.738

I miss this place when I am away 0.809 0.655

Source: Authors’ elaboration

Correlation
Correlation between Tourism Impact factors and Place attachment was car-
ried out using Pearson Correlation Coefficient (Table 12.4).

The results indicate that there is a positive relationship between resi-
dents’ place attachment level and their perceptions of the negative and 
positive social impacts that tourism can have on the place. However, there 
is no significant relationship between the negative economic impacts and 
place attachment. 
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Table  12.4: Correlations between the different impacts of tourism and place at-
tachment according to  the residents
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Positive socio-
cultural impacts

PearsonCorrelation 1 .000 .000 .302**

Sig. (2-tailed)   1.000 1.000 .000
N 300 300 300 300

Negative socio-
cultural impacts

Pearson Correlation .000 1 .000 .134*
Sig. (2-tailed) 1.000   1.000 .020
N 300 300 300 300

Negative economic 
impacts

Pearson Correlation .000 .000 1 .026

Sig. (2-tailed) 1.000 1.000   .649
N 300 300 300 300

Place attachment Pearson Correlation .302** .134* .026 1
Sig. (2-tailed) .000 .020 .649  
N 300 300 300 300

**  Correlation is significant at 0.01 level (2-tailed).

*  Correlation is significant at 0.05 level (2-tailed).

Source: Authors elaboration.

Conclusions, implications and limitations
According to the results, residents are more sensible to social and cultural 
impacts, whether positive and negative, and less to negative economic 
impacts. There is a more positive relationship between residents’ place 
attachment level and their perceptions of the positive socio-cultural impacts 
compared to the relationship with the negative socio-cultural impacts that 
tourism may have on the place. However, there is no significant relation-
ship between place attachment and the negative economic impacts. That 
result could be explained by the strong spirit community that exists in 
small towns. People are more aware of the social effects that tourism devel-
opment has on their lives than of its economic or environmental effects. 
Overall, European small towns have a small and aged population, with 
fewer job opportunities, poorer health care, and fewer large communica-
tion infrastructures. In these communities, people are often eager to meet 
new people and to connect with other cultures and different generations. 
Tourists are seen as business opportunities, as people who visit the local 
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bars, restaurants, hotels, and attractions and buy local products to take 
home with them. On the other hand, tourists are sources of cultural reju-
venation. Some residents have a positive opinion of tourists, whereas for 
others they represent a negative factor, as they come in and change local 
customs, habits, and even the local culture.

This study aims to expand existing knowledge on place attachment and 
residents’ perceptions of the impacts of tourism in urban settings. On the 
other hand, because tourism can be a challenge to small towns and cities, 
particularly when it comes to their sustainability, the study can aid raise a 
deeper awareness of the effects that tourism development is having on the 
community of small town destinations. In addition, the results could help 
managers by providing long-term economic, social, and cultural benefits 
to the local community, enhancing quality of life and thus strengthening 
place and community attachment.

However, this study has some limitations. The study might not con-
sider other specific and relevant existing dimensions of tourism impacts 
and place attachment. Despite the advantages of the flexibility and easy 
handling of the structured technique, there is still the risk of omitting 
important dimensions or using some others that are not so important to 
the respondents. Moreover, there has been a lack of explanation of why 
certain impacts are important to or perceived by local residents (Deery, 
Jago & Fredline, 2012). Qualitative methodology could really help achieve 
a deeper understanding.

As for future research, it will be interesting to analyze the model’s 
validity in other residential environments, like rural or larger urban des-
tinations. Residents of larger cities or rural places may display different 
levels of attachment and subsequently different attitudes toward tourism 
development than smaller towns’ residents. On the other hand, and since 
tourism destinations are dynamic and perceptions change overtime, it will 
be interesting for researchers to carry out longitudinal studies in order to 
define a more effective longer-term strategic planning. In addition, since 
the degree of involvement has been shown to influence residents’ over-
all attitudes toward tourism development (see Ko & Stewart, 2002; Allen, 
Long, Perdue & Kieselbach, 1988) it could be interesting to analyze whether 
or not local residents are locally involved in both tourism and non-tourism 
related activities. Finally, and since the relationship between the perceived 
qualities of a place and sense of place has been underexplored within the 
context of tourism development, it could be interesting to relate perception 
of place, place attachment, and perceived impacts of tourism.
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13	Conclusion: Preparing 
for the future of 
travel and tourism in 
vulnerable times

Alain Decrop and Antónia Correia  

When gathering the best papers presented in 2019 during the 8th ATMC 
conference in Namur for editing this book, we were not expecting 2020 
to become the nightmare year that we all experienced in the world. The 
Covid-19 crisis has significantly disrupted our consumption and travel 
habits. Heaps of business sectors were severely impacted by the two waves 
of lockdown of populations and countries, the closure of stores and restau-
rants and the overall context of anxiety and uncertainty. More than other 
sectors, the tourism and travel industry was severely affected. The trips 
and recreative activities of our fellow citizens are henceforth punctuated by 
‘barrier gestures’ and by a large number of health measures taken in order 
to limit the spread of the pandemic. 

Of course, the objective of this book was not to account for the current 
crisis, nor to analyze the extent to which our tourism and leisure activities 
have changed, and whether these changes are likely to last. The aim of 
the book was first to discuss sustainability and collaborative practices in 
order to fill tourism development with ethics and responsibility. Following 
the collegial tradition of Advances in Tourism Marketing conferences, this 
book is the result of the collaboration of established international schol-
ars with emergent researchers around the globe. The twelve chapters of 
this book have offered innovative and dovetailing perspectives around 
four major strategic questions that may support tourism development in 
these vulnerable times, i.e.: Can technology enhance value co-creation and 
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the tourism experience? How sharing economy practices develop in tour-
ism? To what extent sustainability issues affect culture and the well-being 
of residents? What is the connection between technology, millennials and 
overtourism?

Of course, those issues are considered in the framework of the digital 
world that is ever expanding since two decades. Digital technology has 
been massively integrated into the strategies and operations of tourism 
operators. Historically dedicated to marketing and communication, digi-
tal technology is now revolutionizing the entire tourism value chain. The 
promotion of a destination can no longer be considered without the mix 
between official digital channels and levers such as influencers and rating 
platforms. Any tourist expects to find relevant and up-to-date information 
on the Internet in order to prepare for his stay, to choose among transpor-
tation, accommodation and recreational alternatives, and to book activi-
ties. The exchange of tips and advice has become an important element in 
choosing a destination. In many regions, competition between destinations 
and operators makes it essential to be attractive via a different offer and 
digital technology may act as a major differentiator (e.g., Histopad to visit 
Chambord’s Castle, Monument Tracker).

To answer these questions, the book was organized in four parts where 
interdependence, collaboration, sustainability and responsible behavior 
are deeply discussed with the aim of contributing to marketing tourism in 
the digital world that we know today. The book started with a discussion 
about how to co-create value with or without technologies, detailed how 
web platforms reboot collaborative economic practices, presented sustain-
able tourism development under a human perspective and ended with the 
discussion of key issues in tourism marketing, including overtourism and 
residents’ propensity to boost tourism development. We now summarize 
the key takeaways of those four parts, closing each part with a reflection on 
the lessons learnt from current Covid-19 crisis in order to assess what will 
be left after the vulnerable times that we live now.

1. Acceleration of digital transformation
We have observed a technological and digital transformation both on con-
sumers’ and on providers’ sides for several years. Online booking and 
electronic means of payment are getting more and more popular. The 
development and adoption of smart technologies, including artificial intel-
ligence (AI), robotics, and automation, in the travel and tourism sector is 
accelerating. 
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The first part of the book was devoted to the role of such technologies 
in enhancing value co-creation and tourist experiences. Chapter 2 explored 
the research streams on absorptive capacity, co-creation and tourism. The 
state of the art performed recalls for the alignment of these three corner-
stones that help to connect a number of research trends: the reciprocity 
tourism industry needs to acquire, the employment that needs to be val-
orized, the use of social media to enhance digital transformation in the 
sector, and the stakeholders’ sense-making and sense-giving process. This 
chapter, with a macro perspective, offers paths for future research chal-
lenges, such as opening tourism to the absorptive black box in co-creation 
experiences within a framework that involves all stakeholders, including 
universities. This chapter suggests that interdependence is key in order to 
co-create knowledge. In line with this, Chapter 3 explored a non-western 
perspective on how to co-create tourism experiences through social inter-
actions. Surprisingly, Chinese tourists aim to interact with service provid-
ers and with locals to enhance quality and authenticity to their experience 
but they tend to avoid interacting with other tourists, which could be an 
advantage in Covid times. More than any other tourism and leisure sec-
tors, the festival and entertainment industry was severely damaged by the 
crisis as most events have been cancelled and activities have been stopped, 
because the gathering of crowds is forbidden. Chapter 4 showed that social 
and emotional interactions lived during and after the festival experience 
are determinants of consumers’ satisfaction. Festivals involve a collective 
and collaborative experience where emotional contagion occurs at inter-
personal and mass levels. 

The lockdown linked to the Covid-19 pandemic has accelerated the 
adoption of digital technologies by consumers and amplified digital inno-
vation efforts on the part of travel operators and tourist sites. Many initia-
tives have been carried out to develop online booking and visit planning in 
order to allow better management of flows, or to highlight health compli-
ance operations via their websites and social networks in order to reassure 
and prepare the return of visitors. Many tourist sites have set up interac-
tive platforms and virtual tours in order to keep in touch with visitors. 
The theatricalization of confinement has made it possible to communicate 
on social networks via strong images presenting nature and authenticity 
regaining possession of empty places. The digital has made it possible to 
maintain emotional connections between festivals and their consumers, as 
illustrated by the case of Tomorrowland and other artists who have set up 
online music events. 
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2. Mutations in the sharing economy
Another major trend of these last years is the development of the so called 
‘sharing’ or ‘collaborative’ economy, which is another illustration of the 
importance of interdependence and technology particularly affecting tour-
ism. This second part of the book started with the discussion of the legal 
issues that stem from collaborative practices, before turning to the pres-
entation of examples of how different platforms provide tourism experi-
ences in that collaborative economy. Chapter 5 showed that most of the 
platforms of collaborative economy are not aligned with the consumer law 
of the European Union.  It seems that Airbnb is one of the few exceptions 
obeying consumer rights’ regulations. The other platforms have space to 
improve in what concern transparency. How tourists use these platforms 
was discussed in the following chapters. Chapter 6 presented sharing 
meals’ experiences through the EatWith platform. This study identifies 
serendipity as a moderator of meal-sharing experiences and conclude that 
serendipity in meal-sharing experiences included the hospitality, the food 
and the tourist-tourist interaction. Chapter 7 compared the best known 
collaborative platforms, AirBnB and Couchsurfing, that diverge in terms 
of business models. In fact, consociality seems to be more prominent in 
Couchsurfing than in Airbnb, suggesting that monetized exchanges hinder 
the true sense of sharing and collaborative initiatives where social interac-
tions are the core of the business. 

The current Covid-19 crisis has impacts on shareable tourism. Like 
many other businesses, platforms such as Airbnb, Uber or Blablacar have 
suffered from the lockdown of countries and populations whereas other 
players such as Deliveroo or Uber Eats have benefited from the confine-
ment situation that led more consumers to have food delivered to their 
homes. However it is likely that collaborative initiatives in tourism and 
travel will keep on growing in the post-pandemic years, as peer-to-peer 
exchanges empower consumers and providers of services, help them to get 
some economic benefits in difficult times and to restore trust and hope for 
a better future. As matchmakers moderating encounters between hosts and 
guests, sharing platforms offer more direct, consocial and authentic experi-
ences than the conventional industry. These platforms may help tourism 
to rebound in more responsible and sustainable patterns of development. 
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3. Return to the local and to nature
Sustainability was explored in Part III of this book through the presentation 
of two chapters that discussed sustainable tourism development. Chap-
ter 8 extended the theory of social exchange to the field of sustainability; 
host-tourists’ interactions are considered to influence residents’ attitude 
and the supportiveness of residents towards sustainable tourism develop-
ment depends on tourist attitudes. Chapter 9 explored how government 
and stakeholders should be coordinated to ensure sustainable tourism 
development in heritage places. The chapter concluded that management 
and planning are mandatory to develop tourism on sustainable grounds, 
nevertheless the blueprint is cooperation. These two chapters showed that 
sustainability is likely to impact residents’ wealth and well-being and that 
cooperation among stakeholders is key for a sustainable development. 

Of course, eco-tourism and sustainability issues are not new in tour-
ism but the current crisis is likely to reinforce the return to the local and 
the nature. Covid-19 is a disaster that has shown the limitations of global 
economic models and has strongly restricted international travel possibili-
ties. In the last few months, ‘locavorism’ has been the new trend in town, 
characterized by the evolution towards short circuits, reduced travel and 
transport practices, organic local food, regional or domestic tourism, stay-
cation and micro-vacations. In parallel, there is a craze for ‘green’ tourism 
and eco-tourism: slow tourism far from crowds and cities, visits to natural 
sites, stays in (glamorous) campings and rural accommodation, roadtrips 
in complete independence to avoid any risk of contamination etc. 

4. The undermining of mass-tourism models
The last part of the book presented three cases where tourism development 
is compromised. Chapter 10 explored how digital communication may 
increase overtourism and concluded that controlling tourist-generated 
content can help to reposition a tourism destination in more sustainable 
patterns. In line with this, Chapter 11 analysed residents’ perceptions about 
overtourism induced by cruises in cities such as Venice. For residents, the 
negative effects of mass cruises significantly outweigh the positive ones. 
This result suggests that the evidence of negative externalities shape resi-
dents to be against tourism growth, which recalls once more for the need of 
sustainability. Chapter 12 explored place attachment and residents’ percep-
tions of the impacts of tourism in urban settings. According to this study, 
residents are more sensitive to social and cultural impacts, whether posi-
tive and negative, and less to negative economic impacts. Residents seem 
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to be more aware of the social effects that tourism development has on their 
lives than of its economic or environmental effects. The authors explained 
this evidence by loneliness and cultural rejuvenation brought by tourism. 

During the last months, overtourism that was a ‘hot topic’ in the last 
years has completely disappeared as a consequence of the travel barri-
ers and restrictions dictated by governments. The question is now: what 
will happen next…? We may expect that changes in the decision-making 
processes such as risk aversion, increased planning of activities, trips and 
holidays, online booking etc. are likely to last for a long time. The Covid-19 
pandemic has undermined a number of business models related to long-
haul flights, cruises, organized trips, low-cost airlines, business tourism, 
cultural events etc. Such industries are likely to suffer more from the conse-
quences of the crisis as they depend heavily on large numbers of customers 
being gathered in curtailed spaces to be profitable. However, one should 
not forget that overtourism is mostly induced by communication and pro-
motion, especially through the viral effect of social networks. The vulner-
able times we know today should be used to redraft tourism fluxes by a 
replanning of communication efforts and user-generated contents. Fur-
thermore, a number of destinations take benefit of the situation to rethink 
their tourism strategies, in order to make them more sustainable and/or to 
show the positive externalities of tourism to their residents, in particular as 
to cultural and social interactions. 

The months of planetary containment has had a cataclysmic effect on the 
tourism sector. While it is difficult to know what will happen at the end of 
the looming economic crisis, one can imagine that, after a long and pain-
ful period of transition, our developed societies will enter a new world – a 
world we hope to be better and to tackle climate change. Some believe that 
the crisis will radically transform mobility on a global scale, that mass tour-
ism has fizzled out and that the world after will reinvent the relationship 
to travel, places and people, emphasizing the happiness of proximity and 
slowness. At the same time, alternatives to mass tourism, based on new 
values ​​(local roots, associative commitment, personal development, etc.) 
should be developed. Implicit strategies and the cases presented along this 
book show that in these vulnerable times, we should learn how to (re)live 
together, even with more distant social interactions, if we do not want to 
perish together. 

The Covid-19 crisis has amplified a number of paradoxical tensions that 
we already observed in the last years and that have paved the way for con-
ferences such as ATMC and an edited book like this one. The society we 
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live in is more and more digitalized and virtualized, but at the same time 
characterized by a growing desire of many to restore straight and genuine 
human connections. An ever increasing number of consumers are shop-
ping globally on the Internet but meanwhile, we also notice the return to 
local consumption. A last paradox is that, on the one hand, sustainability 
and caring for the planet have become central values for many tourists but, 
on the other hand, most of them have never been so sensitive to price and 
saving money. On top of such paradoxical tensions, maybe the major chal-
lenge for the tourism industry will be to restore trust and (physical and 
psychological) well-being after this long period of unparalleled fear and 
anxiety. 


