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and future generations.
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Preface

Post-COVID Tourism – Tendencies and Management Approaches is a critical theoretical-
practical guidance for the tourism industry. Contextually, the monograph provides 
studies and reflections as a comprehensive roadmap, enabling readers to understand 
the challenges and transformative opportunities that have been defined after the 
COVID-19 pandemic.

Thus, the chapters focus on recovery, exploring innovative strategies and manage-
ment approaches designed to foster resilience and sustainability. In this regard, 
considering the revitalization of travel destinations to the adoption of state-of-the-art 
technologies, each section provides an understanding of the multidisciplinary that 
constitute the future of tourism.

In sum, this book connects academia and practical application, offering tangible 
insights that somehow give the answer to the gap between theory and action.

Rui Alexandre Castanho and Mara Franco
CITUR Madeira - Centre for Tourism Research, Development and Innovation,

Madeira, Portugal

José Manuel Naranjo Gómez
University of Extremadura,

Badajoz, Spain
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Chapter 1

Introductory Chapter:  
Post-COVID Tourism – Tendencies 
and Management Approaches – An 
Introduction
Rui Alexandre Castanho, José Manuel Naranjo Gómez  
and Mara Franco

1. Introduction

In the last few decades, the thematic literature and the evidence worldwide show 
that tourism activity is highly relevant and vital for numerous reasons. First, it has a 
significant economic impact. Tourism generates revenue through various channels 
such as accommodations, transportation, food and beverage services, entertainment, 
and shopping [1–3]. This tourist spending supports local businesses, creates job 
opportunities, and stimulates regional economic growth [4, 5].

Second, tourism facilitates cultural exchange. It allows people worldwide to 
experience and appreciate diverse cultures, traditions, and ways of life. Interactions 
between tourists and locals promote tolerance and respect for cultural diversity, 
fostering global understanding [3, 6].

Furthermore, tourism plays a crucial role in preserving heritage [3, 7]. Tourists 
often visit historical sites, natural landscapes, and cultural treasures, and the income 
generated from tourism can be used for their restoration and maintenance. This 
ensures the sustainability of these attractions for future generations to enjoy [8].

Tourism also raises environmental awareness [8, 9]. Responsible and sustainable 
tourism practices can educate visitors about environmental issues and encourage conser-
vation efforts [3]. Experiencing fragile ecosystems and natural wonders firsthand often 
leads to a greater appreciation for the environment and a desire to protect it [3, 8, 10].

Additionally, tourism drives infrastructure development. To cater to the needs of 
tourists, destinations invest in improving transportation networks, accommodations, 
sanitation facilities, and recreational amenities. This benefits tourists and enhances 
the overall quality of life for local residents [11, 12].

Moreover, tourism has social benefits. Festivals, events, and tourism-related activ-
ities bring communities together, fostering social cohesion and providing platforms 
for cultural expression. Local residents take pride in showcasing their community and 
engaging with visitors, creating a sense of belonging and community spirit [13–15].

Last, tourism promotes education and knowledge exchange. Visitors learn about 
historical events, artistic expressions, scientific discoveries, and local traditions. 
Likewise, locals learn from the experiences and perspectives of tourists, creating 
opportunities for mutual education and understanding [16].
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Nevertheless, it is vital to acknowledge the potential negative impacts of tour-
ism, such as over-tourism, environmental degradation, cultural commodification, 
and socioeconomic inequalities. Contextually, it is pivotal to maximize the positive 
aspects of tourism while minimizing the harmful—i.e., sustainable tourism practices, 
responsible planning, and community involvement are crucial.

2. Tourism and the COVID-19 pandemic: in brief

The COVID-19 pandemic has had a profound and far-reaching impact on the tour-
ism industry worldwide. Governments implemented travel restrictions and lockdown 
measures to contain the spread of the virus, leading to a significant decline in tourism 
activity. International travel came to a standstill, and domestic travel was severely 
restricted, resulting in a drop in tourist arrivals [17–19].

The economic consequences of the pandemic on tourism have been severe. Many 
businesses, particularly small and medium-sized enterprises, faced closures, layoffs, 
and financial instability. The job losses and revenue declines had a cascading effect on 
the entire tourism supply chain and the broader economy [18–20].

Recovering from the pandemic has posed significant challenges for the tourism 
industry. Despite lifting some restrictions, travelers’ confidence and behavior have 
been impacted. Uncertainty surrounding the virus, changing travel regulations, and 
ongoing health concerns influence travel decisions.

The tourism industry has demonstrated resilience and adaptability in response to 
the crisis. Businesses have implemented stringent health and safety protocols to instill 
confidence in travelers. Virtual tours and online experiences have gained popularity as 
alternatives to physical travel, allowing people to explore destinations remotely [21].

The pandemic has also led to a shift in travel preferences. Travelers now prioritize 
health and safety measures, outdoor activities, and destinations with lower popula-
tion density. Domestic and local travel has gained prominence due to travel restric-
tions and a desire to support local economies [22].

Sustainable tourism practices have gained increased importance during the pan-
demic. There is a growing recognition of the need to balance economic growth with 
environmental and social considerations. Destinations now prioritize sustainability 
and resilience in their tourism strategies, aiming for a more responsible and sustain-
able recovery [22, 23].

Collaboration and coordination among stakeholders have become essential during 
this crisis. Governments, tourism organizations, businesses, and local communities 
are working together to develop recovery plans, share best practices, and provide 
support to those affected by the pandemic [3].

It is important to note that the situation remains dynamic, with the impact of the 
pandemic on tourism evolving as vaccination efforts progress and travel restrictions 
are adjusted. The recovery of the tourism industry will depend on the global control 
of the virus, the success of vaccination campaigns, and the restoration of travelers’ 
confidence in resuming their travel plans.

3. Tourism in the post-COVID: evidences and forecasting

If we focus on the evidence and forecasting for tourism in the post-COVID period, 
this is subject to ongoing developments and uncertainties. Regardless, specific trends 
and considerations can provide insights into the potential direction of the industry:
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I. Domestic and regional focus: In the early stages of recovery, domestic and 
regional travel has been a primary driver of tourism activity. This trend will 
likely continue as travelers may prefer destinations closer to home due to ongoing 
concerns and restrictions on international travel [24].

II. Gradual recovery of international travel: While the recovery of international 
travel may take longer, it is expected to rebound as vaccination rates increase and 
travel restrictions ease gradually. However, the pace and extent of recovery will 
depend on factors such as the global control of the virus, government policies, 
and traveler confidence [25].

III. Health and safety measures: Health and safety protocols will remain a priority 
post-COVID era. Travelers will continue to expect rigorous sanitation practices, 
social distancing measures, and the use of technology for contactless services. 
Implementing these measures will be crucial to restoring and maintaining 
traveler confidence [26].

IV. Sustainable and responsible tourism: The pandemic has amplified the impor-
tance of sustainability and responsible tourism practices. Travelers are increas-
ingly seeking environmentally friendly options, supporting local communities, 
and prioritizing destinations that prioritize sustainability. Post-COVID tourism 
will likely significantly emphasize sustainable practices and destination man-
agement [3].

V. Digital transformation: The pandemic has accelerated the digital transformation 
of the tourism industry. Online booking platforms, contactless services, and 
virtual experiences have become prevalent. Technology integration will continue 
to shape the post-COVID tourism landscape with innovations such as touchless 
payments, digital health passports, and enhanced communication platforms [27].

VI. Resilience and adaptability: The ability of tourism businesses to adapt and 
innovate has been critical during the pandemic. Those that have demonstrated 
resilience by diversifying their offerings, implementing flexible policies, and 
focusing on customer needs are more likely to navigate the post-COVID recovery 
successfully [7].

Also, we should consider that several factors, including the progression of vac-
cination efforts (particularly in less developed countries and emerging markets), the 
emergence of new variants, government policies, and traveler behavior, will influ-
ence the trajectory of tourism in the post-COVID period. Ongoing monitoring, data 
analysis, and expert insights are necessary to provide more accurate and up-to-date 
evidence and forecasting for tourism in the post-COVID era.

4. Closing thoughts

The COVID-19 pandemic has unprecedentedly impacted the tourism industry, 
leading to widespread disruptions and challenges. However, it has also presented an 
opportunity for the industry to reassess and transform itself for a more sustainable 
and resilient future.
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As the world moves toward recovery, the tourism sector must prioritize health 
and safety measures, adapt to changing traveler preferences, and embrace sustain-
ability. Collaboration among stakeholders, including governments, businesses, and 
local communities, will be essential in developing recovery strategies and ensuring a 
responsible and inclusive tourism industry.

While the future of tourism may still hold uncertainties, there is optimism for the 
industry’s gradual rebound and resurgence. As vaccination efforts progress and travel 
restrictions ease, the desire to explore new destinations and reconnect with the world 
will drive the recovery.

Ultimately, the post-COVID period provides an opportunity to build a more 
sustainable, inclusive, and resilient tourism industry. By prioritizing safety, sustain-
ability, and responsible practices, we can create a tourism sector that benefits econo-
mies, respects the environment, preserves cultural heritage, and enriches the lives of 
travelers and local communities alike.
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Chapter 2

Sustainable Healthcare Tourism  
in the Post COVID 19 Era
G. Somu and Harshavardhan Sai Sadineni

Abstract

Health tourism in India offers high-quality medical treatments to foreign tourists 
at affordable prices. The COVID-19 pandemic significantly impacted the industry, 
leading to a decline in the number of medical tourists. This chapter discusses the 
government’s response to the crisis and the opportunities for sustainable healthcare 
tourism in the post-pandemic era. The Indian government issued guidelines for 
health tourism operators, emphasizing sustainability. These guidelines aim to control 
the virus’s spread while ensuring the industry’s long-term sustainability. The article 
explores the potential for sustainable healthcare tourism in India post-COVID and 
how the industry can attract more foreign tourists by leveraging changing trends. The 
role of the government in managing the health tourism sector is to highlight and focus 
on sustainable practices. Measures to ensure the safety of foreign tourists seeking 
medical treatment in India are discussed, including sustainable infrastructure devel-
opment, responsible waste management, and resource conservation. By incorporat-
ing sustainable practices, the health tourism industry can reduce its environmental 
impact and contribute to the well-being of local communities.

Keywords: sustainable healthcare tourism, COVID-19, Indian healthcare, government 
guidelines, opportunities

1. Introduction

Health tourism, also known as medical tourism, involves setting foot in another 
country to receive medical treatment, often at a lower cost than in one’s home coun-
try. In recent years, health tourism has become an important industry in India due 
to the country’s world-class healthcare facilities, skilled doctors, and cost- effective 
treatments. Health tourism brings in revenue for the country and helps boost its 
economy.

The growth of health tourism in India has been significant over the years. The 
medical tourism industry worldwide was valued at around US$16.761 million and is 
expected to reach US$27.247.6 million by 2024, with a compound annual growth rate 
[CAGR] of 8.5% during the period 2019–2023. According to reports from FICCI and 
IMS Health India, India holds approximately 18% of the global medical tourism mar-
ket share [1]. India’s healthcare infrastructure has been steadily improving, and the 
country is now home to many world-class hospitals, clinics, and healthcare centers. In 
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addition, the availability of skilled doctors and healthcare professionals in the country 
has also contributed to the growth of health tourism in India.

There are many reasons why India has become a popular destination for health 
tourism. Firstly, the cost of medical treatment in India is significantly lower than in 
countless other countries. Patients who travel to India for medical treatment can save 
money on their healthcare expenses [2]. Secondly, the quality of healthcare in India is 
excellent, with many hospitals and clinics equipped with state-of-the-art technology 
and facilities.

The government has introduced various policies and initiatives to make it easier 
for foreign patients to access medical treatment in India. For example, the govern-
ment has simplified the visa process for medical tourists and introduced measures to 
ensure that healthcare providers in the country maintain high standards of quality 
and safety.

2. Impact of the pandemics on the healthcare tourism of India

In recent years, India has witnessed the impact of various pandemics on its health-
care tourism industry. The outbreaks of diseases like H1N1 influenza in 2009, Ebola 
virus during 2014–2016, and Zika virus in 2015–2016 have significantly affected the 
flow of medical tourists to the country, posing challenges to this crucial sector.

During these pandemics, healthcare tourism experienced a decline as potential 
travelers became increasingly concerned about the risk of contracting these diseases 
and the overall safety of medical facilities [3]. Governments worldwide issued travel 
advisories, urging their citizens to avoid non-essential travel to affected regions, 
including India, which reduced the number of international patients seeking medical 
treatment in the country.

The fear of infection and the uncertainty surrounding the pandemic resulted 
in many medical tourists canceling or postponing their scheduled treatments. The 
perceived risks associated with traveling for healthcare caused potential patients to 
rethink their decisions, opting to seek medical services locally rather than traveling 
abroad. This shift in patient behavior directly impacted the revenue generated from 
healthcare tourism in India.

Furthermore, during pandemics, healthcare providers and facilities were compelled 
to divert their attention and resources toward managing and containing the spread 
of diseases within their populations. The sudden influx of domestic patients suffer-
ing from pandemic-related illnesses strained the healthcare infrastructure, making it 
challenging to cater to medical tourists’ needs effectively. This diversion of resources 
further hampered the delivery of healthcare services to international patients.

The impact of these pandemics on healthcare tourism served as a wake-up call, 
highlighting the sector’s vulnerability to global health crises. It underscored the 
importance of implementing robust infection control measures and maintaining trust 
in the healthcare system. The ability to effectively communicate safety protocols and 
reassure potential medical tourists about the preparedness of healthcare facilities 
became critical.

As India gradually recovers from these pandemics, the healthcare tourism indus-
try must rebuild trust and assure international patients of the safety and quality of 
healthcare services, achieved through a multi-faceted approach that encompasses 
enhanced safety protocols, stringent infection control measures, and transparent 
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communication about the preparedness of healthcare facilities to handle any future 
health crises.

First and foremost, healthcare providers must prioritize implementing stringent 
infection control measures, including comprehensive training for healthcare person-
nel in handling contagious diseases and following strict hygiene protocols. Regular 
and thorough sanitization of medical facilities, proper waste management, and the 
availability of personal protective equipment [PPE] are crucial aspects of ensuring a 
safe healthcare environment.

Moreover, it is imperative to develop and enforce standardized guidelines and 
regulations specific to healthcare tourism, which address the challenges posed by 
pandemics. These guidelines should be regularly updated to align with international 
standards and cover areas such as patient screening, quarantine protocols, and 
emergency response mechanisms. By adopting and adhering to these guidelines, India 
can demonstrate its commitment to providing safe and reliable healthcare services to 
international patients.

Transparent and effective communication is pivotal in rebuilding trust and 
attracting medical tourists. Healthcare tourism stakeholders, including hospitals, 
clinics, and tourism boards, should actively engage in promotional activities 
highlighting safety measures, including showcasing the success stories of patients 
who received treatment in India during previous pandemics, emphasizing the high 
standards of care and the positive outcomes.

Public and private collaboration is essential to address the impact of pandemics 
on healthcare tourism effectively. Government agencies should work closely with 
healthcare providers and tourism authorities to develop strategies that mitigate risks 
and promote India as a safe and reliable destination for medical treatments, involv-
ing joint marketing campaigns, financial incentives for healthcare facilities, and 
the establishment of dedicated task forces to manage crises and support healthcare 
tourism.

3. Covid-19 impact on health tourism

Before the COVID-19 pandemic, the health tourism industry in India was boom-
ing. The country was a popular destination for medical tourists worldwide, particu-
larly from the United States, the United Kingdom, and the Middle East [4]. India’s 
healthcare system has a reputation for providing high-quality medical treatments and 
procedures at a fraction of the cost in developed countries.

Several types of medical treatments and procedures were popular among foreign 
tourists in India. These included cardiac surgery, orthopedic surgery, cosmetic 
surgery, and cancer treatment. Patients chose India for these treatments because of 
the country’s skilled doctors and healthcare professionals, and affordable costs. In 
addition, India’s diverse culture, rich history, and warm hospitality made it an attrac-
tive destination for medical tourism (Figure 1).

The COVID-19 pandemic has significantly impacted the health tourism industry 
in India. The government has implemented travel restrictions, quarantine measures, 
and lockdowns. These measures have made it difficult for medical tourists to travel 
to India for treatment. In addition, the pandemic has led to a shortage of medical 
supplies, including drugs and vaccines, and a strain on the healthcare infrastructure 
(Figure 2) [6].
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Figure 2. 
Dimensions of medical tourism affected by the COVID-19 pandemic.

Figure 1. 
Market value with examples [3, 5].
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The government has taken various measures to control the spread of the virus and 
support the healthcare sector during the pandemic. These measures include increas-
ing the production of medical supplies, providing financial support to healthcare 
workers, and launching a nationwide vaccination drive. The government has also 
introduced guidelines for health tourism operators to ensure the safety of domestic 
and foreign patients seeking medical treatment in the country.

The pandemic’s impact on India’s health tourism industry has been significant. The 
industry has experienced a sharp decline in revenue, with many hospitals and clinics 
reporting a drop in foreign patients. However, the industry has also adapted to the 
changing circumstances by offering telemedicine services and online consultations to 
patients who cannot travel to India for treatment.

4.  Role of healthcare professionals in healthcare tourism during the 
pandemic

During the COVID-19 pandemic, healthcare professionals have played a vital 
role in reaching out to local and global patients, including those seeking healthcare 
services through medical tourism. Their expertise, dedication, and adaptability have 
been crucial in ensuring the safety and well-being of patients in these challenging 
times.

Locally, healthcare professionals have been at the forefront, having worked 
diligently to provide timely and accurate information about the virus, preventive 
measures, and treatment options to domestic and international patients. By staying 
updated with the latest research and guidelines, healthcare professionals have effec-
tively addressed the concerns and queries of medical tourists.

In medical tourism, a crucial pillar was communicating with international patients 
and facilitating their healthcare needs. They have used various telemedicine technolo-
gies to provide virtual consultations, assess patient conditions, and offer medical 
advice [7]. This approach has allowed medical tourists to receive expert opinions and 
guidance from healthcare professionals without demanding physical travel, ensuring 
continuity of care.

Healthcare professionals have also been actively coordinating travel logistics and 
ensuring the seamless transfer of medical records and test results for international 
patients. By collaborating with healthcare tourism facilitators, they have helped 
streamline the process of accessing healthcare services in India, including assisting 
with visa arrangements, coordinating appointments, and providing the necessary 
documentation to facilitate medical treatments.

Moreover, stringent infection control protocols have been implemented to ensure 
the safety of international patients seeking medical care. They have followed interna-
tional guidelines for hygiene practices, personal protective equipment [PPE] usage, 
and social distancing measures to create a safe healthcare environment.

These measures have protected patients and instilled confidence among medical 
tourists regarding the quality and safety of healthcare services in India (Figure 3).

Additionally, unique challenges of the medical tourists were recognized during 
the pandemic. They have provided personalized support and guidance to patients, 
addressing concerns related to travel restrictions, quarantine requirements, and 
changes in treatment plans. This level of care and attention has been crucial in main-
taining a strong bond of trust between healthcare professionals and medical tourists.
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Furthermore, vaccination drives have been instrumental in ensuring the safety 
and well-being of local communities and international patients. By actively promot-
ing vaccination and providing accurate information about vaccine efficacy and safety, 
healthcare professionals have contributed to the resumption of healthcare tourism by 
instilling confidence in potential medical tourists.

5. Opportunities and measures taken post-Covid

With the availability of vaccines and the easing of travel restrictions, the health 
tourism industry has bounced back post-COVID. One of the changing trends in the 
health tourism industry post-COVID is the increased demand for wellness tourism. 
Wellness tourism involves traveling to a destination to maintain or improve one’s 
health and well-being. India, with its rich Ayurveda, yoga, and meditation history, 
is a natural destination for wellness tourism [8]. The Indian government can lever-
age this trend by promoting India as a destination for wellness tourism, highlighting 
the benefits of Ayurveda, yoga, and meditation, and supporting wellness tourism 
operators.

Another trend in the health tourism industry post-COVID is the increased use 
of technology. With the pandemic highlighting the importance of telemedicine and 
online consultations, health tourism operators can leverage technology to provide 
patients with remote consultations and follow-up care. The Indian government can 
support this trend by providing incentives and support to health tourism operators 
who adopt the technology.

The Indian government is crucial in managing the health tourism industry post- 
COVID. Various measures are in place for the safety of foreign tourists seeking medi-
cal treatment in India. These measures include issuing guidelines for health tourism 
operators, providing financial assistance to hospitals and clinics for upgrading their 

Figure 3. 
Roles and benefits during the pandemic.
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facilities, and launching a certification program for healthcare facilities to ensure 
compliance with international standards.

A Medical Value Travel Facilitation Portal in conjunction with the Heal in India 
and Heal by India Programs, is an online platform that provides information on 
healthcare facilities, medical treatments, and visa procedures to foreign tourists 
seeking medical treatment in India [9]. The government has also launched a market-
ing campaign to promote India as a destination for medical tourism, highlighting the 
benefits of the country’s healthcare system and its affordable costs.

Several health tourism operators in India have followed government guidelines to 
ensure the safety of foreign tourists seeking medical treatment in India. One example 
is the Manipal Hospitals, which has implemented strict safety protocols, includ-
ing mandatory COVID-19 testing, social distancing measures, and contact tracing. 
Manipal Hospitals has also adopted technology, providing patients with online 
consultations and follow-up care (Figure 4) [10].

Niti Aayog recognizes medical value travel as a key growth driver and significant 
forex earner [11]. Medical value travel benefits India by boosting the economy 
through foreign patient spending, enhancing healthcare reputation, promoting 
knowledge exchange, improving medical infrastructure, creating employment oppor-
tunities, and contributing to overall economic growth and global recognition.

6.  Technology enabling during the pandemic for promoting health 
tourism

As countries recover from the pandemic and travel restrictions ease, technology 
has emerged as a crucial enabler for promoting health tourism in India in the post- 
pandemic era. With a focus on safety, convenience, and accessibility, technology 

Figure 4. 
Factors affecting the choice of destination for medical tourism.
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solutions have transformed how medical travelers engage with healthcare providers 
and access healthcare services.

Telemedicine and virtual consultations have gained tremendous popularity during 
the pandemic. Through secure video conferencing platforms, patients can discuss 
their medical conditions, seek expert opinions, and even receive follow-up consulta-
tions from the comfort of their homes. This convenience not only saves time and costs 
for medical tourists but also allows them to receive timely medical advice and access 
specialized healthcare services in India.

Technology has facilitated the digitization of medical records, making it easier for 
medical tourists to access and share their medical history with healthcare providers in 
India. EMRs enable seamless information exchange between healthcare professionals, 
ensuring continuity of care and reducing the risk of errors. With secure electronic 
platforms, medical tourists can securely store and access their medical records, 
ensuring that healthcare providers have comprehensive and accurate information for 
effective diagnosis and treatment.

Dedicated health tourism portals and mobile applications have emerged as cen-
tralized platforms, providing medical tourists with comprehensive information and 
resources. These platforms offer various services, including information on healthcare 
providers, treatments, costs, and patient testimonials. Medical tourists can browse 
through different providers, compare services, read reviews, and make informed 
decisions about their healthcare journey in India. These platforms also facilitate 
online appointment booking, visa assistance, and accommodation arrangements, 
streamlining the entire process for medical tourists.

One such platform is HealthTrip, which is an innovative medical tourism platform 
that leverages advanced technologies like artificial intelligence and virtual reality 
to provide personalized treatment options. It offers comprehensive packages that 
include medical consultations, treatment planning, concierge services, and post- 
treatment care, ensuring a seamless and hassle-free experience for patients traveling 
abroad for medical purposes [12].

Healthcare providers and medical tourism agencies leverage social media plat-
forms, search engine optimization [SEO], and targeted online advertisements to reach 
potential medical tourists globally. They highlight their expertise, state-of-the-art 
facilities, and success stories to build trust and attract patients. Additionally, online 
reputation management ensures that positive patient experiences are shared through 
reviews and testimonials, further promoting India as a preferred destination for 
health tourism.

With the help of data analytics, healthcare providers can gather valuable insights 
into patient preferences, treatment outcomes, and satisfaction levels [13]. By analyz-
ing data, healthcare facilities can tailor their services to meet the specific needs of 
medical tourists. Personalized care, customized treatment plans, and individualized 
patient experiences enhance the overall satisfaction of medical tourists and encourage 
them to recommend India as a destination for health tourism.

7. Future plan

One of the challenges to health tourism in India is the perception of the country’s 
healthcare system. While India has world-class healthcare facilities and skilled health-
care professionals, the perception of the country’s healthcare system is often negative 



17

Sustainable Healthcare Tourism in the Post COVID 19 Era
DOI: http://dx.doi.org/10.5772/intechopen.112001

due to poor sanitation and hygiene, lack of transparency in pricing, and delays in 
obtaining medical visas. The quality of healthcare services must be improved, and 
must address the concerns of foreign tourists, and provide transparent pricing and 
visa procedures.

Another challenge is the need for more awareness among foreign tourists about the 
availability and quality of healthcare services. Many foreign tourists need to be made 
aware of the medical treatments and procedures available in India or the affordable 
costs of these treatments. The Indian government and health tourism operators must 
launch marketing campaigns to promote India as a destination for health tourism, 
highlighting the benefits of the country’s healthcare system and providing informa-
tion on medical treatments and procedures available in India.

The need for more infrastructure and facilities in some areas of India is another 
challenge. While major cities such as Delhi, Mumbai, and Bangalore have world-class 
healthcare facilities, many other regions need more infrastructure and facilities to 
attract foreign tourists. Financial and technical assistance must be provided to hos-
pitals and clinics in these regions to upgrade their facilities and provide high- quality 
healthcare services.

The future of health tourism in India is bright, with several opportunities for 
growth in the coming years. One of the growth opportunities is medical tourism, 
which involves traveling to a destination for medical treatments and procedures. The 
Indian government and health tourism operators can leverage this opportunity by 
promoting India as a destination for medical tourism, highlighting the benefits of the 
country’s healthcare system, and providing high-quality healthcare services to foreign 
tourists. Another opportunity for growth in the health tourism industry in India is 
wellness tourism. India, with its rich Ayurveda, yoga, and meditation history, is a 
natural destination for wellness tourism.

The “Atithi Devo Bhava” principle forms the fundamental essence of Indian 
hospitality, encouraging hosts to treat guests with utmost respect akin to divinity. 
This ethos guides India’s tourism and hospitality sector to welcome global tourists 
and warmly offer them an unforgettable experience. With its vast landscapes, diverse 
culture, rich heritage, and significant historic sites, India is a remarkable destination 
for travelers worldwide. Furthermore, India’s reputation for producing exceptional 
doctors adds to its appeal as a medical tourism hotspot. This advantage makes India a 
preferred choice for individuals seeking medical treatments abroad.

Furthermore, four significant trends will shape the future of wellness tourism and 
India’s position in the industry. These include Ayurveda, robotic surgeries, surgical 
camps, and startups. These trends contribute to the growth and development of 
India’s medical tourism sector, offering unique and advanced healthcare solutions. 
Prime Minister Narendra Modi recently expressed his vision of India becoming a 
global medical tourism hub during the Global Investment in Ayush Summit. His pas-
sionate remarks highlighted the potential for India to save and serve millions of lives 
each year, earning it a prominent position in the evolving geopolitical landscape [14].

Moreover, India’s healthcare system has gained recognition, with numerous politi-
cians and government officials from Africa and Asia expressing gratitude for Indian 
healthcare providers who have rescued the lives of their loved ones, forming a valu-
able asset for India in the dynamic realm of international politics.

Additionally, insurance presents a significant opportunity for growth. Indian 
insurance companies should actively explore avenues to offer health insurance to 
foreigners, tapping into the potential of this market segment.
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8. Conclusion

Health tourism, also known as medical tourism, has emerged as a significant 
industry in India, driven by the country’s world-class healthcare facilities, skilled 
doctors, and cost-effective treatments. India’s healthcare industry has experienced 
substantial growth over the years, with the country’s healthcare infrastructure 
improving. The availability of affordable medical treatment in India has made it 
a popular destination for patients seeking high-quality healthcare at lower costs 
compared to their home countries.

However, the health tourism industry in India has faced challenges due to various 
pandemics, including the H1N1 influenza, Ebola virus, Zika virus, and, most recently, 
the COVID-19 pandemic. These outbreaks have resulted in a decline in the number 
of medical tourists traveling to India, as concerns about the risk of infection and 
the overall safety of medical facilities increased. Travel advisories and government 
restrictions have further impacted international patients flow.

The COVID-19 pandemic, in particular, has significantly impacted the health 
tourism industry in India. Travel restrictions, quarantine measures, and lockdowns 
have made it difficult for medical tourists to access healthcare services in the country.

The diversion of resources toward managing the pandemic within the domestic 
population has strained the healthcare infrastructure, making it challenging to cater 
to international patients’ needs effectively. As a result, the industry has witnessed a 
decline in revenue and a shift in patient behavior, with many opting for local health-
care services instead.

Healthcare professionals have played a crucial role in communicating with 
international patients and providing virtual consultations. Telemedicine and online 
platforms have become essential tools in delivering healthcare services remotely, 
ensuring continuity of care, and minimizing the risk of exposure to the virus.

As countries recover from the pandemic and travel restrictions ease, technol-
ogy has emerged as a vital enabler for promoting health tourism in India during the 
post- pandemic era. Telemedicine and virtual consultations have gained popularity, 
offering convenience and timely access to specialized healthcare services for medi-
cal tourists. The digitization of medical records has facilitated seamless information 
exchange, ensuring continuity of care and accurate diagnosis. Dedicated health 
tourism portals and mobile applications have centralized resources and streamlined 
the healthcare journey for patients. Platforms like HealthTrip leverages advanced 
technologies to provide personalized treatment options and comprehensive packages 
for medical tourists.

To attract more international patients, healthcare providers and medical tourism 
agencies utilize social media, search engine optimization, and online advertisements 
to showcase their expertise and facilities. Online reputation management helps 
promote positive patient experiences and build trust. Data analytics plays a crucial 
role in gathering insights and tailoring services to meet the specific needs of medical 
tourists, enhancing overall satisfaction.

While the future of health tourism in India holds immense potential, there are 
challenges to overcome. Improving the perception of India’s healthcare system, creating 
awareness among foreign tourists, and enhancing infrastructure and facilities in certain 
regions is crucial. Transparent pricing, efficient visa procedures, marketing campaigns, 
and infrastructure development will contribute to India’s health tourism growth.

In this context, India’s hospitality ethos, “Atithi Devo Bhava,” which treats guests 
with the utmost respect, aligns with the country’s efforts to welcome and serve 
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international patients. With its diverse culture, rich heritage, and world-class health-
care facilities, India is a remarkable medical and wellness tourism destination. As 
expressed by Prime Minister Narendra Modi, the vision of India becoming a global 
medical tourism hub underscores the country’s commitment to serving and saving 
lives, further solidifying its position in the evolving geopolitical landscape.

Looking ahead, the health tourism industry in India has a promising future. 
Medical tourism can leverage India’s advanced healthcare services and attract inter-
national patients seeking affordable, high-quality treatments. Additionally, India’s 
heritage in Ayurveda, yoga, and meditation positions it as a natural destination for 
wellness tourism. By leveraging technology, improving perceptions, raising aware-
ness, and enhancing infrastructure, India can cement its position as a preferred 
destination for health tourism and contribute to the country’s economic growth and 
global recognition.
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Abstract

Nowadays, the need for sustainable development and growth is considered as a 
maximum. Therefore, in Mediterranean territories, this issue is not dissociable as 
well. Nevertheless, this concept of sustainability, when applied to the environmental 
sphere, is not always fully considered and understood—as is the case of the landscape’s 
sustainability. Contextually, the present chapter intends to provide evidence of what 
way migrants and tourism businesses can change Mediterranean territories into 
sustainable landscapes. A Portuguese case study of 5,157 inquired migrants revealed 
that a significant percentage of them wish to return to their home country of origin 
to manage a tourism business and practice agriculture for self-consumption. This is 
owing to their tradition of practicing agriculture, where they generally do not employ 
insecticides and use simple techniques, as well as to the rural organization of the 
house and other cultivated lands they have scattered in their place of origin. Their 
similar experiences and migratory characteristics also lead us to argue there is a strong 
probability that migrants from Southern Europe and Mediterranean countries can 
also contribute to tourism development and sustainable landscapes in those countries.

Keywords: tourism, territorial management, sustainable landscapes, Portuguese 
emigrants, Southern Europe and Mediterranean countries

1. Introduction

This material is devoted to the analysis of the impact of Portuguese return migra-
tion on the development of tourism and sustainable landscapes. As such, it starts 
contextualizing the potential of return migration movement, entrepreneurship and 
tourism on sustainable development and sustainable landscapes, especially in the 
countries of Southern Europe and the Mediterranean.

On this point, in the following sections, the results obtained in a study developed 
in Portugal through the application of a questionnaire survey of 5,157 Portuguese 
emigrants will be illustrated. It is shown that the emigrants with active age and a 
house in a rural area would like to return, have sufficient capital to invest, have a 
job in tourism in Portugal and would also like to reconcile tourism with traditional 
agriculture, mainly for self-consumption. In the final section, this chapter will also 
indicate some directions for future studies in countries of Southern Europe and the 
Mediterranean with similar migratory characteristics and historical profiles.
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2. Return migration, tourism and sustainable development and landscapes

European rural territories face various socio-economic challenges, includ-
ing unemployment, lack of income opportunities, negative migratory balances, 
emigration and aging population. The countries whose majority of its regions are 
less competitive are those where agriculture plays a relevant role [1]. On this point, 
Labrianidis and Thanassis [1] argue that entrepreneurship, associated with small- and 
medium-sized businesses, is one way to achieve rural development in low-density 
territories of Europe once it allows increasing employment and income. Also, the 
Organization for Economic Cooperation and Development [2] has argued that 
emigrants can return with training, professional experience and financial and social 
capital acquired abroad.

Thus, the emigration-return movement, except in its initial phase (the depar-
ture), has several potentialities in terms of rural development, since emigrants 
preferably head to the regions of departure, which are the most deprived [3–16]. 
However, in the countries of Southern Europe and the Mediterranean, there has 
been no impact of the return of emigrants on the development of their places of 
origin. They have returned with conservative ideas, reflected in the acquisition of 
a small parcel of land and a new house, as well as business objectives based only on 
creating small-scale companies linked to the services sector, particularly shops and 
bars [17, 18].

In Portugal, the excessive fragmentation of property is an important limitation 
to national agriculture development [19]. In this way, the link between agriculture 
and tourism in rural areas presents itself not only as an opportunity to diversify 
the economy but also as a strategy for raising income for rural households [20, 21]. 
Scientific literature has shown that tourism can be a viable development strategy in 
rural territories due to its multiplier effect in creating employment and income in 
this sector and others of the economy that support or attract visitors and tourism 
companies [21–51]. Therefore, in non-competitive farms, tourism could become the 
main activity where agriculture, primarily for self-consumption, could function as a 
complementary activity, providing a substantial income supplement.

Nevertheless, prior to the COVID-19 outbreak, statistical data on interna-
tional tourism for the previous three years, published by the World Tourism 
Organization, has shown that Europe—especially the sub-regions of Southern/
Mediterranean and Western Europe—were the ones that evidenced the most 
pronounced seasonality of tourism demand in July, August and September. This 
scenario has been greatly encouraged by the demand for sun and sea tourism, con-
centrated in only three months of the year, along the coastline of the most appeal-
ing destinations. Being heavily dependent on few touristic markets, this behavior 
has been causing pressure on natural and cultural landscapes. On this point, and 
in the context of the COVID-19 pandemic, the UNWTO [52] has argued that rural 
tourism development is relevant because of the main motivations of these visi-
tors for uncongested places, preferably with open-air experiences and activities. 
Thus, rural tourism development, return migration and entrepreneurship associ-
ated with small and medium-sized businesses present sustainable development 
and landscape opportunities for low-density territories in Southern Europe and 
Mediterranean countries.
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3. Designing sustainable landscapes: in general terms

The thematic literature and the practical examples tell us, in general terms, that 
designing sustainable landscapes involves creating environments that balance human 
needs with ecological considerations, ensuring long-term resilience, functionality and 
esthetic appeal [53–56]. Contextually, we can name some fundamental principles and 
considerations for designing sustainable landscapes:

a. Assess the site: Begin by understanding the site’s natural features, such as topog-
raphy, soil composition, hydrology and existing vegetation. Evaluate any con-
straints or opportunities for sustainable design, such as sunlight exposure, water 
availability and wind patterns [57];

b. Preserve and restore: Prioritize the preservation and restoration of existing 
natural features, including native plants, wildlife habitats and water bodies. 
Protecting biodiversity and ecological processes is essential for the long-term 
health and resilience of the landscape [58, 59];

c. Water management: Implement effective water management strategies, such as 
rainwater harvesting, storm water management and water-efficient irrigation 
systems. Use permeable surfaces and green infrastructure to reduce runoff and 
promote groundwater recharge [57, 60];

d. Native plant selection: Opt for native plants adapted to the local climate and soil 
conditions. Native plants require less water, fertilizer and maintenance once 
established while also supporting local ecosystems and wildlife. Incorporate a 
diverse range of plants to enhance biodiversity and ecosystem services [58, 61];

e. Sustainable materials: Choose sustainable materials for hardscape elements 
such as pathways, walls and structures. Use recycled or locally sourced 
materials with low embodied energy. Consider the life cycle impacts, durabil-
ity and maintenance requirements of materials to minimize environmental 
footprints [60];

f. Energy efficiency: Integrate energy-efficient design principles into the landscape. 
Use vegetation strategically for shading and wind protection to reduce energy 
consumption for heating and cooling. Incorporate renewable energy technolo-
gies, such as solar panels or small wind turbines, where feasible [62];

g. Ecological connectivity: Create linkages and corridors between different habitats 
to promote environmental connectivity and wildlife movement. Design green 
spaces that allow for the natural flow of plants, animals and ecological processes 
across the landscape [63];

h. Community engagement: Involve the local community in the design and main-
tenance of sustainable landscapes. Encourage educational opportunities and 
community involvement in stewardship activities. Consider cultural and social 
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aspects to ensure that the landscape meets the needs and aspirations of the 
people who will use and benefit from it [64];

i. Maintenance and management: Develop a long-term management plan for the 
landscape to ensure its ongoing sustainability. Include measures for invasive 
species control, proper waste management, regular maintenance and monitoring 
of ecological health [57];

j. Adaptability and resilience: Design landscapes with adaptability in mind, con-
sidering climate change and potential future challenges. Incorporating resilient 
plant species, designing for water efficiency and creating spaces that can accom-
modate changing conditions [63] are just a few examples.

Besides, we should consider that designing sustainable landscapes is a dynamic 
and iterative process that requires collaboration, ongoing evaluation and adaptation. 
By considering ecological principles, resource efficiency and community engagement, 
we can create landscapes that are not only visually appealing but also contribute to the 
well-being of both humans and the natural environment [65].

4. Methodology

Bearing in mind the positive impact of return migration movement, entrepreneur-
ship and tourism development on low-density territories, a study in Portugal, funded 
by the Foundation for Science and Technology (FCT), was developed in order to 
assess the contribution of the return of Portuguese emigrants on tourism develop-
ment in Portugal [66]. The population of Portuguese emigrants is unknown, and the 
data were obtained through the application of a questionnaire survey to Portuguese 
emigrants totalling 5,157 filled and valid questionnaires. For the design of the ques-
tionnaire, nominal scales, checklists and ratio scales were used. Data analysis was 
carried out by means of quantitative descriptive analysis (frequencies and crossings) 
and correlation tests of variables, as well as a qualitative analysis through the applica-
tion of Student’s t-tests and ANOVA (analysis of variance) tests (Kruskal-Wallis and 
Mann-Whitney).

5. Results and discussion

The conclusions of the study described in the previous section carried out with 
5,157 Portuguese emigrants scattered around the world [53] have shown that those 
aged 29–39 who have a house in a rural municipality (or less-developed area) in 
Portugal are the ones who would like to return and work in the tourism sector, as also 
have sufficient capital to invest in this sector in their place of origin (Tables 1–3).

The same study [53] also points out that emigrants also would like to have 
control over their own working hours in Portugal in order to reconcile tourism with 
traditional agriculture, mainly for self-consumption, since their house in the place 
of origin has vegetable gardens and/or other farmland scattered throughout the 
village, where they generally use simple techniques and do not employ insecticides 
(Tables 4 and 5). Thus, these Portuguese emigrants can contribute to rural tourism 
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County of 
the house

Most important factors for returning to Portugal

A B C D E F G H I

Highest 
centrality 
index

18.2% 19.4% 16.3% 18.6% 17.1% 10.5% 15.5% 16.0%

Smallest 
centrality 
index

81.0% 79.9% 83.3% 80.9% 81.3% 82.3% 89.3% 83.8% 84.0%

Does not 
know/does 
not answer

0.8% 0.7% 0.4% 0.5% 0.7% 0.6% 0.3% 0.7% —

(A) Have a job opportunity; (B) Have income opportunities; (C) Have a rural lifestyle; (D) Live near my family 
in Portugal; (E) Existing infrastructures for living and investing in a business at place of origin; (F) Existing 
infrastructures for living and investing in a business at place of origin; (G) Have a house in place of origin; (H) Be able 
to exercise a paid activity, by my own, in the tourism sector; (I) None. Source: Own elaboration.

Table 2. 
County of the house in Portugal vs. Most important factors for returning to Portugal.

Age

County of the house Less than 
18 years old

Between 18 and 
28 years old

Between 29 and 
39 years old

Total

Highest centrality 
index

0.6% 2.1% 6.7% 9.3%

Lowest centrality 
index

0.3% 7.2% 15.9% 23.3%

Does not know/does 
not answer

1.3% 30.0% 36.1% 67.4%

Total 2.1% 39.2% 58.7% 100.0%

Source: Own elaboration.

Table 1. 
Age of Portuguese emigrants vs. County of the house in Portugal.

County of the house in 
Portugal

Capital to invest in a business in Portugal Total

Yes Maybe No Does not know/does not 
answer

Highest centrality index 4.2% 7.2% 5.4% 4.7% 21.5%

Smallest centrality index 12.9% 24.4% 28.7% 11.3% 77.4%

Does not know/does not 
answer

0.1% 0.3% 0.2% 0.5% 1.1%

Total 17.2% 31.9% 34.3% 16.6% 100.0%

Source: Own elaboration.

Table 3. 
County of the house in Portugal vs. Capital to invest in a business in Portugal.
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% Age of Portuguese emigrants

Less than 
18 years old

Between 18 and 
28 years old

Between 29 and 
39 years old

If emigrants had a job in the 
tourism sector, in Portugal, 
they would like to control 
their own working hours 
due to several factors.

(a) — 39.6% 60.4%

(b) — 33.5% 66.5%

(c) — 34.3% 65.7%

(d) — 53.4% 46.6%

(e) — 41.9% 58.1%

(f) — 41.3% 58.7%

(g) — 45.3% 54.7%

(h) — 41.3% 58.7%

(i) — 50.0% 50.0%

(j) — 41.0% 59.0%

(l) — 44.6% 55.4%

(m) — 42.1% 57.9%

(n) — 41.6% 58.4%

(o) 9.1% 34.7% 56.2%

(A) I would also want to practice agriculture, primarily for self-consumption; (B) I would have a job in the area of 
tourism; (C) I want to have a rural lifestyle; (D) I have a hard time getting a permanent job; (E) I could have had 
more than one job; (F) I could better reconcile work with my family/social life; (G) It would be easier to comply with 
health commitments (among others); (H) I could devote more time to domestic work; (I) I would be less tired by the 
end of the day; J) I would have a higher level of job satisfaction; (L) I would be more productive at work; (M) I would 
have less intention of changing job; (N) I would have less pressure; (O) Did not know/did not answer. Source: Own 
elaboration.

Table 4. 
Age vs. Portuguese emigrants would like to control their own working hours in Portugal due to a number of factors.

% Age of Portuguese emigrants

Less than 
18 years old

Between 18 and 
28 years old

Between 29 and 
39 years old

Portuguese emigrants could 
practice agriculture for self-
consumption in Portugal, due 
to a number of factors

(a) — 44.9% 55.1%

(b) — 39.3% 60.7%

(c) — 43.6% 56.4%

(d) — 37.5% 62.5%

(e) — 43.3% 56.7%

(f) 4.8% 35.1% 60.2%

(A) The house in the place where I was born has vegetable gardens and groves; (B) I own other farmlands dispersed in 
the place where I was born; (C) When I am in Portugal I practice agriculture (especially for self-consumption); (D) I 
usually practice agriculture with simple techniques and not employ insecticides; (E) Agriculture for self-consumption 
allow me to increase disposable income; (F) Did not know/did not answer. Source: Own elaboration.

Table 5. 
Age vs. Portuguese emigrants could practice agriculture for self-consumption in Portugal, due to a number of 
factors.
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development and, at the same time, to sustainable landscapes in their place of ori-
gin, since the maintenance of small and very small farms, with little environmental 
impact, is a very important element for rural tourism destinations and sustainable 
landscapes. Furthermore, their houses in the place of origin are already built.

6. Final thoughts

This study has argued that the return migration, entrepreneurship associated 
with small- and medium-sized businesses, and tourism present opportunities for 
tourism development and sustainable landscapes in Portugal. This is corroborated by 
Portuguese emigrants’ intentions of return, tourism investment and work, as well as 
their traditional agricultural taste and skills they put into practice in the house and 
small farms they have in the place of origin. Their similar experiences and migratory 
characteristics also lead us to argue there is a strong probability that emigrants from 
Southern Europe and Mediterranean countries can also contribute to tourism devel-
opment and sustainable landscapes in those countries.

Thereby, return migration can positively affect sustainable development by facili-
tating knowledge transfer and enhancing local capacities. For example, returning 
migrants who have gained expertise in environmentally friendly practices or sustain-
able technologies can help promote sustainable development in their home regions. 
Additionally, remittances sent by return migrants can provide financial support for 
local entrepreneurship and investment in sustainable projects.

Also, tourism can contribute to sustainable development by generating income, 
creating job opportunities and fostering local entrepreneurship. It can also raise 
awareness about environmental conservation and cultural preservation. However, 
uncontrolled or poorly managed tourism can lead to environmental degradation, loss 
of cultural heritage and socio-economic imbalances.

In fact, landscapes are crucial in sustainable development as they provide the 
natural resources, ecosystems and cultural heritage that support human well-
being. Sustainable development requires landscape conservation and wise manage-
ment to ensure long-term viability. This includes protecting biodiversity, managing 
land and water resources sustainably, preserving cultural and historical sites, and 
promoting sustainable practices in various sectors such as agriculture, energy and 
tourism.

Sustainable development and landscapes are intertwined with return migration 
and tourism. Return migration can bring back knowledge and resources, contrib-
uting to sustainable landscape management. When practiced sustainably, tourism 
can help preserve landscapes by generating income for conservation efforts and 
raising awareness about their value. At the same time, sustainable landscapes and 
well-managed natural and cultural resources can attract tourists interested in 
responsible travel.

Considering the pronounced seasonality of tourism demand for sun and sea in 
the most appealing destinations of Southern Europe and Mediterranean countries, 
Portugal may constitute a pilot study in the sense that possible conclusions can be 
drawn by extrapolation to the same countries with similar migratory characteristics 
and historical profiles.
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Abstract

The COVID-19 pandemic spread rapidly worldwide. The tourism industry has 
suffered deep losses that have profoundly impacted attracting tourists and services 
offered, where many hotels are temporarily or permanently closed. This exploratory 
study has been conducted to study the impact of the pandemic on the hospitality 
sector in Oman. It contributes to the literature by providing new managerial insights 
and perspectives on the management of hotels during crises. Employing a case study 
approach supported by qualitative analysis, the study investigated the experiences 
of hotel managers in coping with challenges presented by the pandemic, the benefits 
of government support programs, employee retention, and adopting revenues and 
cost-saving strategies during the crisis. The study collected authentic opinions through 
semi-structured interviews with hotel managers in the Dhofar region (Oman). The 
analysis revealed that hotel managers suffered from several issues (challenges): stress, 
shortage of employees, financial losses (e.g., liquidity problems), closures, reopening, 
and difficulties adapting to change. This study emphasizes coping strategies to miti-
gate the onslaught of the COVID-19 crisis, which the tourism industry encountered 
amid the pandemic and post-pandemic. The study also provides suggestions that hotel 
managers, in collaboration with government officials, need to set up more support 
programs that will address the challenges faced by the hospitality sector, which is the 
crux of this research.

Keywords: COVID-19, pandemic, government commitment, coping strategy, 
hospitality businesses, Dhofar, Oman

1. Introduction

The COVID-19 pandemic has delivered one of the worst economic shocks in 
modern history. Since declaring COVID-19 as a pandemic on March 11, 2020, it 
has affected humans at health, educational, humanitarian, social, and economic 
levels [1]. Until now, its impact has paralyzed many industries and consequently, 
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the economy, whether within the country or between countries, causing substantial 
financial damage that has resulted in the economies of the countries being devas-
tated. This led to massive job losses [2] and caused great stress among stakeholders. 
Economically, the pandemic induced a severe economic recession due to the closure 
of borders between countries and territories, which disrupted the global economy as 
well as the performance of businesses [3].

Among the industries most seriously affected by the pandemic is the tourism and 
hospitality industry. Many countries around the world depend on tourism as a key 
economic driver or a strategic growth sector. Since the 1950s, after WWII, the indus-
try’s growth continued to increase up until the outbreak of the COVID-19 pandemic 
restrictions in 2020. The outbreak of COVID-19 has weakened the industry globally, 
leading to closures in hospitality, lockdowns, accommodation service shortages, and 
inflated prices. For example, holidays and business travels have been disrupted due 
to continuous lockdowns and international border closings. The shock to the global 
tourism sector could affect 45–70% of output, depending on the severity of the 
pandemic in that particular area. The UN World Tourism Organization (UNWTO) 
estimated that the world would lose 25 million jobs in economic turmoil, more than 
what happened during the global financial meltdown in 2008. Due to the COVID-19 
crisis, the global tourism industry suffered a revenue loss of $1.3 trillion in 2020. The 
reason was clearly evident that the traveling plans of tourists had fallen drastically. 
The revenue loss is considered to be more than 11 times the loss when compared with 
2009 global economic crisis [4]. The Organization for Economic Co-operation and 
Development (OECD) estimated an anticipated 60 to 80% decline in international 
tourism, while the UNWTO predicted a decline in international tourist arrivals by 
58 to 78% in 2020, amounting to a loss of USD 910 to 1170 billion in international 
tourism receipts [5]. In addition, according to the IMF’s April 2021 World Economic 
Outlook Report, the global economy contracted by 3.5% in 2020, a 7% drop from the 
3.4% growth anticipated in October 2019 [6]. Additionally, there were unprecedented 
global employment losses of 114 million jobs in 2020 relative to 2019. It is estimated 
that the resulting reductions in travel in 2020 alone deleted US$ 4.5tr from the global 
tourism economy and cost millions of jobs.

In Oman, tourism represents a major economic pillar for Oman’s economy and a 
key component of economic diversification for oil-exporting countries. In 2019, the 
travel and tourism sector accounted for 2.4% of GDP growth and more than 100,000 
tourism-related jobs across the Sultanate, according to the NCSI [7]. However, due to 
the pandemic, the sector has faced unprecedented challenges. Restrictions on foreign 
travel have had a tremendous impact on the local economy over the last 18 months 
(March 2020–October 2021). In the first quarter of 2021, outbound international 
flights taken by Omani tourists were down 94% compared to the year before. The 
tourism sector suffered the largest reductions in tourist arrivals in 2020, estimated at 
between 70% and 80% [8]. Due to the COVID-19 crisis, fewer tourists were visit-
ing Oman; this had directly impacted on tourism sector business. According to the 
statistics issued by the Ministry of Heritage and Tourism, there was a 75.1% drop in 
tourists in the year 2020 when compared with the year 2019 [9]. Further, according to 
the Tourism Under-Secretary at the Ministry of Heritage and Tourism (MOHT), the 
COVID-19 pandemic in the Sultanate has caused direct losses to the tourism sector 
that are estimated at half billion Omani Rial as of the end of September 2020 [10]. In 
the Sultanate of Oman, there was a steep decline in hotel occupancy by guests, both 
foreign and local tourists. This situation resulted into the decline of total revenues 
of Omani hotel businesses. According to Oman observer daily (Nov 29, 2020), “The 
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total revenues of Omani hotels in the three-to-five-star category fell by 60.2% to 
RO 70.70 million until the end of October 2020 compared to RO 177.72 million for 
the same period in the previous year”. For example, the Omani International Hotel 
Management Company recorded losses of 66.2 thousand Omani riyals (172.2 thou-
sand dollars) during the first half of this year, compared to profits of OMR 1.2 m ($ 
3.1 m) during the first half of 2019, according to a statement issued by the company 
on July 12th. Its revenues fell by 51.9% during the first half of 2020, compared to the 
first half of 2019, to reach approximately OMR 2.6 m (US$ 6.8 m), according to the 
statement [11].

This study is about investigating the COVID-19 pandemic effects and the measures 
that the government and hotel managers have undertaken: (i) to mitigate the impact 
of the pandemic on the hotel sector in Dhofar Governorate, Oman; and (ii) to identify 
the government actions and support requirements that have assisted in mitigating the 
negative impacts on the hotels. The research has raised many questions: “How did the 
managers of (3-, 4-, and 5-star) hotels in the Dhofar Governorate manage their hotels 
during the pandemic?” Sub-questions arose from this: (a) How did hotel managers 
perceive the impacts of the COVID-19 pandemic on the hospitality sector? (b) What 
are the best practices followed by the Omani government in dealing with the effects of 
the emerging COVID-19? (c) To what extent have COVID-19 constraints caused hotel 
management to adapt to the pandemic?

2. Contribution of the study

The importance of this study is that it contributes to the literature by illustrating 
governments’ measures and aid strategies in assisting and supporting hotels dur-
ing the pandemic in the under-researched hospitality sector. Following the global 
COVID-19 pandemic and its devastating impact on every industry, particularly the 
hospitality industry, there are calls to conduct theoretically driven and systematic 
research into the experience of hotel managers and the government’s support 
strategies.

There are extensive studies that have investigated the impact of a crisis on tourism 
in different contexts, such as hospitality [12–14] or with specific reference to travel 
agents [15]. Other researchers have focused on the economic crisis as a form of crisis 
in tourism [16–19]. Although several authors analyzed the economic impacts of the 
COVID-19 pandemic, none of them have specifically examined the Sultanate of 
Oman in the context of the Dhofar Governorate and the joint actions taken to over-
come the pandemic’s impact.

This study is intended to serve as a reference for hospitality planning and man-
agement through extended knowledge about the key concerns and ways of coping 
with the changes and adjustments undertaken by the Omani government and hotel 
managers during the COVID-19 outbreak. In addition, it contributes to an increase in 
scientific knowledge about the effects of the pandemic so that the hotel sector stake-
holders, such as government officials and hotel managers, can get hotel operations 
back to normal. Moreover, this study presents an understanding of the key trends and 
implications for Omani tourism and hospitality. The study will be shared with the 
government, concerned parties, and academic institutions to support future research 
in the hospitality sector and other similar sectors. It also seeks to help decision-makers 
respond and make evidence-based decisions. Again, this study can effectively assist in 
adjusting the sector development strategy, mitigating risk to the local tourism market.
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According to the authors’ knowledge, this is the first research to examine the influ-
ence of the COVID-19 pandemic on the hospitality sector in Oman, especially in the 
Dhofar Governorate during the pandemic’s peak period. As a result, the authors of the 
study believe that the findings of this study will benefit a variety of parties, including 
current and potential investors, government officials, scholars, and researchers, by 
providing a better understanding of the relationship between the COVID-19 pan-
demic and hotel business in emerging destinations. The study also assists in identify-
ing long-term trends that will be part of the process to anticipate adaptive measures 
for the industry moving forward. Furthermore, this study contributes to forecasting 
the future to set driving measures and policies for the recovery of the sector and the 
ways the government needs to develop a focus on safety and overcoming the chal-
lenges. The results are expected to demonstrate the Omani government’s policies 
that have been geared toward hotel management practices as they struggle with the 
COVID-19 crisis. In addition, the measures and policies are expected to provide 
hospitality professionals with preliminary insights and recommendations to manage 
the effects of the COVID-19 crisis.

The remainder of the study is organized as follows. In addition to the current 
introduction, the study summarizes previous empirically related studies. After,  
the research outlines the methodology and data collection. Next, the analysis of  
the results and discussions focus on the pandemic’s impact on hotel managers in the 
Dhofar Governorate. Following this, the study discusses the analysis and results. 
Finally, the research presents the conclusions, limitations, and future research 
horizons.

3. Literature review

Among various service sectors of the Omani economy, the spread of COVID-19 
caused substantial damage to the Sultanate hospitality sector. According to the official 
reports (MOHT and NCSI), hotels account for more than 60% of all accommodations 
in the Sultanate, making them the backbone of Omani hospitality. The hospitality 
sector is at the forefront of the sectors affected, which has experienced heavy job and 
revenue losses. Importantly, due to the authorities’ decision to prevent gatherings 
in public places, including gatherings on beaches and picnic areas, such as valleys, 
mountains, sands, waterfalls, and water springs. According to a report in the Times of 
Oman, government institutions, as a response to the spread of the pandemic, namely 
the Ministry of Tourism, Muscat Municipality, and the Ministry of Health, have 
released restricted guidelines for hotel staff and guests. These measures to counteract 
COVID-19 in hotel establishments were linked to decisions made by several organiza-
tions, namely the Ministry of Tourism, Muscat Municipality, and the Ministry of 
Health. The Ministry of Heritage and Tourism (MOHT) issued instructions to the 
hotels on the steps that need to be undertaken to minimize COVID-19 contagion risks. 
All hotel establishments need to limit entrances, provide transparent face masks for 
staff and make hand sanitizers available for the guests and staff. The restrictions also 
directed the hotels to keep swimming pools and gyms closed until further notice. 
Furthermore, the instructions also include specific guidelines on elevator use and 
operations at hotel kitchens. As a result, hotel groups experienced a significant reduc-
tion in sales. The already crippled tourism business in the Sultanate of Oman had to 
face much more severity with the cessation of the cruise ship and airline activities 
by the concerned authorities in Oman. This attempt with the good intention of the 
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Omani authorities to curb the pandemic from further spreading, had caused numer-
ous issues and dilemmas for hotel reservations and tourist trip that were contacted 
prior to the pandemic [20].

According to the National Center of Statistics and Information (NCSI) [8] reports, 
the hotel sector, which comprises the bulk of the tourism sector’s workforce, will not 
be able to return to its previous level very soon either. Indeed, even if activities have 
resumed after letting up loosening the restrictions, sanitary rules still limit the occu-
pancy rate of establishments. In March 2020, most hotels were forced to reduce the 
salaries of their employees and give them leave of up to 90 days in order to reduce the 
proportion of financial losses incurred by the cancelation of reservations and the ces-
sation of tourism. Moreover, to keep up their status in the market, hotels had to adapt 
to the ‘new norms’ and present the ways hotels attract the guests. As mandated by the 
Supreme Committee on COVID-19, all passengers arriving in Oman must undergo 
institutional quarantine for a minimum of seven nights. The move by the Sultanate of 
Oman to do the hotel bookings through the official government platform ensures that 
everyone abides by the quarantine rules, so as to curb the spread of the pandemic [21].

4. Hotel establishments in Oman

According to the NCIS [8], the number of hotel establishments increased in 2020 
to 547 hotel establishments compared to (492) establishments in 2019, an increase of 
(11.2%), saving (26,733) hotel rooms and apartments in 2020 compared to (25,408) 
an increase of (5.2%) over the year 2019. The Governorate of Muscat had the high-
est number of hotel establishments, represented by (35.5%). Out of the total hotel 
establishments, followed by the Governorate of South Al Sharqiya, which represents 
(14.3%), the Governorate of Al Dakhiliyah (11.7%), then Al Batinah South Governorate 
(6.6%), while in both Dhofar and Al Batinah governorates, North Al Batinah and North 
Al Sharqiya Governorate represents 6.4%, followed by Al Buraimi Governorate with a 
percentage of (5.5%). In both Al-Dhahirah and Al-Wusta governorates, their share of 
hotel projects reached (2.7%), and the governorate of Musandam ranked last in invest-
ment in hotel projects, with a percentage of only (1.8%).

Table 1 illustrates the increase of hotel establishments in Dhofar Governorate 
in the last 5 years (2017–2021), according to the late statistics from the NCSI. 5-star 
hotels have increased from four establishments in 2017 to 8 in 2021. On the other 

Hotel class 2022 2021 2020 2019 2018 2017

5-Star 8 8 8 7 6 4

4-Star 3 3 3 3 2 4

3-Star 8 5 5 4 2 2

2-Star 6 7 6 6 8 7

Others 16 15 13 13 16 16

Total 41 38 35 33 34 33

Source: NCSI [7], NCSI [8], MOHT [22].

Table 1. 
Number of hotels and class of hotel—Dhofar Governorate.
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hand, 4-star hotels have shown a decrease of 1. Surprisingly, 3-Star hotels showed a 
big jump of almost fourfold from 2017. Other hotels have shown no changes.

The interesting aspect here is the number of guests at hotels in Oman increased by 
22.6% during the last 6 months ending June 2021. The guests in physical number, in 
the year 2021 has increased to 5,22,329 compared with 425,905 in the same period of 
the year 2020 [23].

Table 2 illustrates that the number of hotel guests that visited Dhofar from 2017 
to 2019 has increased while comparing the figures of 2017 with the figures of 2018. 
However, when the figures for 2019 are compared with the figures of 2018, there is a 
decrease in the types of guests such as Omani, GCC, other Arabs, Europeans, and oth-
ers. However, only the Asian guest number is more in the year 2019 when compared 
with the figure of 2018. The increase in Asian numbers cannot be ruled out; perhaps, 
some of the Asians had traveled to Oman for employment opportunities.

However, in the first half of 2021, the figures are promising. According to Muscat 
Daily [9], “Number of Omani guests rose by 164 percent to 369,666 in the first half of 
2021 from 139,798 Omani guests during the same period in 2020. This was followed 
by 74,127 Asian guests this year compared to 42,722 in the first half of 2020, compris-
ing a rise by 73.5 percent.”

As shown in Table 2 below, tourist arrivals to the Sultanate were no better in 2021. 
Still, at the end of the year, from October, when the winter season starts, the hospital-
ity sector has shown significantly better occupancy in Muscat and Dhofar hotels.

5. Employment

The tourism industry is an important source of job openings for locals; however, 
jobs and tourism businesses are at risk. In Oman, half of all the people working in 
tourism lost their jobs, especially those in the hotel sector. The UN Conference on 
Trade and Development report estimates a further US$1.7tr to US$2.4tr could be lost 
from the global tourism sector by the end of 2021. The Tourism Under-Secretary at 
the Ministry of Heritage and Tourism commended the support of the Omani gov-
ernment to the tourism sector. The Omani government gave consent to reopen the 
activities and provided incentives to the private sector. This effort from the Omani 
government during the crisis could secure the stability of jobs of not less than 15,700 
people who work in the tourism sector in the Sultanate of Oman [10].

Hotels guests 2019 2018 2017

Omani 102 122 115

GCC 32 57 51

Other Arabs 8 19 12

Europeans 80 253 163

Asians 41 24 33

Other 7 15 8

Total (000) 270 490 382

Source: NCSI [7], NCSI [8].

Table 2. 
Number of hotels guests—Dhofar Governorate.
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5.1 Hotel revenues

Globally, hotels of all classes (1-to-5-star) are struggling with low occupancy rates 
amid ongoing travel restrictions for almost 2 years. In Oman, hotels continue to reel 
from the historic drops in revenues and mounting losses due to the impact of the 
COVID-19 pandemic. The official reports from NCSI stated that the hospitality sector 
has faced growing financial stress as hotels face a shortage of guests and tourists amid 
travel restrictions. According to WAFOMAN [14]: the revenues of the Sultanate’s 3 to 
5-star hotels decreased from OMR 24 million in April 2019 to OMR 1 m in April 2020. 
The month of April is the first whole month for hotels to spend after the Sultanate 
stopped all domestic and international flights on March 29th. The official data issued 
by the National Center for Statistics and Information show the size of the actual 
impact of the closure imposed by the spread of COVID-19 on the hotel sector in the 
Sultanate. According to data issued by the official center of the Sultanate, the number 
of guests in this category of hotels reached only 12,000 in April 2020, compared to 
nearly 200,000 guests in April of last year, and the occupancy rate decreased from 
63% to only 16% [14].

Table 3 shows that the sector also requires a direct link with the customers (hotel 
guests). It has been affected by the decline in the number of visits to the Sultanate and 
the collapse in demand by tourists and business travelers due to the closure of borders. 
Total revenues of Omani hotels—within 3- to 5-star categories—further plunged by 
35.8% to OMRO 37 m in the first half of 2021 compared to OMR 57.67 m recorded in 
the same period of 2020 [23].

The disruption caused by the pandemic and global economic decline, especially in 
the hospitality sector, require a fast-moving transition and adoption strategy, a recov-
ery strategy for the hospitality sector. The undefined persistence of the pandemic 
duration raises anxiety about the ability to recover from this situation, since hotel 
businesses from the hospitality sector are known to be relatively more susceptible to 

Governorate 2019 2018 2017

Muscat 53.1 54.8 55.3

Dhofar 41.6 46 49.1

Musandam 22.7 25.7 35.2

Al Buraimi 42.1 41.9 42.6

Ad Dakhiliyah 14 14.1 22

Al Batinah North 44.4 44.3 44.3

Al Batinah South 41.2 41.8 42.5

Ash Sharqiyah South 37.9 37.9 34.3

Ash Sharqiyah North 13.7 13.1 14.4

Adh Dhahirah 13.5 13.3 26.1

Al Wusta 34.4 30.7 40

Occupancy Rates 37.4 38.4 45.2

Source: NCSI [7], NCSI [8].

Table 3. 
Occupancy rates by governorate.
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the economic complications arising from a crisis. According to NCSI [8], many hotels 
decreased their occupancy almost to zero during the first 4 months of this year due to 
the closure procedures, which exposed them to losing tens of millions of Omani rials 
despite government support. Moreover, tourists’ perceptions, future expectations, 
and spending are seriously threatened by a high level of uncertainty. Official data 
indicate a decrease in the number of visitors to the Sultanate from 289,000 in April 
2019 to only 1000 when the Sultanate is preparing for two tourist seasons, the first of 
which begins in the Dhofar Governorate in the south of the Sultanate, which begins in 
June and continues until September of each year and attracts mainly visitors from the 
Gulf Cooperation Council (GCC) countries [14].

As a response to contain COVID-19, the Omani government has implemented 
preventive, restrictive, consecutive, and prolonged measures to address the pandemic 
and its fallout. As a result, strict containment measures helped curb the first wave and 
were gradually lifted from June 2020 onward. Travel slowed again as new COVID-19 
case numbers began to climb toward the end of the summer and early fall of 2020, 
leading to a severe spike in October/November. This led to the introduction of stron-
ger restrictions in November 2020 and a return to the COVID-19 Response Phase in 
the Sultanate of Oman. However, an expert panel from the United Nations World 
Tourism Organisation expected travel levels to the Middle East to get back to pre-pan-
demic levels by 2023 or 2024. Moreover, sales in the hotel services sub-sector declined 
by 60% (approximately). This was due to business closures across the country caused 
by the new regulations introduced to limit the spread of COVID-19.

As reported in many reputed newspapers in Oman, the overall occupancy rates in 
Oman’s 3- to 5-star category hotels still remain very low. For instance, referring to the 
financial figures of Salalah Beach Resort Company, a luxury 5-star resort that offers 
a beachfront location in Dhofar, reported a net loss of more than RO475,000 for the 
first half of 2021 against a net loss of RO303,818 in the same period of 2020 [23].

6. Road to recovery: oman’s government responses to COVID-19

Like many countries around the world, the pandemic has caused massive eco-
nomic disruptions in the Sultanate through simultaneous shocks, including a drop in 
domestic and external demand, lower oil prices, disruption of trade and global value 
chains, lower consumer and investor confidence, and tightening financial conditions. 
Such challenges have forced governments to make quick decisions, manage crisis 
coordination, and implement strict measures to protect vulnerable communities.

As a response to contain COVID-19, the Omani government, has developed an 
‘Economic Stimulus Plan’ to support the efforts to recover the impacts and repercus-
sions of the COVID-19 on the national economy. To support tourism businesses, 
the plan includes developing robust policies and corporate plans, including hotels, and 
providing a set of procedures and initiatives designed for the current situation, 
enhancing the performance of economic activities, and attracting foreign investment 
[24]. The government came up with interventions to help tourism businesses such as 
hotels brace themselves against the prolonged and pronounced impacts of COVID-19. 
The Omani government has also developed recovery scenarios in collaboration with 
partners to identify the framework of multiple phases of recovery, which align with 
the global opening to travel. These scenarios are developed to set a tourism recovery 
plan to boost Omani’s domestic and inbound international tourism following the 
pandemic. As well as improving transport links, restructuring the organizations that 
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manage Oman tourism, and investing in infrastructure, it is focusing on domestic 
marketing to promote the Sultanate as a holiday destination for GCC citizens. After 
the severe setback due to COVID-19 worldwide, tourists are reluctant to travel over-
seas. Hence, they are forced to depend on touring around within their own countries. 
This is basically a conservative and precautionary approach followed by tourists, 
which may benefit internal tourism [25].

The Omani government has taken initiatives to support the tourism industry. 
Measures include specific credit lines for tourism enterprises introduced by the Central 
Bank of Oman, exemptions from tourism levies and other fees, and debt rescheduling. 
Particular attention has also been given to the tourism sector. The Ministry of Finance 
decided to postpone the payment of tourism fees imposed on hotels—amounting to 
4%—until the first quarter of 2021 to mitigate the economic impact on the sector. In 
addition, coordination between the Ministry of Tourism and the Royal Oman Police 
extends the validity of unused tourist visas until March 2021 [14]. In an effort to 
support financially to the affected sectors due to COVID-19, the Omani government 
through the Central Bank of Oman has issued a number of directives to all banks and 
finance leasing companies (FLCs), including the announcement of a stimulus package 
of procedures and incentives aimed at containing the economic impact of the COVID-
19 pandemic on the lives of individuals and institutional borrowers [26]. Additionally, 
in a bid to help small and medium enterprises, the Omani government has also adopted 
several measures including manpower support, deferred payments and also interest-
free loans from the Development Bank [27]. To curb the menace of COVID-19, the 
Ministry of Tourism, Oman has taken extensive measures to curb COVID-19. The 
extensive measures include high-level training for all operational staff in virus protec-
tion measures to control the safety of all. Further, all guests will be provided with mask 
and disinfectant upon their arrival [28–30].

The government has introduced extensive economic support packages and pro-
grams that have helped tourism businesses brace themselves against the prolonged 
impacts of COVID-19. To assists financially to businesses which are suffering from 
the economic downturn, the Central Bank of Oman (CBO) has unveiled financial 
incentives of RO 8 billion in the form of additional liquidity [28–30]. Nevertheless, 
these costs and future expenditures cannot be extended indefinitely. According 
to WAFOMAN [31], the Omani Ministry of Finance has approved a proposal to 
postpone the payment of tourism fees on hotel establishments—submitted by the 
Ministry of Tourism—until the first quarter of the year 2021. Former Omani Minister 
of Tourism stated - during his participation in the weekly conference on the develop-
ments of the Coronavirus in the Sultanate—that the Ministry of Finance agreed to 
postpone these 4% fees payable during the period from December 1, 2019, to the end 
of August 2020, provided that the payment be made in the first quarter of next year 
after recovery [31]. The former minister explained that the procedure aims to enable 
hotel establishments to benefit from the liquidity provided by these fees—which are 
supplied to the state treasury through the Ministry of Tourism—to run the work of 
hotel and tourist facilities.

7. Research methodology

This study investigates the COVID-19 impacts on the hospitality section in Oman 
for the period March 2020–October 2021. It also highlights the devastating effects of 
the pandemic on the hospitality sector and hotel managers. This research is based on a 
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qualitative approach to achieve an in-depth understanding [32] of hotel management 
experience during the pandemic. The case study method was employed [33] with the 
hotel managers as the unit of analysis.

Since the study is studying the cases of hotel managers in Dhofar, it is believed that 
the findings’ transferability to comparable contexts will be beneficial for both research 
and practice. The methodology used is of a qualitative nature, based on conducting 
semi-structured interviews to study the impact of the pandemic on the hospitality indus-
try with a specific emphasis on employment and revenues. Through semi-structured 
interviews, the study collected authentic opinions on the experiences of (3-4-5 star) 
hotels (international or local hotel chains) from Dhofar Governorate after the COVID-19 
pandemic. Using this approach, the study sought to examine the perceptions, feelings, 
and emotions of hotel managers in the context of the impacts of a financial crisis.

The targeted population included 3-, 4-, and 5-star hotel managers in Dhofar 
Governorate (Oman) who operate in the hospitality sector. The sampling approach 
was as follows. From the official annual reports of the Ministry of Heritage and 
Tourism (MOHT), published in January 2021, the study was able to obtain a list of 
hotels in the governorate, numbering 19, see Table 4. Then, for each hotel, the study 
consulted the database of the MOHT to determine the type of business and identity 

Hotel name Class No. of hotels

Crowne Plaza Resort Salalah 5-Star 8

Whynadm Garden Mirbat Resort 5-Star

Salalah Rotana Resort 5-Star

Al Fanar Hotel – Salalah Beach 5-Star

Millelumen Salalah Resort 5-Star

Hilton Salalah Hotel 5-Star

Alila Hinu Bay – Mirbat 5-Star

Al Baleed Resort Salalah by Anantara 5-Star

Juweira Boutique Hotel 4-Star 4

Salalah Gardens Hotel 4-Star

Belad Bont Resort 4-Star

Tulip Inn Majan Hotel 4-Star

Muscat International Hotel Plaza Salalah 3-Star 7

InterCityHotel Salalah 3-Star

Hamadan Plaza Hotel 3-Star

Atana Stay Salalah Hotel 3-Star

Bristol Hotel Salalah 3-Star

The Plaza Hotel & Resort 3-Star

Salalah International Hotel 3-Star

Total 19

Source: Filed Study.

Table 4. 
Interviewed hotel managers in Dhofar Governorate.
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of its owner. This allowed them to retain only 3 to 5-star hotels, and obtain a list of 
their managers as well as their addresses. Thereafter, we proceeded with purposeful 
sampling [32] by selecting managers based on their lived experiences and knowledge 
during the COVID-19 crisis [34]. The purposeful sampling method is intended to 
capture the characteristics of both commonalities and differences that are necessary 
for producing new knowledge [35]. As Bernard [36] and Spradley [37] explain, the 
validity and reliability of the sample are based on the availability, willingness, and 
ability to participate, communicate, and share experiences in a reflective manner. 
Qualitative methods are intended to achieve a deeper understanding [32], while 
sampling methods are intended to maximize efficiency and validity [38]. Miles and 
Huberman [39] place primary emphasis on saturation. Therefore, the study limited 
the interviews to 19 managers in person.

All the participants have responded to us with their written consent. The inter-
views were conducted face-to-face which assisted the participants to share their expe-
riences faced by them during the COVID-19 crisis. Using the appropriate software 
NVivo, the responses were coded. In the process three main themes are developed. 
The first theme explored the experiences of hotel managers during COVID-19, the 
second theme highlighted the innovative packages to overcome strategic crisis man-
agement and the final theme was the lessons learned in the wake of COVID-19 crisis. 
Equally important, this study highlights the use of secondary data, where collecting 
data and information came from official sources such as NCSI and articles (JSTOR 
and Scopus database) about Oman from March 2020 to December 2021.

8. Results and discussion

This study analyses the results of 19 in-depth interviews with managers represent-
ing different hotel classes (3-, 4-, and 5-star) in the Dhofar Governorate, Oman. These 
hotel managers have experienced the profound impact of the pandemic on their hotels’ 
business. They expressed their concern regarding how the COVID-19 pandemic has 
greatly affected hotels and even threatened the prosperity and existence of their busi-
nesses. A 5-star hotel manager spoke about the impact of the crisis on tourism, saying: 
“There is no longer a field for tourism, due to the suspension of air traffic, the closure 
of airports, and the fear of individuals to move with the spread of the epidemic.”

8.1 Hotels financial losses

The findings have highlighted that the hotel sector has experienced financial 
losses in the wake of the COVID-19-induced financial crisis. Until now, the sector 
has suffered from the pandemic’s financial impacts, including financing difficulties, 
recession, and decreased revenues. Hotels found it challenging to gain income due 
to the drop in the number of guests. The number of guests reached an extreme low 
during the pandemic. In addition, many hotel projects collapsed dramatically or were 
canceled in the wake of COVID-19, resulting in a 70% decrease in total guest volume, 
according to a 4-star hotel manager. According to some hotel managers, the most 
significant burden in this sector falls on big hotels (4- and 5-star). He argued that 
since the onset of the crisis, hotels had experienced a sharp and dramatic decline in 
overall service levels. The severity of this decline far exceeds the declines seen in more 
established hotel markets. Thus, the findings confirmed that most hotels have insuf-
ficient financial resources and have recently spent almost all their reserves. Without 
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the ability to generate revenue, hotels had to continue to assume the costs of their 
outstanding expenses. The study revealed that most hotels have insufficient financial 
resources.

All service sectors are connected, and therefore, the slowdown in hotel services 
has caused a deviation in incomes to the other business sectors due to decreased 
sales revenues. Global containment measures and travel restrictions implemented 
by several countries also disrupted supply, production, traveling, and consumption, 
resulting in massive revenue losses. According to some managers, the pandemic 
made strategic impacts on the global supply and demand chain. A 5-star hotel 
manager shared that hotels faced supply chain issues as workers were confined to 
their homes, while operations were curtailed in some industries. Partial or total 
business closures, emphasis on facility hygiene, and protective measures to comply 
with new measures and restrictions also affected supply chains. A 3-star hotel 
manager commented, “At the beginning of the pandemic, managers had many 
difficulties adapting to this new reality. They had to set up different arrangements 
while complying with the authorities’ guidelines, which changed their lifestyle and 
managerial culture.”

The interviewees and managers argued about the restructuring of loans to inves-
tors in the hotel sector, financing policies, encouraging banks to invest in the tourism 
sector, and providing a package of exemptions such as exemption from the tourism 
tax represented by 4% and the municipality tax by 5%, as well as exemption from 
fees for tourist licenses at these facilities. In addition to this, exemption from tourism 
and municipal taxes is represented in restaurants, cafes, event halls, gymnasiums and 
other services in these facilities for a period of 2 years, subject to renewal. Further, 
granting companies and tourist offices an opportunity to replace tourist visas and 
review the electricity tariff for these facilities to be 20 baisas for a period of 2 years, 
subject to extension. Accordingly, the circumstances with some other matters related 
to the workforce from extending the previously offered incentives and providing 
another incentive package in support of the tourism sector, represented in suspend-
ing the requirement of Omanization rates and exempting workers in the sector from 
renewal fees during this period so that establishments can adapt to this stage and its 
repercussions. The interviewees stressed the great importance of paying attention to 
this sector and supporting it in various ways, as it is one of the most affected sectors 
at global and local levels, calling for rapid intervention by those concerned to support 
them to survive this pandemic with minimal losses.

8.2 Hotels health measures

The study confirmed that COVID-19 still has a negative impact on hotel perfor-
mance, which inversely affects offered services and tourists’ decisions to visit át-risk’ 
tourist destinations. Most, if not all, hotels at different classes had introduced strin-
gent sanitary protocols within their organizations (deep cleaning, easy access to gel 
and wipes, temperature screening, social distancing, face masks and gloves, online/
touchless registration, and payments, upgraded ventilation systems, and individual 
single-use meal boxes). In addition, luxury hotels during the pandemic shifted from 
traditional guest protocols to new ones that suited the current situation:

• Incorporating permanent video conferencing technology in meeting rooms.

• Re-mapping of meeting capacities to respect social distancing.
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• Implemented 12- to 24-hour room shutdown between guests.

• Eliminated all buffet service.

• In some cases, hotels have been repurposed into COVID-19 recovery and/or 
quarantine centers, long-term care facilities.

• Reconsidering contracts for future bookings.

8.3 Government support programs

Regarding the role of the government in boosting the sector, several governments 
worldwide have provided financial support and grants to tourism businesses to mitigate 
the negative impacts of the crisis, ensure the survival of their operations, and limit the 
loss of employment opportunities. The results of the study showed that government 
support for hotels were and still are the most crucial factors that shaped the immediate 
adjustments of operational activities in response to COVID-19. These support programs 
have come in different packages to bring back tourists and sustain the hospitality sector 
during the COVID-19 pandemic. The government continued feeding the media with 
information related to strategies implemented toward reviving the tourism and hospi-
tality sector, which will build the confidence of the tourists and businesses during the 
pandemic period. According to an interviewee with a 4-Star hotel manager, the govern-
ment set out the different COVID-19-related public rescue strategies for the tourism 
and hospitality sector at the business level (for tourist companies).

Regarding the benefit of government support programs, some hotel managers 
assured that the government support packages had helped them better manage 
the pandemic’s impact. They assured that the government was mainly available to 
support the companies financially. A hotel manager empathized that government 
assistance has been essential in successfully managing the crisis. This has allowed 
local hotel businesses to have cash flow and better manage their recovery. This was 
reflected in the words of a hotel manager, who emphasized, “the assistance was 
greatly appreciated and needed; without these grants, I would not have been able to 
reopen.” However, some hotel managers were not satisfied with the packages offered. 
They argued that despite the government providing support packages for the tour-
ism sector, these packages stopped at the end of last July 2022, and hotels still suffer 
from a significant decline in occupancy. Again, they found the government support 
programs were not at a high level of expectations, especially at the beginning of the 
pandemic, and even later, when tourism was restored.

8.4 Managing hotels during the pandemic

The COVID-19-induced financial crisis put hotel managers under substantial 
stress. The interviewees said they had experienced tremendous stress and were still 
experiencing it. It is certain that at the beginning of the crisis, it was very stressful 
because nobody knew where they were going with the financial crisis caused by 
COVID-19. As a response to the severe impact of the pandemic on the hotel sector, 
hotels had displayed a strong managerial orientation to deal with the challenges as a 
means of managing the COVID-19 crisis. Some 4- and 5-star hotel managers assured 
that some hotels, for instance, international chains, had to adopt drastic measures to 
stall the decision to close hotels. Still, most hotels were not spared from this, as cutting 
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costs was not enough to cope with this terrible crisis. Other hotel managers believed 
that under the new work environment imposed by the pandemic, they had to develop 
adaptive strategies by being more aware of other opportunities. One of the interview-
ees urged that hotels must reorganize their services to meet consumer needs better 
and focus on adjusting the service prices. Also, hotel managers had to share business 
conditions to anticipate changes. This allows hotels to adapt quickly to focus on new 
trends and, thus, better manage the changes induced by the COVID-19 crisis. Thus, in 
the long run, cooperation between the hotel and its employees is needed by focusing 
on both prevention and response to significant changes. According to the interviewees, 
they stated that most hotels took immediate actions that encompass deferring invest-
ments, laying off workers, reducing labor costs and operating expenses, negotiating 
contract terms and conditions, and reducing stocks. Moreover, it is crucial to be 
responsive and clarify the development of the situation through different means of 
communication. For example, several governments recommended that employees in 
all sectors telecommute during the pandemic and provide remote service delivery.

In response to the implications of the pandemic, some managers emphasized the 
importance of maintaining a contingency financial account. This is particularly to 
cover certain contingencies until the help from the government in the form of aid and 
subsidies arrives. However, some managers felt that having a contingency financial 
account will be an obstacle to obtain financial subsidies from the government. The 
study identifies that managers with several years of managerial experience are more 
likely to handle the crisis and its aftermath effectively. Also, the study observed that 
experienced managers are having the capability to adapt to change rather than resist-
ing the change.

The extent of the readiness of these facilities to receive tourists during the coming 
period, hotel managers shared that they have applied for a package of tax exemptions 
to face the repercussions of the COVID-19 crisis. They added that they have addressed 
many proposals and visions that could have reduced the economic losses incurred by 
the hotel sector during the current period due to the pandemic, praising the impor-
tance of the Ministry of Heritage and Tourism for adopting their proposals and views 
of the supreme committee for dealing with the pandemic. Other interviewees stated 
that they had strategically opted to stay in business to avoid losing their skilled work-
force. For example, a 3-star hotel manager said that he kept the hotel open just for 
takeaway orders to ensure he could keep his staff. He mentioned, “One of the choices 
made was to keep my staff, especially my good employees.” On the positive side, the 
pandemic-induced crisis allowed hotel managers to leverage the pandemic-induced 
closure for refurbishments and administrative reorganization. Some hotel managers 
mentioned that they “decided to renovate the entire hotel such as Hilton Salalah to 
cope with the guests’ needs.”

9. Back to normal life

Successful cooperation between the government and concerned parties in the 
tourism sector, including civil society is a key factor in an effective response to crises. 
The pandemic underlined the need to accelerate public administration reform to cre-
ate a more professional, efficient, effective, and transparent public sector that focuses 
on the satisfaction of society. Also, the competition between tourist destinations in 
the Gulf region improves the quality of tourism services and facilities, diversifica-
tion of the tourism product, and the achievement of cost-efficiency in prices highly 
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demanded. The finding revealed that the pandemic may impact the international 
tourism. Further, tourists may prefer internal tourism as a precautionary measure. 
But it looks increasingly unlikely, once the pandemic is over the Omanis and the 
foreign tourists will eager to travel as similar to pre-pandemic. According to the inter-
viewees, it is estimated that there was a 60% reduction in domestic holidays during 
2020. It also predicts that 2021’s domestic tourism will remain well below that of 2019. 
Rather than a boom in domestic trips, many are not going on holiday at all. According 
to NCIS [8], the revenues of the hotel sector were slashed by more than half in 2020. 
Interviewed hotel managers estimated that the demand for hotels is not expected to 
return to pre-COVID levels until 2023.

Regarding the contribution of tourism to the economic development of the gover-
norate, one of the interviewees commented, “What we saw in the Dhofar festival of 
this year’s activities, the increase in the number of visitors and the complete readiness 
to receive tourists from all countries in the fall, was indicative of a strong and effective 
role of tourism in supporting economic development, and the Ministry of Tourism’s 
interest in supporting small Omani institutions and youth during this period contrib-
uted to the success of this wonderful activity.” The findings revealed that the challenges 
that hinder the development of the tourism sector in Dhofar the most, is the need to 
complete the infrastructure in some tourist sites, which the government is making 
efforts to strengthen, as well as the need to achieve a balance between the development 
of the tourism sector to reach the desired goals and at the same time, preserve the 
natural environment and various resources in addition to preserving the cultural and 
social environment of the Omani society, its customs, and traditions.

10.  Coping strategies of Oman tourism: a response to the lessons learned 
during the pandemic

All over the world tourist choose for tourism for entertainment and exploration. 
It involves traveling and visiting different sites outside of their usual place of abode. 
The socioeconomic and political changes in the world affect the tourism industry and 
the growth of the travel and tourism industry has been marked by its growth after 
globalization and related changes around the globe. The tourism industry is promoted 
internationally by all the countries. It brings growth and wealth to both develop-
ing and developed countries. The tourism-oriented growth history of nations is an 
example of its importance as a growth agent. Conversely, tourism creates pollution 
and threatens indigenous culture, however, due to its heavy contribution to economic 
growth, nations, especially developing nations, promote tourism. Recently, the 
tourism phase has changed as the policymakers gave prominence to environmental 
protection and committed more to sustainability. Conventional mass tourism drifted 
to ecotourism after the world acknowledge the threat of climate change.

11. Post-COVID-19 strategies required in the tourism sector

1. Harmless tourism environment strategy

After the COVID-19 pandemic, the awareness of medical issues has changed the 
mind of the tourists who elect to travel. As a result of this awareness, there is an urge 
to develop a harmless tourism environment. This should be created to entice tourists 
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and includes the facets of harmless tourism including hygiene accommodation, and 
ensuring disease prevention. Tourism businesses need to design strategies to create 
awareness and educate the tourists about illness preclusion. This strategy would help 
organizations to avoid tourists continuing with the phobia of illnesses or infections.

2. Digitalization Strategy in tourism

It is necessary to advance digitization in the tourism sector. The database has to 
be developed and then the strategy to go digital should be implemented. Tourism 
businesses need to store the travelers data in a safe and secure manner. This may lead 
to advanced database systems which are developed in all countries that wish to take 
advantage of coordinated benefits among international players in the tourism sector. 
This will help the tourism businesses around the world in bringing innovative termi-
nus management.

3. Strategy for conservation and development of human resources in tourism

The tourism industry is at present facing the absence of a smart workforce as many 
people have shifted to other jobs during the last few years because of the pandemic 
and unstable situation. Now businesses need to focus on a human resource retention 
strategy by providing practical skill exercises conducted by experienced professionals 
as this will conserve and develop the human resources in the tourism sector.

4. Green tourism strategy

There is a need after the pandemic to develop green tourism. Tourists became 
more interested in ecotourism. There are people in the world who like to see low-
carbon places and eco-friendly destinations.

Yilmaz et al. [40] created questionnaires that were completed by 395 locals in 
order to obtain data on the impact of regional development theories. They discovered 
that ecotourism was a driving force in regional development and that it had a vital 
role in the sociocultural and economic development of Sapanca, a town in Turkey, 
based on their study of tourism development plans developed in Turkey under the 
new regionalism theory.

5. Future-ready strategy

The turmoil caused by COVID-19 has resulted in declining revenue for many 
tourism businesses. Therefore, tourism management should focus on technology and 
digitization as a part of a future-ready strategy in response to overcome the obstacles 
that not only may be caused by new outbreaks and virus variants but also by competi-
tive businesses; post-COVID-19, tourism businesses turned aggressively competitive.

The marketing section personnel of the tourism business should focus their 
attention on relevant and updated technology applications for targeting the specific 
audience through appropriate digital advertisements, that is, through enhanced pixels 
on website pages because the correct message properly targeted will prove increased 
viewer engagement [41].

In addition to this, appropriate information about hygiene and qualitative services 
will overcome the apprehensions of tourists and this will enhance the business pros-
pects. Further, organizations are expected to invest in digitalization, that is, a higher 
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use of automation and contactless payments as this is expected to speed up the busi-
ness [41]. For increased automation artificial intelligence (AI) can be utilized by the 
tourism businesses assisting tourists in booking flights and hotel services. AI not only 
saves businesses and tourists time and money it also reduces the errors in the process.

6. Sustainability strategy

Understanding customers’/tourists sentiments and conditions are essential for 
them to purchase travel and tourism services; this approach will pave the way to 
ensure tourism business sustainability post-COVID-19. For sustainability, it is essen-
tial to examine the perceptions of customers/tourists on their travel and tourism 
expenditure. This attempt would serve as a point of reflection for destination market-
ers and crisis managers attempting to recover from any crisis [42].

12. Conclusion

The outbreak of COVID-19 has severely affected the tourism and travel market in 
developed and developing countries. The pandemic has had sociological and socio-
economic implications. Despite all the challenges, the outlook for 2021 and 2022 is 
for considerable recovery across the Arabian Gulf. The study assisted in presenting 
how the Omani government action in adopting strategies and ways (measures) to 
mitigate the influence which could affect the sector’s future. Today’s governments 
must remain alert and adaptive to unforeseen events, such as external crises, which 
create increased uncertainty among their workforce and pose immediate threats to 
the tourism businesses performance and viability. The pandemic has imposed a severe 
challenge on the tourism business, as businesses are forced to navigate the unprece-
dented situation by finding new solutions to the challenges across many areas of their 
operations. This study provides valuable intelligence on the impacts of COVID-19 on 
the hospitality sector and the government bailout strategy to assure hotels’ existence 
in the Omani tourism market. The study also showed the importance of government 
support for tourism businesses during pandemics, but specific problems persisted.

Moreover, the study suggests that hotel management should avoid hasty decisions 
without considering their impact and consequences on hotels. Notably, a reasonable 
time to adjust to the measures taken must be observed in similar future cases. The 
study also suggests that hotel managers, in collaboration with government officials, 
must set up more support programs to address the challenges. Hotel managers are 
encouraged to build on a culture of financial precaution by maintaining contingency 
financial accounts. They should also practice maintaining their employees, as human 
capital is essential to the business’s success. Finally, the study suggests that hotel man-
agers should receive specific training in resilience and change management during 
crises. The study also suggests strategies that are to be adopted by tourism businesses 
post-COVID-19 to garner richer benefits for the tourism business.

13. Limitations and future research

This study is subject to some limitations and, therefore, delivers some opportuni-
ties for further research. Note that when the interviews were conducted, the crisis was 
almost over. The interviews were conducted only with those hotels that continued to 
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operate during the crisis. Unfortunately, the study could not interview hotel manag-
ers who ceased operations because of the pandemic. Their opinions or contributions 
could have been very useful in enriching the results. Although the study evidence 
was gathered from hotel managers in Dhofar, which assisted to define key areas that 
affect the hospitality sector, still, there is a need to continually gather robust data on a 
national basis. This evidence is vital to represent the hospitality sector in these quickly 
changing and uncertain times. Future research should be conducted after the end 
of the pandemic and include hotels across Oman and those that resumed operations 
after being closed for an indefinite period.
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Chapter 5

Evolving Marketing Trends in 
the Era of COVID-19: A Shifted 
Landscape
Michael Mncedisi Willie

Abstract

The marketing arena experienced a profound shift, particularly highlighted 
amidst the COVID-19 pandemic, resulting in a considerable alteration of the indus-
try’s competitive dynamics. This study explores the evolving marketing trends in 
the era of COVID-19, highlighting the impact of the pandemic on marketing strate-
gies and practices. It emphasizes the dynamic nature of the marketing landscape, 
showcasing how organizations have adapted to the challenges by embracing digital 
transformation, virtual experiences, and customer-centric approaches. The study also 
recognizes the importance of agility and resilience in navigating the changing land-
scape and emphasizes the need for marketers to stay abreast of emerging trends and 
technologies to thrive in the post-pandemic world.

Keywords: customer behavior shifts, COVID-19, digital transformation, online 
advertising, remote work, virtual events, social media engagement, marketing trends

1. Introduction

The COVID-19 pandemic reverberates across numerous industries, including the 
field of marketing, with a profound impact [1]. As the world grapples with unprec-
edented challenges and uncertainties, businesses are forced to rapidly adjust their 
strategies and approaches to align with the shifting landscape and evolving consumer 
behaviors [2]. This study aims to provide a succinct yet comprehensive overview of 
the revolutionary marketing trends that are emerging in the era of COVID-19. The 
study further delves into the key shifts that reshape the marketing landscape, examin-
ing how consumer behaviors and preferences undergo significant transformations 
during the pandemic [3]. We explore the surge in online shopping and the accelerated 
adoption of digital channels as traditional brick-and-mortar businesses face tem-
porary closures and restrictions [1, 3, 4]. Additionally, This study sheds light on the 
heightened emphasis on trust, empathy, and purpose-driven marketing, as con-
sumers seek reassurance and connection amidst uncertain times [5]. Furthermore, 
This study highlights the strategies and tactics employed by marketers to navigate 
these unprecedented circumstances successfully. From agile marketing practices to 
innovative digital campaigns, businesses embrace new methodologies to engage and 
resonate with their target audiences [6–9]. We examine the rise of virtual experiences, 
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influencer collaborations, and user-generated content as effective tools for capturing 
consumer attention and fostering brand loyalty in a socially distanced world [6, 10]. 
This study endeavors to furnish marketers with a succinct overview of the dynamic 
marketing trends, intending to impart valuable insights and inspiration for their 
adaptability and success amidst the continuous challenges they face [1, 6, 11]. It serves 
as a roadmap to understanding the dynamic shifts and strategies that have emerged as 
businesses continue to navigate the ever-changing marketing landscape in the wake of 
the COVID-19 pandemic [1, 6, 12].

2. Background

The COVID-19 pandemic has caused significant disruptions across industries, 
including marketing [1]. Businesses have had to swiftly adapt to the changing 
landscape and consumer behavior [3, 13, 14]. The pandemic of COVID-19 has had a 
significant impact on the marketing strategies and practices of numerous industries 
[3, 6, 15]. Due to restrictions on physical interactions and increased reliance on 
online platforms, businesses have shifted towards digital channels, concentrating 
on online presence, social media marketing, and e-commerce platforms [1, 3, 4, 12, 
16]. Empathetic and customer-centric marketing has become crucial, addressing the 
evolving needs and concerns of consumers during these challenging times [5, 6]. The 
crisis has also accelerated the adoption of innovative marketing techniques, such as 
virtual events and influencer collaborations, to stay connected with customers [6, 17]. 
Agility and flexibility have become vital in adjusting marketing strategies to rapidly 
changing circumstances [18]. The impact of COVID-19 on marketing strategies has 
varied across industries, with tailored approaches required for sectors such as health-
care, e-commerce, and essential goods [6, 11, 16, 19].

3. Objectives

This chapter provides an overview of the evolving marketing trends during the 
pandemic, focusing on digital transformation, customer experience, influencer 
marketing, agile strategies, and virtual events and experiences [6].

The objectives of the study was to:

• Examine the influence of the COVID-19 pandemic on the evolution of marketing 
trends.

• Highlight the strategies employed by businesses to navigate the challenges

• Discuss the shifts in digital transformation and online presence.

• Explore the increased focus on customer experience.

• Analyze the role of influencer marketing and user-generated content.

• Discuss the importance of agile marketing and flexibility.

• Examine the rise of virtual events and experiences.
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4. Study methods

This chapter provides a descriptive overview of the evolving marketing trends 
during the COVID-19 era [6, 20]. It is based on a comprehensive review and analysis 
of relevant literature, industry reports, and expert insights [20, 21]. The sources cited 
in this study offer insights and evidence supporting the discussed trends and strate-
gies employed by marketers in response to the pandemic.

4.1 Impact of digital transformation and online presence

The COVID-19 pandemic has accelerated the digital transformation of businesses 
worldwide [1, 20]. As social distancing measures and lockdowns forced physical 
locations to close or limit operations, companies had to swiftly adapt their strategies 
to maintain business continuity [1, 20, 21]. This study compares the digital transfor-
mation and online presence of businesses before and after the COVID-19 pandemic, 
highlighting the key shifts and advancements that have taken place [1, 3, 4]. Before 
the pandemic, the evidence of advancements in digital transformation had become 
increasingly apparent, but its pace varied across industries [19–21]. Businesses recog-
nized the potential of digital channels for marketing, sales, and customer engagement 
[3, 4, 21]. However, the adoption of digital technologies was often gradual, with many 
companies relying heavily on traditional brick-and-mortar establishments [6, 19, 20]. 
The onset of the COVID-19 pandemic served as a driving force for digital transforma-
tion, compelling businesses to swiftly adjust and enhance their online footprint [1, 4, 
6, 21]. E-commerce, remote working, and virtual communication became essential for 
business survival [1, 16]. Companies across industries embraced digital technologies 
and platforms to ensure continuity, reach customers, and maintain operations [6, 21]. 
The pandemic significantly accelerated the growth of e-commerce [16]. With physi-
cal stores temporarily closed or operating under restrictions, businesses focused on 
strengthening their online sales channels [1, 3, 4]. Companies that had not previously 
invested heavily in e-commerce quickly pivoted, launching or enhancing their online 
stores to meet the surge in demand for online shopping [1, 4, 16]. Marketers shifted 
their strategies towards digital marketing channels as consumers spent more time 
online [3, 4, 22]. Digital advertising, social media marketing, and content creation 
gained prominence [6]. Companies invested in search engine optimization (SEO), 
paid advertising, and email marketing to connect with their target audience, expand 
brand reach, and drive online sales [4, 12]. As a result of the pandemic, remote work 
became the prevailing practice, resulting in a substantial upsurge in the utilization of 
virtual communication and collaboration tools. Companies adopted video conferenc-
ing platforms, project management software, and instant messaging applications to 
facilitate remote work and maintain team collaboration [6, 21]. With physical interac-
tions limited, businesses focused on enhancing their online customer engagement 
[1, 4, 21]. Companies leveraged social media platforms, chatbots, and personalized 
email campaigns to connect with customers, provide support, and deliver a seam-
less digital experience [12]. Online customer service and virtual assistance became 
crucial elements of the customer journey [1, 4, 6, 21]. The pandemic accelerated the 
shift towards digital channels and online platforms [3, 4, 21]. With social distancing 
measures and lockdowns in place, consumers turned to the internet for their shopping 
needs, entertainment, and social interactions [1]. Businesses swiftly responded by 
ramping up their online presence, leveraging e-commerce, social media, and digital 
marketing strategies to reach and engage with their target audience [4, 12, 16, 22].
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4.2 Influencer marketing and user-generated content

Influencer marketing and user-generated content (UGC) have become integral 
components of modern marketing strategies [2, 23–25]. Prior to the COVID-19 
pandemic, influencer marketing was already on the rise, with brands recognizing the 
power of influencers to reach and engage their target audiences [23–25]. Influencers 
were typically prominent figures in specific niches, such as fashion, beauty, fitness, 
or travel. Brands collaborated with influencers to create sponsored content, reviews, 
endorsements, and product placements [18, 23–25]. Influencer marketing and UGC 
were profoundly influenced by the COVID-19 pandemic [23–25]. As people spent 
more time online and sought connections during periods of isolation, the importance 
of influencers and UGC increased [4, 23, 24]. Brands adjusted their strategies to align 
with the changing consumer behaviors and focused on authentic, relatable content 
that resonated with individuals facing new challenges [18, 23–25].

Amidst the pandemic, there was a remarkable transition towards the utilization of 
micro-influencers, who generally possess smaller yet actively engaged followings [18, 
23–25]. Brands recognized the value of micro-influencers in building more targeted 
and personalized connections with consumers, as they often had niche expertise and 
a strong community following [18, 23–25]. Collaborating with micro-influencers 
allowed brands to tap into specific market segments and generate higher levels of 
trust [18, 23–25]. Authenticity became a key focus in the post-COVID era. Consumers 
sought genuine experiences and trusted recommendations from peers. UGC, includ-
ing reviews, testimonials, and social media posts, gained significant traction [12, 
23]. Brands encouraged customers to share their experiences and interact with their 
products, amplifying UGC through contests, hashtags, and community engagement 
[23]. This approach not only built trust but also fostered a sense of belonging and 
connection.

The pandemic prompted the rise of virtual influencers, computer-generated 
characters with their unique personalities and online presence [4]. Virtual influencers 
offered a controlled brand image and allowed companies to navigate physical restric-
tions while maintaining brand visibility [1, 21]. Brands leveraged virtual influencers 
to create engaging content, collaborate with real influencers, and explore innovative 
marketing campaigns [21]. With the rise of social media usage during the pandemic, 
influencer marketing and user-generated content gained significant traction [12, 23, 
24]. Brands collaborated with influencers and encouraged customers to share their 
experiences, fostering a sense of community and authenticity [23, 24]. This approach 
helped generate trust, increase brand visibility, and drive engagement [23].

4.3 Agile marketing and flexibility

The rapidly changing environment necessitated agile marketing strategies [6, 7, 
18]. Businesses had to be adaptable and flexible, constantly monitoring the situation 
and adjusting their marketing campaigns accordingly [1, 7–9]. This involved revising 
messaging, targeting, and promotions to align with shifting consumer needs and pref-
erences [7–9, 18]. Agile marketing and flexibility have become crucial in navigating 
the dynamic and unpredictable business landscape, particularly in the context of the 
COVID-19 pandemic [1, 7–9].

This study explores the evolution of agile marketing strategies and the impor-
tance of flexibility in the pre and post-COVID-19 eras [7–9]. It highlights the changes 
and adaptations that have occurred to address the challenges brought about by the 
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pandemic [7, 8]. Before the pandemic, agile marketing was already gaining traction 
as a response to the rapidly changing consumer landscape [7–9]. Agile marketing 
emphasized iterative and data-driven approaches, allowing marketers to adapt 
their strategies based on real-time insights [7–9, 21]. It involved cross-functional 
collaboration, continuous testing, and quick decision-making to optimize market-
ing campaigns [7–9]. The COVID-19 pandemic disrupted business operations and 
consumer behavior, requiring marketers to be even more agile and flexible [1, 18]. 
Companies had to quickly respond to changing market conditions, consumer needs, 
and government regulations. Agile marketing became essential in adjusting messag-
ing, campaign execution, and resource allocation to ensure relevance and business 
continuity [1, 7–9].

In the post-COVID-19 era, businesses had to embrace flexibility and agility to 
rapidly adapt their marketing strategies [7–9]. This involved identifying new oppor-
tunities, revising messaging, and reallocating budgets to channels that resonated 
with consumers in the current context [8, 9]. Companies needed to quickly assess and 
respond to emerging trends and consumer sentiment. The pandemic highlighted the 
importance of data-driven decision making [21]. Marketers relied on real-time data 
and analytics to monitor changing consumer behaviors, measure campaign perfor-
mance, and inform marketing strategy adjustments. Data-driven insights facilitated 
agile decision-making processes, enabling marketers to allocate resources effectively 
and optimize marketing efforts [18, 21]. The pandemic accelerated the need for 
companies to embrace digital channels [3, 4, 21]. Agile marketing played a critical role 
in quickly shifting marketing efforts from traditional channels to digital platforms 
[7–9]. Marketers had to adapt messaging, creative assets, and targeting strategies to 
engage with consumers online, leveraging the flexibility of digital platforms to reach 
and connect with their target audience [4].

4.4 Embracing virtual events and experiences

Physical events and gatherings faced severe restrictions, leading to a surge 
in virtual events and experiences [1, 21]. Marketers explored innovative ways to 
engage audiences through webinars, virtual conferences, live streams, and interac-
tive online experiences [4, 6, 10]. This trend allowed brands to connect with their 
target market on a global scale, overcoming geographical limitations. Virtual events 
and experiences have gained significant prominence in the marketing landscape, 
particularly in the wake of the COVID-19 pandemic [6, 26]. This study explores the 
evolution of virtual events and experiences, examining their prevalence and impact 
in both the pre and post-COVID eras [6, 10]. It highlights the changes and adapta-
tions that have occurred in leveraging virtual platforms for marketing purposes. 
Prior to the pandemic, virtual events and experiences were already emerging as a 
complement to physical events [6, 10, 21, 26]. Companies recognized the benefits 
of expanding their reach and engagement through digital platforms. According to 
Eventbrite in 2019, virtual events like webinars, live streams, and virtual confer-
ences offered chances for people worldwide to take part, cost-effective hosting, and 
data-driven insights [21, 26].

The COVID-19 pandemic necessitated a significant shift towards virtual events 
and experiences as physical gatherings faced severe restrictions [1, 21]. Marketers 
quickly embraced virtual platforms to adapt their strategies. The pandemic acceler-
ated the adoption of virtual events and experiences across industries, with businesses 
exploring innovative ways to engage audiences remotely [1, 26]. In the post-COVID 
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era, marketers focused on enhancing the capabilities of virtual events and experi-
ences. Companies invested in interactive features, virtual networking opportunities, 
immersive technologies, and engaging content formats [26]. They leveraged tools 
such as virtual reality (VR) and augmented reality (AR) to create unique and memo-
rable experiences for attendees. Virtual events and experiences have offered unparal-
leled accessibility and global reach. Geographical limitations were no longer a barrier 
as individuals from different locations could participate without the need for travel 
[26]. This allowed businesses to expand their target audience, connect with customers 
worldwide, and foster a sense of community across borders [1].

Virtual events and experiences provided marketers with valuable data-driven 
insights [21, 26]. Tracking attendee engagement, behavior, and preferences became 
easier in virtual environments. Marketers used this data to personalize content, tailor 
messaging, and deliver targeted experiences. Customization based on individual 
preferences enhanced attendee satisfaction and improved overall event outcomes.  
As restrictions eased in some regions, hybrid events emerged as a popular trend [26]. 
These events combined the best of virtual and physical experiences, allowing for both 
in-person and remote participation [21, 26]. Hybrid events provided flexibility for 
attendees and catered to individual preferences, while still offering the benefits of 
global reach and data-driven insights [21, 26].

4.5 Behavioral and social norms

The COVID-19 pandemic has resulted in significant shifts in behavioral and social 
norms as individuals and communities adapt to new challenges [21, 27, 28]. Research 
shows that the pandemic has had a profound impact on various aspects of human 
behavior, including adherence to preventive measures, social interactions, and overall 
well-being [3]. Wearing masks, practicing physical distancing, and frequent hand-
washing have become social norms as people strive to protect themselves and others 
[21]. Compliance with these norms is influenced by factors such as risk perception, 
trust in authorities, and social influence [21]. Social interactions have also undergone 
significant transformations during the pandemic. Lockdowns and restrictions on 
gatherings have led to a shift towards virtual communication platforms and remote 
work setups [3]. The use of video conferencing, social media, and messaging apps 
has surged, facilitating remote social interactions and maintaining connections [12]. 
As a result, virtual interactions have become the new norm, reshaping social norms 
regarding communication and socialization [21]. The pandemic has also had implica-
tions for mental health and well-being, with increased levels of stress, anxiety, and 
loneliness being reported [21]. Consequently, there has been a gradual transformation 
in societal attitudes towards mental health, resulting in increased recognition and 
tolerance for seeking professional assistance and adopting self-care routines [21]. 
Conversations about mental health and the need for support systems have prompted a 
reevaluation of societal norms related to mental well-being [21].

It is important to note that these changes in behavioral and social norms have 
varied across different populations and contexts, influenced by cultural factors, 
socioeconomic disparities, and access to resources [21, 27, 28]. Ongoing research con-
tinues to explore the complex interplay between individual behavior, social norms, 
and the COVID-19 pandemic [29]. The pandemic has significantly impacted con-
sumer behavior, including product needs, shopping patterns, purchasing behaviors, 
and post-purchase satisfaction levels [21, 29]. Panic buying, influenced by attitudes, 
subjective norms, scarcity, time pressure, and perceived competition, became a global 
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phenomenon during the pandemic [21, 29]. Opinions and beliefs played a crucial role 
in shaping trends related to the pandemic, influencing behavioral intention [21, 29]. 
Social norms and behavioral control were identified as factors affecting attitudes and 
intention [21, 29]. The healthcare sector and online doctors experienced benefits from 
the increased online activities during the pandemic, while sectors such as recreation, 
travel, and hospitality were adversely affected [4, 11, 26].

5. Future trends to marketing landscape

Future trends in the marketing landscape are shaped by ongoing technological 
advancements, shifting consumer behaviors, and evolving market dynamics [6, 21]. 
These future trends present both opportunities and challenges for marketers [18]. 
Adapting to technological advancements, staying customer-centric, and navigating 
privacy regulations will be essential in driving success in the evolving marketing 
landscape (Table 1) [6].

Artificial Intelligence (AI) and Machine Learning (ML) 
Integration: The integration of AI and ML technologies 
is expected to play a significant role in marketing. 
These technologies can analyze vast amounts of data, 
personalize marketing campaigns, automate processes, 
and enhance customer experiences.

Voice Search and Virtual Assistants: With the 
rising popularity of voice-activated devices and 
virtual assistants, optimizing content for voice 
search will become crucial. Marketers will need 
to adapt their SEO strategies to accommodate 
voice-based queries and leverage opportunities 
for voice-activated marketing.

Hyper-Personalization and Customization: Consumers 
increasingly expect personalized experiences. Marketers 
will need to leverage data analytics, AI, and customer 
insights to deliver hyper-personalized content, 
recommendations, and offers across various touchpoints.

Influencer Marketing Evolution: Influencer 
marketing is expected to continue evolving, with 
a shift towards micro-influencers and nano-
influencers who have more niche and engaged 
audiences. Authenticity, transparency, and long-
term partnerships will be key factors in successful 
influencer collaborations.

Social Commerce and Shoppable Content: Social media 
platforms are integrating e-commerce functionalities, 
allowing users to make purchases directly from their 
feeds. Marketers will need to leverage social commerce 
features and create shoppable content to provide seamless 
shopping experiences.

Privacy and Data Protection: With increasing 
concerns about data privacy, marketers will 
face the challenge of maintaining consumer 
trust. Adhering to data protection regulations, 
adopting transparent data practices, and 
providing value in exchange for consumer data 
will be crucial.

Sustainability and Purpose-Driven Marketing: 
Consumers are increasingly conscious of sustainability 
and ethical practices. Marketers will need to integrate 
sustainability into their strategies, demonstrate their 
commitment to social and environmental causes, and 
communicate their purpose authentically.

Augmented Reality (AR) and Virtual Reality 
(VR) Experiences: AR and VR technologies 
present opportunities for immersive brand 
experiences, product demonstrations, and 
virtual try-ons. Marketers can leverage these 
technologies to engage customers and provide 
unique interactive experiences.

Data-Driven Decision Making: As data availability 
increases, marketers will need to leverage analytics tools 
and insights to make data-driven decisions. Real-time 
data analysis, predictive analytics, and marketing 
attribution models will empower marketers to optimize 
campaigns and drive better results.

Omnichannel Integration: The future of 
marketing lies in seamless omnichannel 
experiences. Marketers need to integrate offline 
and online touchpoints, ensuring consistency and 
continuity across various channels, devices, and 
platforms.

Table 1. 
Future trends in the marketing landscape.
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6. Marketing budgets and expenditure trends pre and post covid

Prior to the pandemic, global advertising spending exhibited a positive trend, 
experiencing steady growth on an annual basis [30, 31]. This observation is supported 
by several studies and reports in the field. However, the outbreak of the COVID-19 
pandemic in early 2020 significantly impacted businesses worldwide, leading to 
uncertain economic conditions and necessitating cost-cutting measures, including 
reductions in advertising budgets [1].

One notable source supporting the notion of global advertising spending growth 
prior to the pandemic is the “Global Advertising Forecast” [32]. Published in 
December 2019, the report projected a positive outlook for global ad expenditure [32]. 
It estimated that global ad spending will increase by nearly eight in 2024, following 
an upward trend from previous years [32, 33]. Additionally, a study conducted by 
Statista, a leading market research and statistics portal, provides empirical evidence 
of the growth trajectory in global advertising expenditure [33].

Between 2000 and 2010, the global advertising market experienced a period of 
volatility characterized by significant fluctuations [33]. During this time, there were 
periods of substantial growth, with rates reaching as high as 11.2%. Conversely, there 
were also notable downturns, with lows plunging to −9.5% [33]. However, starting in 
2011, the situation began to stabilize, and the growth in advertising spending main-
tained an average rate of around 5% [33].

In 2020, the outbreak of the coronavirus had a detrimental impact on the adver-
tising industry, leading to a sharp decline in ad spend [33]. The decline amounted 
to approximately 4%, which was lower than earlier forecasts that anticipated a 9% 
decrease [33]. The pandemic significantly affected businesses and consumer behav-
ior, causing advertisers to reduce their spending [33]. Despite this setback, projections 
indicate that the industry is expected to recover by 2024, with expenditure growth 

Figure 1. 
Growth of advertising spending worldwide from 2010 to 2024. Source: Adapted from Statistica (2023).
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returning to approximately 7.6% [33]. Figure 1 presented a truncated trend covering 
the period from 2010 to 2020, along with future projections for 2024 [33] (Table 2).

7. Discussion

The COVID-19 pandemic has exerted a profound and lasting influence on mar-
keting trends, necessitating rapid adaptations by businesses to accommodate the 
shifting landscape and evolving consumer behaviors [6, 21]. Within this compre-
hensive article, we will delve into the wide-ranging changes witnessed in the realm 
of marketing during the pandemic, emphasizing the strategic approaches employed 
by marketers to adeptly navigate these challenging circumstances [6]. The onset 
of lockdowns and restrictions on physical interactions has underscored the critical 
importance of digital transformation and online presence for businesses [4, 21]. The 
pandemic acted as a catalyst, propelling the exponential growth of e-commerce and 
compelling companies to augment their online sales channels [4, 16]. Recognizing 
the necessity of connecting with consumers who increasingly spend time online, 
marketers swiftly shifted their strategies towards digital marketing channels, with a 
particular emphasis on social media marketing and content creation [4, 12, 22]. These 
channels provided avenues for engagement and allowed brands to establish meaning-
ful connections with their target audiences. Consequently, the adoption of digital 
technologies and platforms became not only advantageous but imperative for business 
survival [19, 20]. In addition to the surge in digital marketing, influencer marketing 
and user (UGC) gained remarkable prominence during the pandemic [22–24]. Brands 
promptly adjusted their strategies to align with the shifting consumer landscape 
and began focusing on crafting authentic and relatable content. Notably, there was a 
discernible shift towards micro-influencers, who possess smaller but highly engaged 
audiences. Leveraging micro-influencers, brands fostered targeted connections and 
generated higher levels of trust among consumers. Simultaneously, user-generated 
content in the form of reviews and social media posts gained substantial traction, 
fostering a sense of community and authenticity in the brand-consumer relationship 
[12]. Amidst the dynamic and unpredictable business landscape that emerged during 
the pandemic, the virtues of agile marketing and flexibility became more crucial than 
ever [7–9, 18]. Marketers found themselves in a continuous process of monitoring 
the situation and adaptively adjusting their campaigns to cater to changing consumer 
needs and preferences. The ability to make data-driven decisions and respond swiftly 
to emerging trends became paramount in ensuring business continuity [21]. Brands 
that prioritized these capabilities effectively navigated the challenges presented by the 
pandemic. As physical gatherings became restricted, virtual events and experiences 
emerged as viable alternatives [21]. Marketers, eager to engage audiences, explored 
innovative ways to connect through webinars, virtual conferences, and interactive 
online experiences [4, 21]. These virtual events offered numerous advantages, includ-
ing global reach, enhanced accessibility, and invaluable data-driven insights [21]. 
Notably, the pandemic accelerated the adoption of virtual events, prompting busi-
nesses to invest in immersive technologies such as virtual reality (VR) and augmented 
reality (AR) to heighten attendee experiences [21]. Beyond transforming marketing 
practices, the COVID-19 pandemic has brought about significant shifts in behavioral 
and social norms [21]. Practices such as wearing masks, adhering to physical distanc-
ing, and relying on virtual communication have become deeply ingrained social 
norms [21]. Moreover, the pandemic has prompted a comprehensive reevaluation 
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of societal norms pertaining to mental health and well-being [21]. Individuals and 
communities alike have recognized the importance of mental well-being, leading to a 
heightened awareness and a concerted effort to address these concerns [21]. Looking 
ahead, the marketing landscape will undoubtedly be shaped by ongoing technological 
advancements, evolving consumer behaviors, and dynamic market dynamics [21]. 
In order to drive success in this ever-evolving environment, marketers must remain 
adaptable to technological changes, maintain a customer-centric approach, and skill-
fully navigate privacy regulations. These strategies will enable businesses to stay at 
the forefront of the marketing industry and thrive in the face of future challenges and 
uncertainties [18].

8. Conclusion

In conclusion, the COVID-19 pandemic has fundamentally transformed the 
marketing landscape, leading to significant changes in strategies and approaches. The 
crisis has accelerated the digital transformation of businesses, resulting in increased 
online presence and a reliance on digital channels [3, 4, 21]. Customer experience 
has taken center stage, with brands focusing on building stronger connections and 
providing personalized support. Influencer marketing and user-generated content 
have gained prominence, fostering authenticity and community engagement [21]. 
Agile marketing strategies have become crucial for adapting to rapidly changing 
consumer needs [7–9, 18]. Additionally, virtual events and experiences have emerged 
as viable alternatives to physical gatherings, offering global reach and engagement 
opportunities [21]. The post-COVID era presents a new marketing landscape charac-
terized by increased digitalization, customer-centricity, and the integration of virtual 
experiences [21]. Marketers must continue to adapt their strategies and leverage these 
evolving trends to stay relevant and succeed in the dynamic business environment. 
By embracing digital transformation, prioritizing customer experience, harnessing 
the power of influencers and user-generated content, adopting agile strategies, and 
leveraging virtual events, businesses can navigate the challenges of the post-pandemic 
era and thrive in the new marketing paradigm [18, 21].
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Abstract

The objective of this study is to gain a deeper understanding of the importance 
of collective brands in protected areas and what is the process and impact of their 
development on protected areas management. This study is applied to the collective 
brand Natural.PT, in Portugal, using a case study approach. The study adds value to 
the existing literature insofar as it explores what the process of creating a collective 
brand involves, what benefits and/or difficulties, and what dynamics can be devel-
oped to promote this collective brand to the tourism players operating in protected 
areas. To this end, a qualitative study based on documentary analysis and interviews 
with key informants was developed, covering the different dimensions of protected 
areas management and collective brands. Natura.PT case is at an early stage and the 
main conclusions point to the need for promotion for this collective brand and a 
higher advantage for stakeholders allowing more decisions according to their personal 
and business interests and due to the fact of operating in a protected area.

Keywords: collective brands, protected areas, cooperation, tourism, destination 
branding

1. Introduction

The involvement of tourist destinations in brand strategy began in the 1990s, 
with the city of New York [1]. However, it was only at the end of that decade that 
the approach to destination brands reached greater expression Ritchie and Ritchie 
[2], fuelled by the need to compete more effectively, make decisions with greater 
structure, and increase accountability to stakeholders [1]. Protected areas (PA) are of 
particular relevance within tourism destinations, playing a crucial role in preserving 
biodiversity globally and conserving ecosystems while maintaining cultural values 
and traditional practices [3]. By establishing a recognizable identity through a col-
lective brand, these areas can promote themselves to tourists, maintain their unique 
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character, and facilitate collaboration among stakeholders on conservation efforts 
for long-term sustainability by promoting improved management and governance of 
natural resources [3, 4].

Concerning collective brands, the development of knowledge is in an embryonic 
state. The sector where there is a greater relationship with the concept is the winery 
[5], although there are other sectors that also need to be addressed in scientific 
articles. When we refer to the tourism sector, and within PA, the study of the benefits 
of implementing collective brands is seen as a gap, as the literature on this topic is 
practically non-existent.

Zhang et al. [6] argue that an increase in scientific studies on the conservation and 
economic development of protected areas is expected in the coming years, to improve 
their management. In the literature, there are many studies about the success and 
failure of the management of certain specific PAs [7–10]. However, regarding coop-
eration applied to protected areas, knowledge is still underdeveloped.

Since the tourism sector is highly relevant to the economy and due to the combina-
tion of these concepts having a high importance and impact on business management 
and the brand, there is a notorious gap in the literature and, for this reason, it is per-
tinent to choose this subject for study and deepening knowledge. Furthermore, given 
the current circumstances, where companies must respond quickly to consumers’ 
desires and adapt to new realities to survive, this study will bring not only academic 
theoretical contributions but also practical contributions to brands that operate in PA, 
as well as provide support for the practical management and promotion of territories.

This research involved assembling views of experts on the collective brand Natu-
ral.PT and the Peneda-Gerês National Park (PGNP), the only protected area classified 
as National Park in Portugal. The research design used in this explorative research 
incorporated a qualitative case study approach. Methods included documentary 
analysis and in-depth interviews with key informants. Content analysis was used to 
analyze these data.

This chapter contributes to the understanding of the importance of the existence 
of collective brands in protected areas, as a way of leveraging the existing businesses 
in these regions and with that, creating a real and positive impact on territorial man-
agement. It is relevant to assess all the details of the creation process, as well as the 
difficulties and benefits associated with the existence of this type of brand, and the 
effect of their communication on regional tourism businesses, a phenomenon where 
still few studies have been developed [11].

2. Literature review

Regarding the definition of a collective brand, there is some agreement among 
authors regarding the fact that a collective brand is composed of more than one singular 
brand, the number that composes it can vary, although the most common is a high 
number of companies. The point of contention centers on decision-making. On the one 
hand, some authors [12] emphasize that there is total freedom in the choices inherent in 
business. On the other hand, some defend that the values of the collective brand must 
be presented [13, 14] and, accordingly, decisions must be based on common criteria 
regulated by a competent entity for this purpose. Therefore, a collective brand can be 
conceptualized as a set of unique companies that sell products and services, which may 
have total or partial independence in the decisions taken about their businesses and 
which collaborate, to extract benefits from the collective brand image.
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Fishman et al. [15] mention that brands should invest in the quality of their 
reputation because brand recognition makes consumers formulate expectations about 
the quality of their products. Although the best-known brands are unique, there are 
many cases of collective brands where, generally, consumers are unaware of the set of 
singular brands that make up the same collective brand. The same authors also men-
tion examples of products such as wine, cheese, and coffee that prove this position. 
These collective brands have in common the fact that they brand regional agricultural 
products protected by designation of origin (DOP) and geographical indication 
(IGP), highly regulated and certified by the competent authorities for this purpose.

The fact that collective brands are associated with superior quality results in 
a higher investment in quality by these collective brands, compared to individual 
brands. The larger the collective brand, that is, the greater the number of associated 
individual brands, the greater the incentive to increase the quality of products and 
services and, consequently, the more profitable the association of all will be, more 
precisely, the more profitable the collective brand to its consumers. Collective brand 
image affects the profit of individual companies more than their brands [12].

Collective brands, in tourism, are created to support the unique brands that 
constitute it, these refer to a territory or a particular tourist destination [16]. As, for 
the most part, tourism companies are small, associating them under a single brand 
can make them benefit from the transfer effect and contribute to positive synergies 
[17]. For the development of a collective brand, in addition to the members mutually 
agreeing to their association, it is also necessary that they mutually agree to share 
the name of the brand [12]. To achieve the success of the collective brand, all those 
involved must benefit from their association, making the partnership lasting. The 
balance between the parties is essential so that no single brand takes advantage of the 
other [18].

One difficulty described in the literature about collective brands is the free-riding 
effect. Free riding is when a given company obtains benefits from being associ-
ated with another(s), without wasting its resources. Knowing the contribution of 
each brand to the collective brand, it should be possible to identify inappropriate 
behavior and find out if there is a practice of free-riding within it, so managers must 
ensure compliance with minimum quality standards that do not condition or harm 
 free-riding [16].

Collective brands, in the case of their application to protected areas, should 
contribute to creating sustainable development solutions, based on increasing local 
entrepreneurship and allowing their dissemination [19]. In addition, they can be seen 
as initiatives that help to achieve one of the fundamental pillars of sustainable devel-
opment—governance, contributing to the increase of collaborative processes between 
the diverse business [20] and, helping protected areas to overcome  challenges 
they face.

3. Methodology

To investigate the importance of the collective brand Natural.PT, a qualitative case 
study on Peneda-Gerês National Park—Portugal (PGNP) was developed. Data were 
initially collected from archival and management information sources, such as previ-
ous studies on the PGNP and open consultation documents on the Co-management 
Plan for the PGNP. These sources also underpinned the development of the primary 
tool for data collection: semi-structured face-to-face interviews.
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In-depth interviews were conducted, in February 2023, with two purposefully 
selected members of INFC, the national organization responsible for the creation and 
management of the collective brand Natural.PT. Conducted in person, these inter-
views provided an opportunity to explore the interviewee’s perceptions of the follow-
ing dimensions: (C1) creation of collective brands in protected areas, (C2) dynamics 
of cooperation, (C3) benefits, (C4) challenges /barriers, and (C5) impact on spatial 
planning. The interviews were transcribed and subject to content analysis, using 
both a deductive approach, based on themes commonly used in the literature, and an 
inductive approach, considering new themes which were identified from the data.

4. Discussion

4.1  Case description: the collective brand Natural.PT and the Peneda-Gerês 
National Park (Portugal)

The collective brand Natural.PT is a national strategy whose implementation is 
the responsibility of the Portuguese Institute for Nature and Forest Conservation 
(INFC). This collective brand aims at the integrated promotion of the territory, the 
products, and the services existing in the National Network of Protected Areas and 
its surroundings. Its members include public and private entities that develop activi-
ties related to tourist recreational activities, accommodation, restaurants, local retail 
outlets, agri-food products, handcrafted products, intangible identity products, and 
research and dissemination projects.

The PGNP, located in the North region of Portugal, was the first protected area 
created in 1971 and stills being the only one that has the status of a national park. 
Contrary to other parks in Europe and the world, people live in the PGNP and human 
presence has been vital in building and maintaining the unique characteristics of 
this region, making this PA the most important in the country. Since its creation, 
and given its size and complexity, it deserves recognition for the high value of its 
natural and cultural heritage, combined with objectives of conservation, study, and 
sustainable management of its resources [21]. The PGNP follows a co-management 
model, which establishes strategic partners’ intervention in managing these territo-
ries, such as municipalities, higher education, and non-governmental organizations 
that, in close cooperation with the INFC, collaborate for the sustainable preservation, 
development, and promotion of this protected area, its heritage, and its communities. 
The co-management of the PGNP is materialized through a Co-management Plan 
drawn up and executed by the co-management commission of this protected area. 
This document determines the strategy and corresponding measures and actions to 
be implemented to enhance and promote the territory, raising the awareness of the 
local populations and improving communication with all the stakeholders of this 
territory [22].

4.2 Creation of collective brands in protected areas

Regarding the first category (C1)—the creation of collective brands, it was divided 
into three subcategories, of which: (C1.1) brand objectives, (C1.2) process stages, and 
(C1.3) promotion.

The main objectives of creating the Natural.PT collective brand (C1.1) are to 
attribute value, visibility, and allow the promotion of products and services within 
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the protected areas, and provide information about the PA to visitors, so that they, in 
addition to knowledge to use it, are encouraged to more conscious behaviors in these 
areas.

The stages of the process of creating a collective brand, in the case of Natural.
PT, are: (1) conducting studies of bench branding to understand what was being 
done in the rest of the EU (European Union); (2) development of the brand by a 
single entity (INFC), intentionally, as there are already many conflicts within the 
PA and, with the involvement of a single entity, management becomes easier; (3) 
development of the brand counted with the help of other invited singular brands, 
representatives of certain regions, with their intervention being minimal, through 
meetings, so that the adherents could be made known and so that they would feel 
involved in the brand; (4) recognition by the Ministry and the Secretary of State 
and, for this reason, it obtained several financings; (5) definition of the regula-
tion and the minimum necessary commitments (not too reductive to attract a high 
number of adherents); (6) allow free membership to the brand; (7) follow-up and 
monitoring, in a first phase, to be able to show interest and attract many people, 
that is, to have products and services that integrate the brand and start to work 
and create a network, the verification of the requirements is minimal, almost null, 
despite the regulation sometimes going further. Subsequently, with a high number 
of companies that allow joint cooperative work, mechanisms must be created to 
monitor and control what is or is not being done (e.g, listening through satisfaction 
questionnaires).

It should be noted that, in this subcategory (C1.2), it is extremely important 
to adapt the rules at the beginning and over time, always in line with the brand’s 
objective, as it is possible to exclude relevant stakeholders. For example, initially, 
because they were associated with the State, the brand was very legalistic, asking 
for documents related to finance and social security debts. Later they retreated, as 
they realized that there is no business with the company, there is no money involved, 
only its promotion, that is, if the company can carry out its activity, that is enough. 
Another example is the fact that, initially, the regulation asked that the products be 
certified by another entity. Subsequently, there was a retreat in this decision, because 
when going to the field, it was clear that only the large companies had the financial 
capacity to certify their products, putting aside the adherents with local, appetizing, 
good quality products, but that could not pay certifications.

Something that has not yet been done by this collective brand, but which stands 
out as a point of improvement is the use of the co-management committee as the 
entity that has recognition and gives opinions to brand adherents, in other words, that 
monitors. The co-management committee meets monthly and, given the fact that one 
of its objectives is this collective brand, it would be interesting for them to verify these 
entities in the territory.

Concerning the promotion of the brand (C1.3), since the brand belongs to 
the State and the ministry is very involved and committed to its success, access 
to financing was facilitated. With this, the actions carried out were: (1) presence 
at fairs with a high number of tents and video mapping; (2) presence at events 
in the tourism sector with brand identification roll-ups; (3) placement of a flag 
with the brand’s logo in the PA reception centers, to promote the council’s adher-
ent products/services; (4) sale of a plaque with the brand’s logo to members, to be 
placed in their spaces and identification of belonging to the brand; and (5) brand 
guide, merchandising products, brochures with a list of all members, among other 
physical documents.
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4.3 Dynamics of cooperation within collective brands

Concerning cooperation dynamics (C2), the brand’s portal refers to “joint work” 
as a justification for joining Natural.PT. However, on the ground, only two activities 
were carried out, and these were not transversal to all geographic areas, due to lack of 
time and because the brand was still in its initial state. The activities carried out were:

1. In a bus, with some brand members from that region, a visit was made to the 
national park, with technicians who explained the dynamics in the area. With 
this, it was noticed that people all knew each other but, until then, they did not 
do business with each other. This was important to boost and initiate a network 
of contacts and cooperation between those companies that participated in the 
activity. The objective of this activity was exactly the creation of a business net-
work, insofar as there is sharing of capabilities or even products, among others.

2. In a meeting with members of the municipality of the Guadiana natural park, 
they were challenged to put on a map of the park what each one valued in the 
PA, which could be a visiting point, a restaurant, a company that sold a certain 
product, or another presence in the area, if it added value. After that, they were 
challenged to develop a three-day itinerary, simulating being a travel agency. 
These scripts had a practical application, at a fair in Madrid, which had real 
consequences and, for this reason, the motivation for participating in this type of 
dynamics increased. With this action, it was noticed that there were many pos-
sibilities for creating value within the PA, which the companies that operated in 
the area were unaware of.

A difficulty detected for this type of dynamics is related to the fact that not all 
participants show the same interest in their involvement. Companies without great 
projection capacity are the ones that most seek ways to promote their products and 
services, such as tourist animation companies and accommodation. On the other 
hand, restaurants consider that word of mouth is enough to promote their business 
and that, despite being part of the collective brand, they do not value involvement in 
this type of initiative.

The cooperation between the singular brands that are part of Natural.PT has evi-
dence of effectively existing, even if at a very early stage. An example of this was, by the 
Secretary of State, a reception of representatives from other countries, highly sensitive 
to the question of what is natural, where, immediately, the Natural.PT network com-
bined efforts to gather a large sample of products. This was only possible because there 
was information on who the producers were and who could best represent each PA.

It should be noted that the perception of the development of these initiatives is 
positive and should be reinforced, as the entity responsible for managing the brand 
considers that, in this way, companies are open to business.

In terms of cooperation, the performance of some producer associations stands 
out, which has contributed to the enhancement of the territory. It would be important 
to create or reinforce the articulation between the sector’s representative associations 
and educational institutions, as a way of bringing learning/training closer to the 
potentialities and opportunities of the territory.

Also noteworthy is the role of local development associations, which operate at 
various levels and with common development objectives, and which in some way have 
contributed to the establishment of strategic lines of action in the territory, namely 
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about training for employability in emerging activities, support for economic activi-
ties and enhancement of local products, requalification of rural centers and built 
heritage, enhancement of natural and cultural heritage, qualification and tourism 
promotion, among others. These associations and other local, municipal, or supra-
municipal institutions have been instrumental in channeling European funds and 
applying them to projects to boost and enhance the territory.

As a result of the existing natural and cultural conditions, tourism associated with 
nature and the rural environment and hydrotherapy are the most expressive segments 
and have been driving forces behind the development of the hotel sector, tourist 
entertainment activities, catering services, and small businesses.

However, seasonality and the tendency to concentrate in certain places are con-
sidered a problem, jeopardizing the sustainable and qualified development model of 
tourism in the region. Many of the economic and social benefits that tourism induces 
end up following the seasonal trend, such as the creation of jobs in the summer, 
which does not benefit the qualification of the workforce employed in the sector and 
economic and social stability.

Regarding tourist demand, there is also an inequality in the distribution of the 
flow of visitors in the region, with greater demand in the central area of the park. 
Data from recent years reveal a greater balance in the distribution of the flow of visi-
tors, highlighting the importance of the park ports, with different dynamics of tourist 
attractiveness in the respective territory, but also the dynamization and dissemination 
of new spaces, the installation of new accommodation and tourist infrastructure 
outside the main centers of demand.

In general, the existing accommodation units in the region are of high quality. 
However, there are very few accommodations recognized as nature tourism ventures 
and Natural.PT. For the promotion of accommodation, there are currently new 
platforms, more current and in line with the needs of tourists, which work with the 
dissemination and sale of accommodation and tourist programs throughout the park.

Concerning tourist entertainment activities, in particular nature tourism, the 
PGNP presents a very significant offer. However, the collective brand Natural.PT 
still has little expression. The PA co-management model is seen as an opportunity to 
strengthen partnerships and establish common commitments in terms of the promo-
tion and sustainable enhancement of the territory, heritage, and communities.

The qualitative information gathered allowed us to understand that the actual 
PGNP Co-Management Plan incentives associations and cooperative dynamics that 
contribute to the development of the territory, try to generate identity value of the 
territory for the local population, which has contributed to the appreciation of the 
patrimony; considers initiatives for employability in emerging and strategic activities 
for the development of the territory and progressive and qualitative growth of the 
tourism sector in the park, especially in terms of the offer of tourist accommodation 
and nature tourism activities.

However, the territory does not have yet enough resources for effective manage-
ment and surveillance of the different uses of the territory, an absence of a system for 
surveying and recording intangible heritage throughout the territory, and a global 
centralized project for the interpretation of relevant cultural heritage elements. The 
qualitative study highlighted: (i) some failures in the promotion, communication, and 
positioning of the PGNP referred during the interview and overlapping actions of 
the various local entities; (ii) lack of safety information regarding the risks inherent 
to visitation; (iii) lack of a specific framework for tourist entertainment companies 
working in the PGNP; (iv) inadequacy of the tourist offer for different target types; 



Post-COVID Tourism – Tendencies and Management Approaches

78

(v) difficulty in monitoring and managing visitors; and (vi) a lack of information and 
interpretation strategy on the natural and cultural heritage.

The co-management strategy is based on a participatory model, which is intended 
to create a proximity and collaborative management dynamic, involving all those who 
are part of or who can contribute to the sustainability and enhancement of the terri-
tory. In this way, the involvement and participation of stakeholders of interest in the 
constructive discussion of proposals and concrete actions constitute a fundamental 
process in the management of PAs.

Being an exercise in strategic planning, consultation with the various stakeholders 
was carried out at different times, namely:

i) public sessions to present the PA co-management model to the municipalities;

ii) online survey on the ADERE (Association for the Development of PGNP) 
website;

iii) participatory sessions with key actors in the territory;

iv) public consultation;

After collecting all the contributions, it is analyzed and the management plan 
will be prepared. Following the objectives defined in the Co-management Plan, three 
strategic axes were established, which accommodate initiatives that meet the promo-
tion of PGNP, socioeconomic and sustainable development use of the PGNP [21].

4.4 Benefits, challenges/barriers of collective brands

From the perspective of the entity that manages Natural.PT, the enormous benefit 
(C3) is fundamentally the possibility of disclosing participating companies on the 
platforms of the collective brand. Only at the level of perception, the adherents felt 
that Natural.PT was advantageous for them since it originated, many people were 
interested, and it is believed that they were encouraged by seeing the involvement 
of those who were already part of the collective brand. Proof of this appreciation of 
business by the brand is the fact that adherents often question the responsible entity 
about the management of the brand.

Another benefit is the fact that a connection was created with the entity respon-
sible for managing the PAs, far beyond the collective brand, what is now a facility 
to deal with conflicts that may exist within the scope of business. Cooperation 
goes beyond the brand; it has to do with the training provided and the information 
exchanged with members. In other words, adherents are oriented toward whom to 
approach and how to approach them to manage their businesses.

The degree of satisfaction of stakeholders with the brand has never been heard 
before. It is believed to be premature, given the state in which its development is 
found, lacking growth. However, it is considered relevant, as it is not yet possible to 
recognize whether people looking for participating companies do so through prior 
contact with Natural.PT. This would be interesting to measure, as it would be a good 
way to understand the effect of the collective brand on visitation.

On the part of the stakeholders for publicizing the brand, thet put the Natural.PT 
brand logo on the communications used. The companies themselves aroused interest 
in others and regional entities and the brand spread.



79

The Importance of Collective Brands in Protected Areas Management and Promotion…
DOI: http://dx.doi.org/10.5772/intechopen.112330

Specifically in Guadiana, instead of creating a new brand, the brand’s image 
was used, and a new project called Natural.PT Guadiana was founded, and there 
was a large investment in promotion, people gathered for workshops, among other 
initiatives.

The great importance of the involvement of the municipalities in the question of 
the brand, when holding events and fairs, is highlighted. If there is an invitation for 
Natural.PT to participate, the participating brands may be present and, consequently, 
promote the awareness of their products and services.

Regarding the visibility of Natural.PT, it is considered that everything related 
to nature is more sought after and sold, that is, there is a great propensity to 
associate the word “natural” with products and services. It should be noted that, 
in the Azores, there is no natural park. However, despite the PA classifications not 
being the same as on the mainland and given the importance attributed to what is 
natural, as a way of adding value to PA communication, the set of PA on each of 
the archipelago’s islands was given the name of Natural Park. This is from the point 
of view of communication, of selling an image, this terminology is the strongest 
abroad.

For those responsible for the brand, having it visible that the origin of the product 
comes from a PA is more important than placing the collective brand that covers it, 
as they claim that the purpose of the brand is to identify products with the PA. These 
indications for members may prove to be a weak point, compromising the achieve-
ment of high brand awareness. In addition, it is believed that there is still a long way 
to go in terms of Natural.PT’s notoriety because the brand and its members cannot 
demonstrate how advantageous this association is, and its interest in attracting other 
stakeholders for it.

On the other hand, the challenges/barriers (C4) are: (a) the lack of doors, in 
most regions, which prevent the monitoring and counting of visitors, which makes 
the action in the PA difficult; (b) despite adherence, the lack of contact points 
with the brand sometimes causes a feeling of distance with the PA, as the structure 
of the responsible entity does not have anyone physically allocated to the regions; 
(c) people are afraid to put the word “natural park” on their products, due to the 
authorization they may require from the park; (d) Natural.PT suggests placing 
information relating to PA on companies’ online platforms, the problem is that some 
companies are so small that they have the management of their online platforms 
contracted to external entities and when any change is necessary; however, small it 
may be, these companies have to pay for the changes and then back off; (e) at this 
time, the collective brand platform accepts new members but, after a certain period, 
eliminates them; (f) there is no verification for entities with fewer environmentalist 
practices associated with the protection, there is the only incentive for more correct 
behavior, rectification, going toward more sustainable practices; (g) there are no 
legal measures that prevent the action of brands in the PA, there is a regulation to be 
complied with, but the control is only on the minimum requirements. If they are not 
reached, those responsible get in touch with those who propose to join and commu-
nicate what should be changed, improved, or added, after a certain time, eliminate 
them.

4.5 Impact of collective brands on territorial management and planning

According to Environmental Fund [22], in a sustainable base model, it is 
necessary to adapt and innovate so that the territory is better prepared for new 



Post-COVID Tourism – Tendencies and Management Approaches

80

challenges and can thus create more and new opportunities for development, 
valuing people and their legacy and promote more proactive management of 
nature conservation, biological and geological diversity, and the landscape. It is in 
this context that co-management fits, a model of proximity management, which 
enshrines the intervention of strategic partners in the management of this terri-
tory which, in close articulation with the INFC (Institute for Nature and Forests 
Conservation), assumes the commitment to collaborate for the promotion and 
sustainable enhancement of the territory, its heritage, and its communities. The 
implementation of the PA co-management model implies the elaboration of a 
Co-management Plan.

According to Melgaço [23], the proposed PGNP Co-Management Plan, from 2022 
to 2027, has the following objectives:

a. The creation of a shared dynamic for valuing the PA, based on its sustain-
ability and focusing specifically on the fields of promotion, awareness, and 
communication.

b. Establish concerted procedures, aimed at better performance in safeguarding 
natural values and in responding to society’s requests, through greater articula-
tion and efficiency of interactions between the INFC, municipalities, and other 
competent public entities.

c. Generate a closer relationship with citizens and relevant entities for the promo-
tion of the sustainable development of the PA.

The public and associative sector has sought to publicize and increase the attrac-
tiveness of the cultural heritage, with a view to enhancing the touristic value of the 
territory. Even so, there is a lack of complementary heritage interpretation initiatives 
that facilitate the perception of its value and its enjoyment by the local population and 
visitors. In terms of promotion, a mainly local strategy is maintained, with campaigns 
and publications driven mainly by the municipalities, to the detriment of a joint 
communication that, perhaps, could be more efficient in terms of tourist promotion 
and have more impact and return for the territory. The collective brand Natural.PT 
could give extra help with this objective. The perception of the quality and economic 
value of local products/services is an objective that can also be applied to traditional 
knowledge and practices incorporated into products and human activities carried out, 
in a strategy to enhance existing resources. In addition, it can serve as a strategy to 
leverage and differentiate other expanding areas such as nature tourism, restoration, 
and handicrafts, among others.

Finally, to understand the impact on territorial planning (C5), the collective 
brand Natural.PT is present in several structures, which does not allow its extinc-
tion because it is part of INFC’s PA co-management division, integrating the co-
management commission, as one of its indicators (there are objectives concerning the 
number of Natural.PT adherents per year).

The great advantage of the co-management committee relates to the fact that 
communication between all those involved allows for complementarity and avoids 
wasting resources. Previously, there could have been multiple brands associated with 
the PA. At this moment, everyone competes to strengthen the Natural.PT collective 
brand.
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5. Conclusion

Probably implied by the fact that Natural.PT is still at an early stage, there is a need 
to create new dynamics for this brand. Although each stakeholder makes decisions 
according to their personal and business interests, the information actively disclosed 
by the collective brand means that people cannot claim that they were not informed 
about how to act more responsibly within the PA. Because joining the brand has no 
cost for members, it is believed that the country’s economic situation has no impact 
on Natural.PT.

The primary point will be to attract new members, an objective already established 
in the co-management plan. Understanding the stakeholders involved in the collec-
tive brand will also be a relevant topic in brand management and, consequently, in 
its success, as listening to those on the ground helps to understand the real points of 
improvement in the business and the difficulties faced in the PA.

At this moment, it remains to continue the brand’s cooperative actions, although 
two activities have already been carried out, it is necessary that they cover all pro-
tected areas, transversally, and that they have more consistency. Only then will it be 
possible for PA members to get to know each other, gain confidence, and start net-
working (this is one of the main objectives of the brand).

One of the main points to leverage this brand is the investment in promotion, as 
this is the only way to boost visitation. Despite the existence of Natural.PT, it is not 
possible, until then, to monitor whether people looking for members arrive because 
they have been in contact with the collective brand. A suggestion for this practice will 
be the use of digital branding strategies, such as investing in social networks, and 
email branding, among others.

The co-management plan is evaluated according to a minimum set of indicators 
(21, in this case), defined in an ordinance. Each PA can, to these indicators, and 
add others, but these must be included. The mission of the indicators is to assess 
how executable the plan is, in other words, how well the objectives defined in it 
are being achieved. Normally, the indicators have a starting point, which is the 
moment when the evaluation begins, and an endpoint, which defines the effective-
ness and efficiency of the action. The minimums are established by each PA and 
are assessed annually.

One of these indicators is exactly the number of adherents to the collective brand, 
which means that, in the plan, there must be one or more actions that make the con-
nection to the collective brand attractive and desirable.

Another obligation of the co-management division is the promotion of the PA. The 
PA is greatly promoted when it has the scope of the collective brand with a certain 
quality, with singular brands that assert themselves in a certain way. With this, a 
relevant topic is the search and identification of stakeholders. Those already involved 
in the collective brand were companies that are concerned with this issue and are 
committed to it. However, this topic should maintain consistency over time and 
continue to evolve.
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Chapter 7

Tourism Cohabiting with a
Pandemic: Lessons from the
COVID-19 (2020–2023)
Alain A. Grenier

Abstract

The pandemic caused by the striking transmission of COVID-19 in early 2020
decimated the population by attacking the most vulnerable—those with chronic
health problems and the elderly: one of tourism’s most important clientele. Before the
authorities had the tools to treat and protect the population from this virus, unprece-
dented sanitary measures were imposed in most countries of the world, restricting
freedom of movement—the core of the tourism experience. If no economic sector was
spared, tourism was among the hardest hit. As a luxury product, tourism was the first
sector to suffer the repercussions of political, economic, environmental and health
crises. Economic downturns usually result in layoffs and loss of revenues. The
COVID-19 crisis also led to the partial “destructuring” of the tourism industries. In
those circumstances, the challenge was to maintain just enough tourism activity to
save the enterprises and services involved while preventing the spread of the disease
any further. The crisis exposed the fragility of the tourism industry’s capability to
adapt and cope with a sanitary crisis. Based on experiences identified in the literature
during the pandemic, this study proposes an overview of the adaptation strategies
deployed by the tourism industries. The study aims to pinpoint resilient avenues for
dealing with future health crises.

Keywords: tourism, sanitary crisis, pandemic, lessons, management

1. Introduction

In terms of its nature—the transmission of a virus, the crisis generated by the
COVID-19 pandemic in 2020–2023 was nothing new. It was the lightning transmis-
sion of the disease, its severity—fatal for many, the absence of treatment for the first
year of the pandemic, and the shutdown of the world economy—including tourism—

that left their mark on the collective imagination. As an agent of virus transmission,
tourism was no innocent player in the disaster. It was not the first time. In the Middle
Ages, it took travellers 10 years to spread the bubonic plague (Black Death) to the four
corners of Europe and North Africa. The great influenza (“Spanish”) pandemic of
1917–1918 took a year to reach Europe from the USA, carried by soldiers in the midst
of war. In 2020, the COVID-19 virus took just over a month to spread from China—
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where it is believed to have originated—to the entire planet. The enlightened trans-
mission of viruses cannot be dissociated from technological advances in transport and
human mobility, as evidenced by the effects produced by a billion cross-border jour-
neys across the planet every year [1, 2]. Travel (business) and tourism (leisure travel)
have thus become both the main agents of propagation and its main victim. By April
28, 2020, 2 months after its emergence on American soil, COVID-19 had claimed as
many victims (58,365) in that country as the Vietnam War had in its 20 years of
conflict (1955–1975) [3].

Before the pandemic, travel and tourism (including its direct, indirect and induced
effects) were considered to be one of the world’s largest sectors, “accounting for 1 in 4
of all new jobs created worldwide”, and credited with “10.3% of all jobs (333 million)
and 10.3% of global GDP ($9.6 trillion)” [4]. In short, in many places, overcapacity
was leading to situations of over-tourism—the saturation of tourist sites and resi-
dences when the number of tourists exceeds one of the dimensions used to measure
carrying capacity (physical, environmental, visual, noise and/or socio-cultural), lead-
ing to the deterioration (or even exhaustion) of resources, the quality of the expected
recreational tourism experience and/or the quality of life of the host populations.
Despite pre-pandemic appearances, tourism is a fragile business sector that is sensitive
to the vagaries of economic, political, environmental and health conditions, both
locally and internationally.

When the World Health Organisation declared the COVID-19 pandemic on March
11, 2020 [5]—for a chronology of events, see [6–8], the governments of the richest
countries decreed the shutdown of economic sectors deemed non-essential and
imposed an initial two-week confinement on their populations. No one could have
imagined at the time that evil would strike for 2 years and that the crisis would extend
well beyond this period, generating inflation and even recession. In the space of 2
months, the globalised economy stopped spinning. Among the collateral victims were
the tourism industries, which were also condemned to confinement. While it may
seem obscene, at first glance, to bemoan tourism when healthcare workers are giving
their all to care for the sick in failing conditions—many at the cost of their lives at a
time when there is little understanding of how the virus spreads and no cure yet
exists—other human dramas are playing out behind the closed doors of containment.
From 1 day to the next, entrepreneurs, tour operators, hoteliers, innkeepers, restau-
rateurs and suppliers, attraction managers, their employees and their families are
faced with uncertainty: there are no more tourists, no more customers and no more
income. It took only 2 months after the outbreak of the SARS-CoV-2 (COVID-19)
virus for the tourism industry to collapse as borders were closed, travel and even
socialisation banned—unheard of in peacetime.

The pandemic put tourism on hold for an indefinite period. A luxury product,
tourism requires mobility and socialisation—two pillars that are proving to be the
main vectors for cross-border transmission of the disease. State-imposed restrictions
on both mobility and socialisation generated anxiety among the population, and even
domestic violence. This is a reminder of the importance of leisure, to which tourism
belongs. As a means of asserting social and even identity, the tourist experience pro-
vides customers with physical and psychological benefits through contact with and
discovery of new environments. As a phenomenon of post-industrial societies, tour-
ism can, when the time comes, be seen as a solution to the anxiety problems of
populations, rather than as an obstacle, at least if it is practised domestically. This will
suit certain destinations with a local clientele. However, in emerging countries such as
the Caribbean, where the clientele is essentially made up of foreign tourists, the

86

Post-COVID Tourism – Tendencies and Management Approaches



barriers to mobility are even more catastrophic. As a result, in 2020 alone, the pan-
demic caused the loss of 62 million jobs, which represented nearly US$4.9 trillion and
a 50.5% reduction in tourism contribution to GDP ([4], p. 8).

The near-complete cessation of tourism, particularly international tourism, raised
the spectre of destructuralisation, i.e., the permanent reallocation of key industry
infrastructures—such as transport, accommodation and catering—to functions other
than those for which they were designed (residential housing, for example). When
tourism resumed, it was feared that some infrastructures (transport and accommoda-
tion, mostly) would no longer be available and that the industry would shrink. The
dependence of some economies on tourism alone also showed its limits. Foreign
tourism had to be part of the solution, along with economic diversification.

Not only does the pandemic demonstrate the fragility of national and global econ-
omies, but it also sheds light on shortcomings in the degree of preparedness of states
and the ability of their societies to cope with a crisis of this scale. Some researchers
[9–11] have addressed health crises in their work, particularly in relation to the SARS
pandemic (for instance, [12]). However, none of their studies covered the manage-
ment of such a universal crisis as the one caused by COVID-129. Some studies have
looked at the effects of epidemics, i.e., localised to a given area. Studies on the impact
of international mobility have tended to focus on the (involuntary) import of foreign
plant and animal species (see [13]). The effects of a pandemic on tourism will not be
studied until 2020. Hence, we found ourselves “building the plane in flight” to use the
image coined in 2016 by a Google director, Max Ventilla.

The crisis also raised doubts about societies’ ability to respond to other crises of the
same magnitude in the possible event of multiple crises—combinations of sources of
disruption [14]. Yet recent history has left clues in its wake as to the possibilities of
global crises: the terrorism attacks of September 11 (2001), the avian flu (SARS,
2002–2004), the H1N1 virus (2009), the Middle East Respiratory Syndrome (2012)
and the Ebola haemorrhagic fever in Central and West Africa (2013–2016). Apart
from the political terrorist attacks of September 11, the other major events were
all health-related. They all reached the epidemiological level (contagion of a
large number of people in a given region where the disease does not usually
prevail) or the pandemic level (contagion that spreads to the entire population of
several countries or even beyond a continent) without ever reaching the planetary
threshold.

The impacts of the COVID-19 pandemic are widely described in both grey and
medical literature. Tourism intellectuals were fast not to be outdone, launching as
early as March 2020 special issues written on the spur of the moment, almost unani-
mously calling for a rethink of the way the tourism industries operate, arguing for
more equitable and sustainable consumer choices (see [15, 16]). Some even called for
the “deglobalisation” of tourism (see [17]). Wishful thinking if ever there was, but
disconnected from the economic reality facing tourism entrepreneurs, many of whom
have been bled dry by this pandemic that they never saw coming and against which
few, if any, had been able to immunise themselves financially. This raises the question
of the present: how to survive, while waiting for the aftermath—and how to get there?
There is also the question of tomorrow: how can the tourism industry recover from a
global crisis, knowing that transport, the essential pillar of travel, is also its Achilles
heel as a vector for cross-border transmission of the disease?

Drawing on the experiences identified in the literature during the pandemic
(notably [18]), this study provides an overview of the adaptation strategies deployed
by tourism industries around the world to maintain, at the very least, leisure travel
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during the COVID-19 pandemic. It aims to identify resilient avenues in the face of
future health crises.

To this end, the study:

a. juxtaposes the conditions necessary for tourism with the health challenges of a
pandemic;

b. identifies the conditions required for business recovery;

c. lists responses from the tourism industries.

2. Methodology and study limits

Aware that each tourism sector requires specific solutions, the author has chosen
an inductive approach—reasoning that moves from the specific to the general [19].
Thus, “from reported or observed facts [… ], the researcher arrives at an idea by
generalisation rather than by verification against a pre-established theoretical frame-
work”, underline Blais and Martineau ([19], p. 5). The study draws its data from the
story of the crisis and the measures put in place by the different types of actors
(governments, entrepreneurs, support service providers, etc.), in order to draw gen-
eralisations applicable to the whole, as far as possible. At this stage of the crisis, the
present study has opted for findings based on grey literature, i.e. press articles, which
abound on tourism issues, illuminated by previously published studies on the condi-
tions necessary for tourism development.

A single study cannot claim to be able to bring all these lessons together—each
player and each environment has its own context and particularities. Beyond these
micro considerations, however, there are macro principles that can provide clues as to
the scenarios to be envisaged in the event of the next global health crisis. The article
summarises the types of adaptations employed by the tourism industry in a context of
viable cohabitation with the evil that requires it to review the shape of its products and
services—in short, its modes of operation, while recognising the volatility of scenarios
in the event of a new virus with unprecedented effects.

3. Conditions for tourism

A remedy for the alienation of industrialised and post-industrial societies, tourism
involves moving away from one’s domestic and familiar world to a foreign, national or
international host environment. This displacement from one’s mastered universe leads
to a loss of reference points, which, in the context of the support provided by the host,
encourages the renewal of mind and body—the vacation. Six conditions must be met
in order to carry out a tourist activity:

1. the existence of an attraction (which stimulates the desire, the dream, the project
and finally the decision to go);

2.a discretionary budget (what is left in the budget after you have taken care of
your basic needs: housing, food, etc.: to cover the financial costs of your dreams):
to cover the financial costs of your dreams)
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3.an infrastructure to support the dream (transportation, lodging, field
guides, etc.);

4.paid leave (time off from regular and funded activities)

5.health (being able to get around and enjoy your stay away from home); and

6.safety (guaranteeing healthy physical and psychological conditions for the trip)
and its perception [20]

When these conditions are met, the majority of people can indulge in leisure travel
(tourism). Tourism allows people to renew themselves through immersion in new
environments and the realisation of new experiences involving varying degrees of
socialisation. This socialisation inevitably requires physical proximity (proximity of
service) and interpersonal exchanges, ideal for the transmission of viruses that can
lead to disease. However, by compromising four of the conditions necessary for travel
(health and safety, loss of discretionary budget and paid leave, for many), the 2020–
2023 COVID-19 pandemic has forced a halt to all activities requiring physical prox-
imity. Tourism could only resume under certain conditions (6), as set out by the
World Health Organisation (Box 1) [21].

Criteria 2, 4, 5 and 6 were particularly relevant to tourism. The second involved
guaranteeing the presence of an unsaturated healthcare system capable of treating all
patients. The precautionary principle thus requires each tourist to be a responsible
citizen, so as not to create or contribute to situations that could exert pressure on the
health system of their territory, or that of a receptive environment, by risk of
importing the disease (criterion 5). Criteria 4 addressed the issue of space organisation
(including ventilation, as we would learn) to prevent proximity contact and the
transmission of the virus. Criteria 6 stressed the necessity of population awareness of
the risks and the precautionary behaviours to be adopted.

Those steps were required as tourism is a giant with feet of clay: it is sensitive to
the vagaries of economic, social, political and health moods. In the absence of a
pharmaceutical solution that could be administered to vast swathes of the human
population, tourism became virtually impossible across borders. With the arrival of a
pharmaceutical solution (1 year into the COVID-19 pandemic, at the end of 2021),
cohabitation with the virus replaced the wish for community immunity, which would

ONE: transmission must be controlled.
TWO: capacity of the healthcare system to detect, test, isolate and treat each case and trace contacts.
THREE: minimising the risk of epidemics in specific locations, such as healthcare facilities and nursing
homes.
FOUR: implementation of preventive measures in workplaces, schools and other places essential to the
population.
FIVE: control of import risks.
SIX: raising awareness and involving the population to equip them with the means to adapt to the “new
normal”.

Source: adapted from WHO [21].

Box 1.
Six criteria for lifting containment restrictions of the 2020–2023 pandemic.
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not come [22]. Community immunity requires a sufficiently high number of
immunised individuals to limit contagion of the disease to less than one person per
agent of transmission (i.e., an R0—reproduction zero—of less than 1). This rate varies
according to the degree of transmissibility of the disease. Rawaf et al. [23] predicted
nine (9) waves of transmission (as of fall 2022, 8 waves of COVID-19 had been
recorded in many countries [24, 25]). Economic recovery therefore took place against
a backdrop of partial containment including tourism market bubbles, i.e. by agree-
ment between specific populations where contagion was under control, if not limited,
creating a gigantic diplomatic and transportation headache. The challenges facing the
tourism industry were therefore manifold: restoring customer safety and confidence
by adapting services and infrastructures to the new health regulations, while ensuring
the sustainability of operations, without having to rely on the profit margins enjoyed
by some companies up to 2020. The answers would come from the resilience of some
and the imagination of others.

4. Crisis management

Sooner or later, every unit, a group, a society, a company or an organisation is
bound to experience a crisis. A crisis can be defined as “a process in which an unusual,
unexpected, or the least-expected situation occurs in a certain period.” ([26], pp. 2–3).
Moreover, this situation temporarily disrupts the proper functioning of the unit,
requiring an active response on its part. There are several levels of crisis, from minor
to major, including catastrophe—“[an] unexpected discontinuity in an otherwise
continuous system,” ([27], p. 255) which leads to irreparable loss. To survive, the unit
must reinvent itself through fundamental change. The crisis evokes the setback or
possible setback for the unit due to major, often unexpected elements against which it
is unprepared or ill-prepared. It requires the unit to react to choices of a behavioural,
ethical or moral nature: resilience. This response may even call into question the
organisation of the unit itself. As Ritchie et al. ([28]: p. 203) point out, understanding
the nature of a crisis is important. However, it is even more important to know how to
manage it in order to mitigate its impact on the organisation and its short—and long-
term development. A unit unable to manage a crisis is bound to disappear and be
replaced by another. “[T]he real challenge is to recognise crises in a timely fashion and
implement coping strategies to limit their damage,” argues Darling et al. [29].

Two elements are particularly important in this management: communication (the
message and how it is delivered) and perception (how events and the message are
received and understood by the public affected by the crisis). In tourism, communi-
cation helps destinations both to limit the negative impacts of a crisis and, at the same
time, to recover from the difficulties that have arisen ([28], p. 203). However, there is
a third element: the revival of the service damaged by the crisis.

Crisis scenario planning can help prevent a system or organisation from imploding.
It requires cold thinking and consideration of the responses to be given to different
situations.1 These situations can be considered individually or in combination, i.e., a
multidimensional crisis. These include crises of an intra-organisational nature—
within an organisation—and extra-organisational crises—external to the organisation,

1 See Grenier ([30]: pp. 399–403) for a list of risks in tourism.
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but whose effects have a direct impact on it. In the case of the 2020–2023 health crisis,
it began extra-organisational and rapidly became intra-organisational.

Responses to crises and disasters, although conceivable, can never be fully planned.
Actors can prepare themselves to prevent the implosion of their system or organisation.
This means considering and thinking, in the cold light of day, about responses to
different scenarios. These include crises (internal to the organisation) and catastrophes
(external to the organisation). One can respond to a disaster insofar as the players still
have the resources to do so, i.e., the supply networks (services and raw materials). If
these are destroyed, or if access to them is cut off, disaster management inevitably
requires help from outside the affected area. The organisation must therefore develop
mutual aid networks in anticipation of disasters while managing its own (implicitly
internal) crises. A crisis takes on unprecedented proportions when it affects both the
actor and its networks. In a way, this was the COVID-19 pandemic scenario.

Any crisis calls into question the notion of safety—the means available to a player
to deal with risks, in addition to those resulting from bad intentions (in which case it is
a question of security). The same applies to tourism. However, the usual security
measures deployed in the tourism industry proved useless against the virus, as its
players had mainly invested their efforts, since September 2001, in security measures
targeting criminal activity—crimes against people and property. In terms of health
safety, the tourism industry’s actions were often limited to that of premises and
equipment in the face of environmental and behavioural risks. With the exception of
food hygiene and vaccination requirements for some destinations, nothing really
addressed health safety.

For tourists, safety is a question of both perception—whether or not they are in danger
(target) or exposed to danger (collateral victim)—and evaluation of the actual risk. For
example, states afflicted by social or even armed conflict may continue to receive tourists
if the crisis does not affect the area where holidaymakers are concentrated. In the case of a
health crisis, few places can claim not to be at risk, since the tourist—the beneficiary—is
himself the potential vehicle for disease transmission. Kanlayanasukho and Veuthey
([31], p. 108) propose two types of crisis management response:

a. the operational response—the taking of immediate decisions and actions
to manage the effects of a given crisis on customers and suppliers (it
includes the financial response, which aims to compensate actors affected
by the crisis situation and encourage the return of tourists, the crisis over); and.

b. the communication response, which aims to put in place measures to mitigate
current and future losses.

Each of these responses requires actions. In operational terms alone, we can sum-
marise the strategies available to tour operators to recover from a crisis as five:

a. shifting the offer from one receptive environment to another;

b. relaunching the product through a communication campaign ([31], p. 102);

c. market segmentation ([31], p. 102);

d. complete destination renewal; and

e. offer diversification.
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For rapid and effective responses, these strategies need to be developed in advance
of the disruption, bearing in mind that each crisis is unique and distinct from one
another. Consequently, no matter how well thought-out, risk management responses
will need to be revised during the crisis. In tourism, the aim is to shorten the lean
period while working to eliminate the risk of destructuring. Based on the study
of crises since 2000, the World Travel & Tourism Council and Global Rescue
calculate an average recovery time of 11.5 months following a terrorist attack
(2–42 months, depending on the scale of the attack); 16.2 months following
natural disasters (1–93 months, depending on the scale) and 22.2 months following
socio-political unrest (10–44.9 months, depending on the scale) ([32], pp. 5–9).
For health crises, the average time is 19.4 months (ranging from 10 to 34.9 months,
depending on severity), resulting in economic losses of 45–55 billion dollars ([32],
pp. 5–9). In the case of the COVID-19 crisis, Gombault et al. ([15], 80) estimated
in 2020 that it would take up to 3 years, or 2023, to return to “normality”—a
prediction nearly right yet not completely fulfilled as of 2024. Hence, it is important
for the tourism industry to be better prepared to withstand the blows, which would
not be possible without the tourists themselves participating (financially) in this
anticipation.

5. Responses from governments and the tourism industry

At the start of the COVID-19 pandemic, the sanitary measures adopted by many
States (social distancing, disinfection of hands and contact areas, establishment of
space partitions with Plexiglas, and most importantly, the wearing of face coverings)
were primarily aimed at preventing the spread of the virus droplets during verbal
communication. It was also a question of restoring the citizens’ confidence to pursue
their essential movements. Health authorities started by re-establishing a form of
security in domestic life—grocery stores and other supply services, medical visits,
schools, etc. Once tested, sanitary measures could then be extended to non-essential
activities, such as tourism.

In order to resume their activities, the tourism industries needed to reconcile the
conditions required for travel with the restrictions imposed (Figure 1). The relaxation
of the sanitary protection measures recommended by the World Health Organisation
from 2020 to 2022 was only possible if a transmission rate in the population of less
than 1 was achieved, i.e. if one infected person contaminated less than one contact.
And yet, the death toll inflicted by the virus—6 to 16% in G7 countries [33]—dis-
criminated primarily against the elderly (aged 70 and over—a large segment of active
tourists), but also younger retirees, those with a discretionary budget and time so
essential to tourism. Hence, time became a significant part of the safety equation
[34]. Herein laid the challenge of reactivating the economy, tourism and its
industries, while maintaining social distancing measures. Should it fail, it would
reignite the contagion, with a return to confinement to reduce the number of
casualties.

Tourism recovery requires coordinated actions by several groups of players at all
levels: political and administrative, local, national and international (opening of bor-
ders, creation and distribution of aid funds, financial support from the state and
charities), insurance companies (coverage of pandemic-related risks, including care
required in the event of contracting the disease while travelling, and, what is
more, abroad), the medical sector (health care, capacity to respond to demand)
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and, last but not least, the tourism industries themselves—transport,
accommodation, catering and attractions, according to the contextual guidelines laid
down by the public health authorities of both visitor-generating and host-receiving
environments.

In the case of the 2020–2023 pandemic, the focus was lifting the lockdown, which
was applied gradually according to the type of service and production method. In
tourism, deconfinement was first allowed on a regional and national basis, according
to the health status of host communities and tourist-generating regions, by type of
activity (and age group). The same process was extended at the international level.
The aim was to align deconfinement measures with the conditions set by the World
Health Organisation (WHO) (Figure 2) [21]. Gradually, a number of tourism services
and environments have been able to meet the World Health Organisation
deconfinement requirements (taken over by national public safety authorities). But
some key sectors faced significant obstacles due to:

Figure 1.
Links to the impact of the COVID-19 pandemic on the six conditions necessary for tourism. Source: author’s
conception.
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a. infrastructural considerations, notably with regard to space (cabin and
passenger compartment) for collective mobility (aeroplane, train, coach and
ship),

b. border closures or prohibitions on access to certain areas and territories, and.

c. the age and health of the clientele and host populations.

For tourists, safety is a question of perception—whether or not they are in danger
(target) or exposed to danger (collateral victim). For example, territories afflicted by
social or even armed conflict may continue to receive tourists if the crisis does not
affect the area where holidaymakers are concentrated. In the case of the health crisis,
no place could claim not to be at risk, since the tourist himself was the object of virus
transmission.

The recovery scenarios considered by the various tourism industries during the
pandemic were linked to the containment measures established by the governments.
States’ strategies differed according to whether they decided (a) to let things go
without restrictive measures (as in the case of Russia, Brazil, the United Kingdom,
Sweden, etc.) or (b) to partially lockdown the population and its economy (USA); or
(c) to completely isolate and lockdown its borders while maintaining essential services
(Canada, Québec, France, etc.). Two approaches emerged: mitigation (attenuation of
the disease or its effects to make them tolerable) and eradication. The more aggressive
approach to eradication has involved the rapid closure of borders, the rapid detection

Figure 2.
Factors detrimental to tourism and conditions conducive to its recovery. Source: author’s conception.
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of the virus through mass screening and the use of technological applications (includ-
ing sensitive data on the movement of citizens). These include Australia, China,
Iceland, South Korea, Taiwan, Vietnam and New Zealand. What these countries have
in common is that they are both geographically and politically insular. They have
managed to control community transmission, enabling a return to normal life—at
least, at certain times.

Three scenarios for the onset of a crisis then emerge:

1.no containment—business as usual, with no mandatory risk mitigation measures
(and risks to the healthcare system);

2.complete containment—until a medical or pharmaceutical solution is discovered
to protect the healthcare system, with known socio-economic consequences;

3.partial containment (managing the number of people in each other’s presence)—
with the introduction of infrastructural, temporal (curfew) and health risk
management measures (implying that certain types of services and activities
cannot be permitted).

It is possible to group together the measures deployed around the world as identi-
fied in the grey and scientific literature to mitigate the effects of the health crisis on
tourism (Table 1). Hudson [18] provides an interesting overview with case studies
from all around the globe, yet without synthesis. States and tourism industry players
responded to the pandemic crisis first and foremost with information on the develop-
ment of the crisis. Information and communication technologies (ICTs) then proved
indispensable for managing socialisation in public places and enabling a maximum
number of exchange networks to be maintained without physical proximity contact.
At the same time, promotional campaigns on social media enabled the most imagina-
tive destinations to remain “virtual” in people’s minds.

In Iceland, for example, some tour operators have created wildlife excursions in
order to broadcast live, via social media, commented experiences, in English, to an
international audience (Figure 3). The interaction between customers and the tour
operator, through exchanges of comments and the affixing of emotion icons (hearts,
“likes”), enables the entrepreneur to hope to turn a few social media followers into
prospective customers. Numerous destinations, particularly in film tourism and for
museum exhibitions, used that approach.

Pandemic management required operational measures. In terms of health, these
included screening for the virus and the disease, vaccination, application of sanitary
measures to the general population, and certification of citizens’ vaccination status as
soon as the pharmaceutical response appeared. At the same time, governments
deployed administrative measures to contain the virus, on the one hand, and to
support households and businesses with financial aid, on the other. The tourism
industry came to a virtual standstill, or had to rethink its functions—accommodation
was sometimes used to relieve overburdened hospitals, or even as a depot for medical
equipment. Some tourist accommodations offered their units for long-term
healthcare, for employees who opted to telework from another location, provided
inter-regional transport was available or permitted.

As soon as sanitary measures enabled economic activity to reopen, even partially,
tourism was back in full swing. We then saw the deployment of new responses at both
communication and operational levels (Table 2). In terms of communication, the
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strategies remained the same: keeping the public informed as the situation evolved
and as to what was now permitted, or what restrictions were to be maintained.
States had to play a balancing act in the face of grumbling, as certain freedoms
were allowed while others remained prohibited, in terms of both socialisation
and services.

Many destinations turned to the local market. This was the case with Norway [35]
and Quebec [36], for example, two states which launched domestic marketing cam-
paigns at the end of April and May 2020 to promote their offer and encourage local
tourists to discover their own heritage (a solution that is both compensatory and
adaptive). At the operational level, this implied new health safety measures. In
the absence of medicine against the virus, the first summer, the Québec State encour-
aged people to rent cottages and bringing sufficient food supplies to prevent
contamination of the local communities at their points of service. Many communities
far from the main tourism centres would benefit from the influx of local tourists,
often with unprecedented success, especially as vaccination allowed less restrictions.
Day trips, otherwise known as “staycations”, were also encouraged while waiting for
the upturn.

With vaccines arriving in 2021, extending tourism to foreign markets required to
obtain vaccination certification and flight or ship pre-departure temperature readings,
adding to the administrative burden of the stay. International travel requires deter-
mination and patience. If tourism was to be revived smoothly, it was also necessary to
restrict capacity (both in transport and at destination). Operators and hosts alike were
required to review the layout of the space, keeping in mind the people’s way of
moving about inside buildings, disinfection of premises and even their bedroom
quarantine for a few hours after customers have passed through. All these measures
raised issues of manpower management, food supplies and profitability.

For destinations largely or exclusively dependent on international tourists (often
sun destinations in emerging countries), the crisis continued. Based on data on the
control of the spread of the virus, states established bubbles between privileged

Figure 3.
Using social media to broadcast a live whale-watching tour (circle) to promote a tourism product to a prospective
clientele around the world. Source: Screenshot taken by the author during a live session on Facebook.
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markets (usually neighbours but also between states of different continents), allowing
the most risk-tolerant tourists to reclaim air travel and cruises. The first cruises took
place only along the coasts of one state, with customers from the same country and
without stopovers. The upturn was marked here and there by cases of contagion,
illustrating that taking the temperature of tourists before departure was no guarantee
of a Covid-free trip [37]. These sporadic contagions required the tracing of travellers
who may have been in contact, and their eventual isolation, applied with varying
degrees of effectiveness depending on the state. Not all individuals—tourists and
citizens alike—had the health of their fellow citizens at heart. At this stage, economic
assistance programmes for businesses and citizens are generally extended. In some
cases, rapid training programmes are added to help the workforce retrain for the job
market once the crisis is over.

Not all attractions are equal in the face of a health crisis. In the case of the 2020–
2023 pandemic, some tour operators showed originality by revising the formula of the
experiences they offer (open-air cinema in nature parks, for example). Nature tour-
ism gained in popularity as a self-sufficient activity. It often leads to overtourism,
which has negative impacts on natural resource management. Where groups
remained a necessity, and in emerging environments where medical or pharmaceuti-
cal treatment was inadequately supervised—the various vaccines on offer were not all
recognised by the States, imposing other administrative barriers—some attractions
and destinations suffered from the loss of most needed revenues.

6. Lessons learned

In the spring of 2023, the COVID-19 pandemic slowly faded away. As the World
Health Organisation (WHO) lifted the health emergency on May 5, the world’s econ-
omies began to breathe a sigh of relief [38]. The tourism industries are now drawing
lessons from the reactions and adaptations developed—albeit often improvised—to
counter the effects of a health crisis on a scale never before imagined.

These reactions and adaptations can be broken down into five general phases
(normality, beginning of the crisis, during the crisis, end of the crisis) (Figure 4).
Depending on whether the problem is non-recurring, recurring or permanent, various
solutions emerge. In a state of “normality”, operators of all kinds need to anticipate
possible crises (those already experienced—recessions, socio-political crises, climatic
and natural crises, cultural crises, criminal and terrorist crises—and now health cri-
ses). This means anticipating possible crisis scenarios and emergency plans, involving
local and national authorities and the entire supply and support chain. The aim is to
have a choice of possible reactions and actions in the event of the introduction of a
disruptive agent into the socio-economic environment. The weakest link in any crisis
management process is generally found upstream, insofar as the problem must be
considered in advance by the stakeholders. However, small businesses often lack the
resources, expertise, and time to do this, and they devote most of their efforts to the
profitability of the moment.

The responses deployed by the tourism industries to the 2020–2023 health crisis
can be broken down into three types of problems: non-recurring, recurring and
permanent. A non-recurring problem generally occurs once or twice. It calls for short-
term solutions. These are generally compensatory solutions in monetary terms (credit
on the next visit, reimbursement or cancellation of activity). If they persist, the
company must simultaneously suspend the product while promoting it, to keep it in
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the market’s thoughts—a major lesson of the pandemic—and encourage its rapid
relaunch when the crisis is over. Conversely, the product must be abandoned if the
practice becomes permanently impossible in the long term (as is the case with climate
change for many winter practices, for example).

When the problem becomes recurrent, or the crisis drags on too long (as in the
case of pandemic 2020–2023), adaptive solutions (temporal, spatial, conceptual,
experiential and entrepreneurial) are required. The temporal solution involves tem-
porarily suspending the product or its experience. If the conditions necessary for its
realisation are available by revising the organisation of the site, a physical
reorganisation is required. The spatial solution may also involve moving the activity to
another receptive environment to meet the criteria for safe execution. If necessary,
the concept or form of the product or service can be revised. One experience can also
be substituted for another.

In the event of health crises, pharmaceutical solutions may help restore normal
functioning, enabling adaptive solutions to offer sufficient entrepreneurial and expe-
riential resilience. In the case of disruptions that become permanent, the long-term
effects of climate change are a case in point, and long-term solutions are required.
These often involve innovation, i.e., improving a service or product by adding new

Figure 4.
The five possible reaction times and adaptations of tourism experience providers due to crises. Source: Author’s
conception.
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elements. This can involve technological solutions (as during the COVID-19 pan-
demic, with visits to tourist sites via videoconferencing), temporal solutions (visits by
appointment or by modifying service hours), conceptual solutions (by modifying the
content of the experience, often in reference to its mythology, as in the case of climate
change with snow) or, ultimately, by creating entirely new tourist experiences.

6.1 What did not work

Despite the many solutions put forward by governments and companies, there
have also been failures—ideas that have not come to fruition. In general, governments
intervened quickly to inject emergency funds to help companies survive. Certain
sectors were initially excluded—air transport and cruising, only to receive aid in
extremis (aviation only, as shipowners often register their vessels in tax havens). In
the case of labour, the promised aid was often very uneven, even within the same
jurisdiction, as in the case of smaller players—often individual or family businesses,
whose cash flow is often extremely imitative. Since self-employed or seasonal workers
are often less well-trained, they were the first to be laid off, finding themselves
without recourse because they had not worked long enough. Without qualifications, it
is difficult for them to work remotely ([18], p. 144).

In emerging countries, many companies and their employees live on daily earn-
ings: without cash inflows, it is the end ([18], p. 146). Because of corruption and lack
of trust in the central state, many citizens work outside the formal economy, escaping
the tax system and, at the same time, state social programmes ([18], p. 74). In these
situations, the pause in the economy and the social restrictions (mobility, proximity,
etc.) introduced to halt the spread of the deadly virus could quickly lead to psycho-
logical distress, which in turn could lead to suicide. This shows how important it is for
governments to combat corruption and abuse (unjustified expenditure, for example),
which are partly responsible for the cynicism of citizens, leading to a shift away from
the formal economy (and towards the informal economy).

Anti-vaccination campaigns, which were generally supported by people with little
or no information, slowed down efforts to mitigate the pandemic. Sometimes, con-
tradictory messages from the authorities contributed to misinformation. Pressure
from the public to reopen the economy too quickly to foreign markets may have
proved counter-productive when the relaxation of health safety rules made the desti-
nation a super-propagator.

The use of smartphones for a multitude of applications, thanks to QR codes, has
encouraged “contactless” services. Already well established among young people
under the age of 50, this technology has at the same time helped to isolate some of the
elderly clientele, for whom this new way of interacting remains inaccessible due to
sight problems, hand dexterity or other forms of a form of disability.

Another flaw was the neglect of environmental considerations in the aid
programmes developed. Stopping tourism has had a positive impact on natural eco-
systems in urban areas. However, in “wild” environments, the lack of income has
affected the resources allocated to conservation, particularly in Africa ([18], p. 200).

7. Conclusion

From relatively localised ailments before the development of mass transportation,
viruses are now increasingly called upon to disrupt economic and social activity on a
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globalised planet. There are thought to be at least 1.7 million unknown viruses in the
world, of which 540,000 to 850,000 “have the capacity to infect humans.” ([39],
p. 5). Of these, 60 to 75% of new human infectious diseases (Ebola, Zika and influ-
enza, AIDS, COVID-19) are zoonoses, i.e., derived from pathogens transmitted to
humans by animals [40, 41]. Among the reservoirs most conducive to transfer to
humans are mammals (bats, rodents, primates, birds)—especially seabirds—and farm
animals (especially pigs, camels and poultry) ([39], p. 5), many of which come into
contact with tourists as part of nature, agricultural or food tourism activities. From
epidemic (local transmission) to pandemic (continental or global transmission), there
is only one step: mobility.

The lessons learned from the 2020 to 2023 Covid pandemic can be divided into
three main phases. Firstly, the world economy was brought to a temporary halt in
order to prioritise the stabilisation of the health crisis. Even a partial resumption of
tourism activity remained dependent on a variety of means that were not welcome in
most cultures, such as physical distancing, behavioural (respiratory) hygiene, and
physical and technological adaptations. The arrival of pharmaceutical solutions did
not solve everything; instead, it brought much-needed relief to healthcare systems by
mitigating the effects of the virus.

A second phase followed, known as partial cohabitation with the virus, in which
strict rules were applied to mitigate or even reduce the potential for propagation in the
populations the least at risk. When this second period was successful, the third phase
could follow: a complete economic recovery, that is, a return to a new normality. This
reality remains fragile insofar as globalisation continues to accelerate not only physical
contact between humans but also original experiences with exotic fauna, which is also
capable of transmitting viruses.

Despite the lessons learned from the pandemic, nothing is certain. The recent
warning from the World Health Organisation [42] about the possibility of the H1N1
virus (avian flu) mutating into humans is a reminder of the vulnerability of human
health to viruses and the strong possibility of another pandemic.

As each virus has its own specific characteristics, the adaptations developed during
the COVID-19 pandemic are in no way a guarantee of the measures that will need to
be put in place for the next health crisis. But the lessons of principle remain valid: the
need for public health watch and health networks equipped in terms of manpower and
operational capacities, the rapid reaction time of authorities at the first signs of crisis,
and the quality of responses (support actions) from the population and businesses.
This will require reserves to pay salaries and rents for several weeks or even months,
which should directly appeal to tourists to pay more for their trip, something that
conventional mass tourism, based on economies of scale, has yet to learn.
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Chapter 8

Strategic Management and 
Stakeholder Engagement: A Case 
for Environmental Sustainability
Ajay Khatter

Abstract

There has been an increase in industrial activity in the last few decades, but we 
must not lose sight of the importance of protecting the natural world. Industry 
stakeholders are concerned because we have yet to determine the long-term effects of 
this significant issue. Environmental sustainability is crucial given the world’s increas-
ing population, industrialization, and mounting evidence of climate change, envi-
ronmental degradation, and global warming. Organizations have made significant 
efforts to reduce their environmental impact, and this study will explore the obstacles 
they must overcome to become environmentally sustainable. The study’s findings may 
have important implications for businesses, clients, stakeholders, and the environ-
ment. The application of stakeholder theory has improved our understanding of 
company behavior, particularly in a dynamic and rapidly changing business environ-
ment, where environmental concerns are gaining traction. The purpose of expanding 
stakeholder theory could be to create fair value for all stakeholders while benefiting 
society and the environment.

Keywords: environment, sustainability, management, stakeholders, policy

1. Introduction

The modern industrial society has negatively impacted the global environment 
in numerous ways, most notably through air, soil, and water pollution, global warm-
ing, and climate change. This generation’s defining issue may be climate change 
and its repercussions [1]. Consequently, it is acknowledged that the current rate of 
resource consumption cannot be maintained in the future. The greenhouse effect, 
which describes how carbon dioxide and other gases in the earth’s atmosphere trap 
solar radiation in a greenhouse-like manner, is becoming more prevalent due to 
increased human activity, resulting in further global warming and climate change 
[2]. Governments are under increasing pressure from environmentalists, consumers, 
and communities to protect the environment [3]. This is essential for avoiding future 
harm, preventing irreversible damage, enhancing the ecosystem’s capacity to support 
life, and allowing the regrowth of life forms whose survival has been threatened by 
excessive pollution and depletion of natural resources [4]. All parties must collaborate 
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to manage and resolve a pressing issue like environmental sustainability. Stakeholder 
theory has been utilized frequently in sustainability management research to explain 
corporate environmental and social behavior and corporate social responsibility 
(CSR) motivations and drivers [5]. Understanding, developing an effective plan, 
and reaching a consensus are crucial components of stakeholder theory to achieve 
environmental sustainability. To increase the value of a concept—in this case, the idea 
of environmental sustainability in an organization—a variety of stakeholder perspec-
tives and influences are required, as the best results and value cannot be achieved 
without their guidance [6]. Companies may miss valuable input, support, and advice 
if business partners are not involved as stakeholders [7]. This can be detrimental to 
the organization, as stakeholders’ influence and power will impact the organization’s 
initiatives. Engaging stakeholders in a company’s decision-making process will help it 
achieve corporate responsibility and environmental sustainability over time, ensuring 
that they benefit from the results and contribute to their creation [7].

2. Literature review

In recent years, the global significance of environmental sustainability strategies 
as a core value has increased [8]. In recognizing and addressing their corporate social 
responsibilities and the environmental impact of their operations, organizational 
management needs to overcome significant obstacles. Brundtland Report defines 
sustainability as “development that meets present needs without compromising 
future generations’ ability to meet their own needs” [9]. After quality management 
and information technology, environmental sustainability is anticipated to become a 
management priority of the utmost importance. The ability to implement sustainable 
practices will significantly impact the survival and success of an organization [3].

Sustainability encompasses the economic, social, and environmental aspects, 
although these have been treated separately to serve distinct interests. Social, eco-
nomic, and environmental sustainability are interdependent, but in the developed 
world, social and economic sustainability has received more attention than environ-
mental sustainability [1]. As a result of population growth driving increased eco-
nomic activity to support social progress at the expense of the environment, it is still 
being determined whether environmental, social, and economic goals associated with 
sustainability can be harmonized [10]. There is a growing awareness that these three 
dimensions must work together because the earth’s natural resources are limited, and 
the current generation must leave them to future generations.

Organizations have positively impacted the social dimension of sustainability by 
creating jobs, educating and training the workforce, enhancing working conditions, 
and supporting other social initiatives [11]. The increase in commercial activity has 
drawn attention to the economic aspect of sustainability. Consumption of goods 
and services has increased society’s happiness, well-being, and social welfare, so this 
aspect has received the most attention. As a result, organizations have invested in 
infrastructure, manufacturing, plant, and machinery, achieving its primary objec-
tive of maximizing profits for owners and shareholders [12]. Economic activity has 
aided social sustainability by increasing employment and fostering a skilled labor 
force. Humanity has depleted ecological reserves and distributed waste that has 
contaminated the earth and its atmosphere to promote social and economic sustain-
ability, impacting the delicate climate that sustains life. We are now experiencing the 
repercussions of failing to balance and coexist the three sustainability pillars [13, 14]. 
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Failure to balance the three dimensions of sustainability leads to deforestation, bio-
diversity loss, resource depletion, the production of pollutants and long-term spoils, 
increased greenhouse gasses, world warming up, and harm to ecological surroundings 
[15]. We have long believed that environmental protection and economic growth are 
mutually exclusive. Environmental sustainability must precede economic and social 
sustainability if climate change and greenhouse gases have to be mitigated. These 
three components must collaborate and rely on one another to ensure sustainability. 
Moreover, achieving sustainability in these three areas is necessary for sustainability 
as a whole [10].

Internal barriers are one of the primary reasons organizations do not incorporate 
environmentally sustainable practices into their daily operations. Costs and a lack 
of legitimacy are internal barriers to environmentally sustainable practices, while 
regulation and industry-specific obstacles are examples of external barriers [16]. 
Small and medium-sized enterprises (SMEs) must be convinced about addressing 
environmental sustainability concerns. When attempting to address environmental 
management issues, SMEs face internal and external obstacles, but the latter is more 
crucial to their success [17]. Moreover, these companies are still determining the 
advantages of implementing environmentally friendly initiatives and practices. Due 
to a lack of client pressure, low client awareness and understanding of environmental 
sustainability, and other inadequate drivers, smaller organizations exert less effort 
to address environmental sustainability issues [17]. In addition, these organizations 
need help to locate and acquire high-quality environmental management guidance 
and data. Even when SMEs initiate and implement an Environmental Management 
System (EMS), the process is frequently halted, and resources are redirected to core 
business operations [18].

Freeman and Reed [19] developed the stakeholder, organizational management, 
and business ethics theory. This theory examines how morals and values should be 
applied to an organization’s leadership for it to adhere to societal norms and stan-
dards. Freeman and Reed [19] developed the stakeholder theory, presenting ethical 
considerations based on the obligations and interests of stakeholders. According to 
stakeholder theory, an organization is a collection of stakeholders, and its objective 
should be to manage their interests, needs, and perspectives [20]. The stakeholder 
theory is predicated on the notion that businesses and organizations do not operate 
in a vacuum; instead, they rely on the assistance of various groups and individu-
als to generate value and facilitate trade. According to Freeman [21], stakeholders 
can be any group or individual who can influence or be influenced by achieving an 
organization’s objectives. Included are parties with influence over environmental 
management policies and procedures. Employees, suppliers, future generations, 
customers, the government, shareholders, and communities are stakeholders in an 
organization [22].

To achieve sustainable development, resilience is a crucial factor that must be 
considered. To address sustainability, it is essential to be resilient and employ adaptive 
alternatives. Resilience may contribute to the reduction of uncertainty and unpre-
dictability in sustainability management. For “resilience planning,” stakeholders 
must work together because it provides a framework for developing new methods of 
collaboration and operation in response to the need for environmental sustainability 
[14]. Implementing environmental sustainability is difficult due to numerous stake-
holders’ diverse agendas and objectives. It may be difficult to strike a balance between 
the standards and operating policies of an organization and the financial goals of the 
owners and shareholders. All stakeholders must be informed of the difficulties posed 
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by environmental degradation and why the organization should contribute to mitigat-
ing its impact [23].

The significance of the obstacles involved in achieving environmental sustain-
ability indicates that achieving individual objectives is unlikely to resolve these 
obstacles. According to Hörisch, Freeman [22], stakeholder theory focuses primar-
ily on individuals and groups who rely on an organization to help them achieve 
their objectives and upon whom the organization’s survival depends. A prereq-
uisite is the investigation and development of relationships between stakeholder 
interests that are mutually beneficial [24]. In contrast, stakeholder theory can 
support a broader objective of producing comparable value for all stakeholders to 
benefit society and the environment. To achieve this, the emphasis must shift from 
short-term financial gains or profit based on accounting to long-term societal and 
environmental benefits.

Significant and long-term change requires resources, the returns on which are 
frequently intangible. Businesses should recognize that investing in sustainability is 
a long-term strategy, even though certain practices and initiatives have short-term 
benefits. One of the most significant obstacles to environmental sustainability 
appears to be the expectation of quick or immediate returns on investment [3]. Using 
“strategy” in place of “initiative” and “investing” in the area of “spending” or “bear-
ing costs” may result in a shift in environmental sustainability-related thinking and 
philosophies. Changing behavior may take decades, but the process must begin with 
a growing recognition that humanity faces a crisis of epic proportions [11]. Although 
the importance of environmental sustainability and the overexploitation of the 
planet’s natural resources has been recognized for some time, business operations 
have yet to incorporate adequate initiatives to address these issues. Moreover, our 
environmental sustainability concerns are growing, and governments, world leaders, 
and organizations are attempting to address what was once a minor global environ-
mental concern [1].

3. Discussion and recommendations

Educate stakeholders to encourage their participation in environmental sustain-
ability collaboration. In a world preoccupied with the debate over climate change 
and the closely related environmental sustainability issue, stakeholders keep abreast 
of these as a focus of national governments and international organizations. To 
effectively inform and align all business stakeholders, organizational managers 
must establish a vision, values, and support practices in a formal written policy in 
consultation with all business stakeholders [12]. A sustainable culture can be created 
by integrating environmental sustainability throughout a company and appointing a 
leader for the initiative. Promoting a sustainable culture can also be aided by set-
ting specific, measurable goals for sustainability initiatives. Working directly with 
owner stakeholders may make decision-makers, such as organizational management, 
uneasy, resulting in a radical transformation of operations and decision-making 
procedures [25]. This must be maintained, however, to obtain better inputs and sup-
port for addressing environmental sustainability issues. Developing and improving 
stakeholder relationships is one of the most crucial factors that can propel environ-
mental initiatives and practices to succeed.

Despite the obstacles, balancing financial success and environmental sustain-
ability is essential. To add value to the environment and society, stakeholders must 
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supplement their short-term perspectives with a long-term view. Stakeholder theory 
remains open to the outcomes of stakeholder interactions, which necessitate a greater 
focus on environmental and societal contributions [26]. It should be noted that this 
shift in perspective and direction is likely to occur slowly in organizations, but as 
the importance and urgency of addressing environmental sustainability challenges 
increase, altering stakeholders’ views may be one way to alleviate some of these 
pressures. To serve each other’s interests and address environmental concerns, the 
emphasis must be on cooperation, finding areas of agreement, and gaining mutual 
benefits. If environmental sustainability is to have a more significant impact, stake-
holder engagement must become a key component [27].

Having a formal policy on environmental sustainability ensures that employees 
have a direction for their daily responsibilities when senior management cannot 
be present. These guidelines improve an organization’s internal effectiveness and 
goals, and objectives. Environmental sustainability policies demonstrate a company’s 
initiative and foresight. The absence of a clear policy suggests ambiguous intent, 
while the presence of a policy suggests good intentions [28]. The mission statement, 
which describes the organization’s objectives, should exemplify its environmental 
sustainability policy. An organization’s policies establish a framework for delegating 
decision-making authority and defining its direction. Policies explain the consistent 
and transparent actions that organizations must take. The real value is only achieved 
when policies are implemented and closely monitored [28]. Identifying significant 
gaps between planned and actual implementation, as well as implementation 
enablers and impediments, is one method of policy monitoring. The recording 
and linking of policy changes facilitate the creation and implementation of future 
policies.

A formal policy on environmental sustainability suggests that this concept is 
separate from the organization’s business philosophy. The most challenging aspect 
for these organizations may be approaching this crucial idea. Companies can initiate 
environmental sustainability by conducting research and developing a formal policy. 
The development of such a policy may be assisted by specialized environmental 
sustainability consultants retained by companies. This will help all involved parties 
formulate a clear strategy and comprehend what is required to contribute to envi-
ronmental sustainability [12]. It will also demonstrate the management’s aspiration 
to affect global change. Its written environmental sustainability policy and culture 
will reflect the organization’s values. These will establish an ongoing commitment 
to environmental sustainability through formal policies and procedures that serve 
as the organization’s guiding principles for education and guidance. If properly 
implemented and supported, these will strengthen the resolve of stakeholders to 
work together to promote and advance environmental sustainability. Implementing 
these policies will be facilitated by the guidelines’ contribution to staff training and 
direction [29, 30]. Additionally, it can strengthen business ties between stakeholder 
groups.

Policies can be a potent communication tool for informing and bringing stake-
holders together because all stakeholders can view them as a decision-making 
framework, concrete evidence of commitment and intended practices, and a com-
ponent of the business strategy [12]. Although ad hoc sustainable practices must be 
implemented, formal policies can aid in defining the organization’s objectives and 
ensuring that stakeholders cooperate and understand the significance of contributing 
to environmental sustainability. Environmental sustainability policies increase profits 
while simultaneously protecting the environment [31].
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4. Conclusion

The environmental sustainability policy of a company demonstrates its dedication 
to environmental management. Without a policy, an organization lacks the neces-
sary decision-making and implementation policies and guidance systems, making 
decision-making unpredictable [32]. The sustainability of the environment is one of 
the most pressing global issues. Recent years have witnessed a rise in concern for the 
health of our planet. Communities, nations, governments, and for-profit and not-for-
profit organizations increasingly collaborate to address environmental issues. This 
has led to efforts to reduce our environmental impact and emphasize living harmoni-
ously with nature. Scarcity of water, population growth, the need for more resources, 
climate change, and accumulating scientific evidence of environmental deterioration 
all contribute to the increasing significance of environmental sustainability [3]. 
To comprehend environmentally sustainable management’s financial and brand-
image organizational stakeholders must be aware of the benefits of going green. 
Stakeholders can encourage an organization’s commitment to environmental sus-
tainability by emphasizing its significance and acknowledging that they are already 
affected by environmental degradation. In the eyes of their stakeholders, organiza-
tions must bear a proportional share of the responsibility for ensuring environmental 
sustainability and improving the global standard of living, just as they do for their 
financial performance. Financially, organizations work to benefit their shareholders 
and investors, but they must now consider the environment an important stakeholder. 
Businesses that understand the numerous benefits of environmental sustainability, 
such as improved reputation and branding, competitive advantage, cost savings, 
increased productivity, reduced waste and resource consumption, branding as an 
employer of choice, and higher profits, will benefit significantly from going green. All 
parties involved—investors, shareholders, employees, customers, and the organiza-
tion—win in this scenario.
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Abstract

The purpose was to describe and illustrate the characteristics that give 
 sustainability to the use of the ecotourism microcircuit Hatun ñan orqupi Lamcama. 
The design is non-experimental, linked to the case study design. The sample was 
the closed circuit of ecotourism resources located in Llamcama’s town. The method 
applied was on-site with the satellite capture support for orientation, location of 
resources, and mapping of trails, added to assess the vulnerability of ecotourism 
resources, use of the interview technique. Sustainability focuses on: (a) organizing 
local tour operators, who could serve a maximum of 80 visitors a day and 400 visi-
tors a week, at a ticket cost of 5 PEN per visitor, total revenue per week and month, 
will be: 2000 PEN and 8000 PEN respectively; (b) accessibility is good to moderate 
in high season, changing to low in rainy season; (c) the security in the transfer and 
internal route is high, the signaling exists; d) the resources are characterized by being 
geometric shapes or anthropomorphic or zoomorphic approximation in the relief, 
caused by the forces of rain and wind; added to cave formations.

Keywords: accessibility, administration, inventory, tourist resource, tour operators

1. Introduction

We understand by ecotourism microcircuit, a small and controlled space with 
passageways or trails, made up of a series of natural structures, which were created by 
nature due to the action of rain, wind, and tectonic movements over time, and which in 
view of the human being, it is a great opportunity to take advantage of the landscape, 
reach mystical places to exchange energy, spending the night to admire the sky, and 
the noises of nocturnal species, among other attributes. Indicate that in the Apurímac 
region, there are comparative advantages, which the region in question has, supported 
by the ecological, geographical, water, cultural, and archeological aspects [1].



Post-COVID Tourism – Tendencies and Management Approaches

120

Ecotourism resources exist, they are categorized with level two or more, which 
are identified as: natural sites and cultural manifestations. However, there are limita-
tions in the tourism sector, especially in the ecotourism type. The reason why tourist 
resources are categorized at level two, according to the guide for the inventory and 
update of tourist resources of [2] present little connectivity regarding technological 
opening of digital communication, moderate land access by trail or affirmed road that 
arrives even the tourist resource itself, local operators that are not very developed, 
dependent on the central support plant or main city, limited marketing development 
and positioning of the tourist resource.

The ecotourism resources are contained in the peasant communal territories, under 
the legal norm Official Gazette [3] Law 24,656 and [4] Law 24,657, the first known 
as: General Law of Peasant and native communities; the second Law of Demarcation 
and Titling of communal and native territories; what was verified and described by 
[5] indicates that the peasant communities, through the communal assembly, approve 
the organization of the protection and conservation work, based on the consensus of 
programming of annual activities, which are fulfilled and guarantee the conservation 
of the various tourist resources and natural areas or protected reserves.

The Pampachiri district, contained in the Apurímac region, has a vast ecological 
and cultural heritage, from the archeological, natural, and experiential, whose state 
of conservation is heterogeneous, for the reason that some resources are exposed and 
close to road access and others with road access limitations; Likewise, although there 
is progress in the way of exploiting the ecotourism microcircuit through the forma-
tion of tourist committees (association), these present a series of difficulties, which 
are focused on customer service, the conformity of the service provided, the capacity 
to respond to unforeseen events, security during the internal journey, among others.

The microcircuit that exists, has the minimum services necessary to continue sus-
taining itself in a precarious way when providing the service. The peasant community 
has a certain level of interference regarding the control of these tourist resources, so 
vulnerability is low, but progressing, because it is subject to the way in which ecotour-
ism resources are used. The problem is centered, on the existence of deficiencies in 
updating the inventory and in the way in which tourist resources are used, it is a space 
or area that has roads and trails that allow limited transit of vehicles, limitations in 
spaces or collection points, and waste evacuation, some deficiencies in control and 
security during the internal route, limitations in the existence of signage.

The general question of the investigation was: Will it be possible to take advantage of 
the ecotourism microcircuit “Hatun ñan orqupi Llamcama,” district of Pampachiri? This 
resulted in formulating the following general objective: Describe and illustrate the char-
acteristics that give sustainability to the use of the eco-tourism microcircuit Hatun ñan 
orqupi Pampachiri. The dimensions that built the research were: (a) the organization of 
local tour operators; (b) accessibility to and within the microcircuit; (c) security in the 
transfer, internal route, and signaling; and (d) the attributes of ecotourism resources.

The justification of the research project focused on two aspects: the legal-academic 
relevance, and the impact of the proposal for sustainability:

a. Regarding the first, it is located within the UNESCO research area, area number 53, 
sub-area 53.11, research line 53.11.06 market study; within the Regional Research 
Agenda approved with Resolution No. 013-2015-GR-APURÍMAC-CR, economic 
agenda, tourism component, rural-community and archeological tourism thematic 
area, and line of research on the subject: Design of insertion processes and articula-
tion of corridors and tourism products in new areas with tourism potential.
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b. The second, from the socio-economic point of view, in the medium term the 
ecotourism microcircuit will help to improve income and position the cities of 
Pampachiri and Andahuaylas, as cities with ecological, historical, and touristic 
potential of cultural. In addition, it will materialize with the increase in demand 
by foreign and national tourists, between the short and medium term.

The scope of the investigation is an extension of the first stage that focused on the 
San José de Chontaya annex of the same district, and a specification of the second 
stage, aimed at describing and strengthening the use with the difference of proposing 
the conditioning of tour operators, both located in the Llamcama Town Center.

The concepts of accessible tourism are taken, linked to the theory of alternative tour-
ism, which contains ecotourism, one of them being what was stated by [6] who indicates 
that “accessible tourism allows people with access requirements, in mobility dimensions, 
vision, hearing and cognition, function independently with equity, dignity, through the 
delivery of universally designed tourism products, services and services,” (p. 519) in the 
concept of [7] who express that: “accessible tourism it is an activity that all people can 
access regardless of their abilities, thus enabling full participation and integration in 
society as a whole.” (p. 26) We close the concept stage, We close the concepts stage with 
[8], who specifies that: “accessible tourism must be understood from a global point of 
view, covering the set of facilities and operators that make up the tourist offer, delving 
into entertainment and leisure services, among others” (p. 59).

Based on what was established in the concepts of Accessible Tourism, the same 
background of similar investigations was continued, to strengthen the methodology, 
design, and comparison of results, these being:

Being the contribution of [9] they mentioned that tourism is an alternative to 
improve the quality of life of households in communities. Creating tourist routes 
is essential because they allow for expanding tourist activity, however; the final 
results depend on various actors, involvement, and coordination are essential. The 
investigation concludes that the tourist routes located in the province called “El 
Oro,” are not properly exploited, problems in tour operators, and the condition-
ing of tourist infrastructure by the local municipality. The methodology used was: 
documentary analysis, a historical-logical method, complemented with observation 
and interview.

Another perspective, by [10] states that protected natural areas and parks present 
benefits for environmental conservation; However, it offers opportunities for outdoor 
recreation and for the enjoyment-awareness of preserving the landscape, both associ-
ated, because they are linked by a variety of scales of improvement and economic 
use, such as the case of the socio-ecological system in which all resources interact, 
facilitating an ecotourism articulated with the support plant.

Public parks fulfill the function of strengthening ecological tourism, allowing 
biodiversity to be displayed and preserved, preserving small established ecosystems, 
allowing sustainability; However, for the case study, the results show little sustain-
ability for the settlements, there is less development of marketing and advertising 
tactics; The final role of the state should be the design of a project to consolidate and 
recover nearby tourist resources, through the promotion of investment packages [11].

We have [12] from the investigation of the design of the ecotourism route in 
Coloso-Sucre; It focused first on identifying the obstacles related to the infrastruc-
ture of the tourism plant, the weak tourism promotion by the local municipality. 
He described the natural, historical, and cultural potential that Coloso-Sucre pos-
sesses; and concludes by proposing a descriptive design of the tour based on natural 
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attractions, history, customs, architecture, culture, and involving tourism service 
providers, with the promotion of the local municipality.

From [13] they indicated that the local municipality from 2006 henceforth, strength-
ened the creation of an ecotourism center as part of a development policy, based on 
the commercialization and promotion of rural tourism, influencing investment in 
infrastructure improvement and training to local residents, incorporating them into the 
economic model, as a lifestyle to increase their income, through the diversification of 
some productive activities, sustained businesses in kinship ties and geographical space.

Studies [4, 5] show us that peasant organizations are a semi-commercial economy, 
with decapitalized resources, frequent use of available eco-tourism resources, with 
limited projection regarding improvements or renewal, which do not allow the leap 
of growth, horizontal, as well as limitations in peasant education and organization. 
According to [6] the assets owned, are usufruct based on some characteristics made 
by [14] the perception of local communities about the development of ecotourism, 
it focuses on: (a) preserving cultural traditions, (b) sustainable community, and (c) 
planning and ecotourism management with state intervention. The results show a 
significant association between the attitude and the intention to preserve the cultural 
tradition with the planning and management of ecotourism.

According to [15], they influence that to expand and strengthen the tourist 
practice, first promote it, based on the implementation of a didactic medium as a 
tool, in such a way that good practices with the environment and sustainable use are 
disseminated; The results showed that over 50% are aware of what ecotourism is and 
37% have difficulty understanding ecotourism.

The contributions of the authors, on the ecotourism route of the village of 
Shitabamba in the national park of Cutervo, Cajamarca [16]. The design focused on 
the active participation of the community, who formulated, based on their knowledge 
of the territory, the potential in tourism resources they possess. The methodology 
was based on unstructured interviews, complemented by the inventory methodol-
ogy of the Ministry of Foreign Trade and Tourism. The research project provided the 
justification for the formulation of the Cutervo National Park.

Ref. [17] stated that the Canton of Tena has the potential for tourist resources, 
but that they do not have the conditions for development toward a tourist attraction, 
due to the absence of adequate infrastructure, which affects the well-being of the 
population, impediments to recover and strengthen culture, added to deficiencies in 
the population; the study proposes the design of a minor circuit, based on local busi-
nesses, with the focus of preserving the natural environment [17].

2. Methodology

This research has a qualitative approach, due to the characteristics of the study 
variable according to [18]; of the basic type, which allows us to provide current 
knowledge of the study variable from [19]. The design is non-experimental, linked to 
the case study design, because it analyzes the diagnoses, the characteristics, the acces-
sibility, and the state of conservation of the ecotourism microcircuit. The description 
allowed us to propose modifications, and adjustments both in the microcircuit and in 
the planning of tour operators, this is supported by [18].

The population was the geomorphological and cultural system that contains the 
territory of the Populated Center of Llamcama, and the ecotourism resources sample, 
as exposed in [18]. The support to collect information was the inventory guide and 
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update of tourism resources of the Ministry of Foreign Trade and Tourism of Peru, 
approved in December 2018.

The data collection procedure was as follows: first, field trip for coordination with 
local authorities and signing of commitment documents setting a start date; second, 
induction talk with participants about the work that has been programmed to be carried 
out under the policy and guidelines on research of the José María Arguedas National 
University; third, training talk and review of the process in the field, carried out with the 
local authorities and the community organization; fourth, information gathering with the 
support of local authorities, for each tourist resource, the impression of satellite captures 
was used to identify the tourist resources, then on the Google earth platform measure-
ments were made of the surface it occupied, likewise, we measure the distances with this 
tool and the support of GPS, we continue with the capture of photographs of flora and 
fauna species, we close with the data collection with a check sheet regarding the services 
provided and their level of quality; fifth, collection and summary of secondary sources to 
strengthen the interpretation and description, and sixth, systematization in the office.

3. Results

3.1 The organization of local tour operators

There are no hostels, lodgings, or restaurants of level or category from 2 to 3, in the 
indicated neighborhoods of the populated center. For this reason, tourists or visitors 
who arrive at Llamcama must choose three alternatives:

a. The first alternative, is to spend the night in the district capital of Pampachiri, 
where there is a lodging infrastructure, and hostels, in regular to good condi-
tions and even with complementary services, this will allow the tourist to rest 
easy, and can leave the next day, without the long journey from the city of 
Andahuaylas. There are restaurants, whose service is minimal because there is no 
variety in the gastronomic offer and restricted access to toilet service. There are 
no night games, or shows in the district capital Pampachiri; however, the inter-
view with owners indicates that it can be implemented in lodgings and hostels.

b. The second alternative is to stay overnight in Llamcama, this is possible if they 
agree with the authority to provide a local community or environment of the local 
municipality (saves lodging costs) followed by coordinating and agreeing on a 
food business with families known that provides the food service; It has minimum 
basic conditions for national or international visitors of the backpacker type, the 
need for overnight stays, is based on providing communal premises, which are 
conditioned with mattresses and blankets. Communal premises, in general, have 
several separate environments, and hygienic services in a regular state.

c. The third alternative is to return to the city of Andahuaylas the first day, spend 
the night, and leave the next day at dawn to arrive at 9:30 am and continue 
with visits to tourist resources; this is tiring, but it can be tolerated by visitors 
who are not located in the third age or older adults; This will have to be done at 
least twice, at most three times. The city of Andahuaylas, has sufficient tourist 
infrastructure, varied, as well as places for recreation. Added to the fact that the 
land terminal and transport companies are located.
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On the use of tourist resources by tour operators, they have implemented and 
conditioned the following: In agreement with the Directorate of Foreign Trade and 
Tourism, added to training, they installed the tourist ticket, which is executed as 
a statistical registration procedure and attention in two entrances: Huaccoto and 
Llamcama. At the moment the administration of the ecotourism microcircuit has two 
types of administration, to reduce the degree of conflict; the entrance of Huaccoto, 
exercises a first control and registration; and the Municipality of Llamcama the 
second control and registration.

The first entrance has a higher frequency of visitors compared to the second. The 
management or attention regarding the tourist orientation that is provided to know 
the attributes of the tourist microcircuit, focuses on the number of members per 
group per orientation service, which is a maximum of 7 to 8 members, who can be 
easily guided. This allows for a maximum average of 80 visitors per day and 400 visi-
tors per week. If the cost of admission is 5.00 soles, the total income per week reaches 
2000.00 soles (two thousand PENs) and per month a total income of 8000.00 (eight 
thousand PENs) will be obtained, this is achieved as a goal in high season between 
the months of May to October, because the low or rainy season is from December to 
April, and visits are reduced due to the inaccessibility of the carriage trails.

A social problem that is addressed by the Municipality of Llamcama, is to give 
guarantees and formalize giving job opportunities to mothers with dysfunctional 
families; abandoned, which is justified because of every 5 women between 1 and 
2 present this difficulty in generating income for the family, this is done through a 
resolution act and delivery of identification clothing (vests) they are granted autho-
rization to develop tourist orientation, previous training with tutelary institution; In 
addition, this singular group is immersed in earning a living in various activities. They 
are the ones who presented the greatest predisposition to start in the tourist activity; 
Likewise, these operators in tourist orientation, are the ones that present communica-
tion between the Municipality of Llamcama, and the Primary Care Health Center.

3.2 Accessibility to and within the microcircuit

To get to Llamcama, you start from the city of Andahuaylas, the section covers 
114 km and a travel time of 3.20 hours, 85% of the section is paved national highway, 
then you enter by variant, affirmed road that includes the 15% of stretch. Llamcama 
is located between 25 to 30 minutes from Pampachiri. Access to ecotourism sites is 
regular, through defined paths, for people with full motor skills, and for those who 
have them partially, horseback riding can be provided. People with complete disabili-
ties or invalids cannot take the services. To reach the archeological resources, they do 
not have adequate accessibility, and the paths in a regular state on a steep slope, with a 
long extension and pronounced fatigue, they allow you to reach the inaccessible peaks 
where the archeological resources are located. This tour can only be done by visitors 
with full motor skills and a state of health without respiratory or cardiac problems. 
The visit to the ecotourism circuit can be done as follows:

The first day, the closed circuit that starts from Llamcama, the ascent section is not 
very rough, we start in a southerly direction, we arrive at Wasa millpu, a cave that at the 
entrance is surrounded by a forest of cceñuas and outside the cave, the forest indicated 
the it surrounds, in addition, there are several entrances to enter the interior and start 
an internal walk. Outside the cavern there is a location signage in a poor state; Inside, it 
has conditioning works for limited access due to the conditions of the cave itself, there 
is no lighting to be able to continue beyond 150 linear meters (Figures 1 and 2).
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Then we continue north, leaving for Huanca Raza or the place where the condors 
perch, this ecotourism resource can be seen from the base or can be climbed, allowing 
both positions to take pictures; Climbing to the summit is not very accessible, only 
people with complete motor skills can do it. When we reach the summit, we are 4300 

Figure 1. 
Forest of cceñuas. Forest of cceñua species, covers about four hectares, is bordered and inside there are spaces for 
camping, located in the Millpu sector, 30 minutes by car from the town of Llamcama.

Figure 2. 
Chinkana Wasa Millpu. Nota. Entrance to the Wasa Millpu cavern, it has a length of more tan 160 meters, with 
steep slopes inside, it forks into two entrances, both explored and in the process of improvement, located 30 minutes 
by car from the town of Llamcama.



Post-COVID Tourism – Tendencies and Management Approaches

126

meters above sea level, it serves as a natural viewpoint; up to here, we have 3 hours of 
travel (Figure 3).

Then we continue in a northerly direction until we reach the signposted entrance to 
Chinkana Wisccacha, we walk up the marked path along the edges, the slope is on average 
15° to 25° degrees, and the travel time to Chinkana Wisccacha is more than 20 minutes the 
almost 70 linear meters; When entering the chinkana, (cave) the path is narrow in sec-
tions, the rock is sculpted by the force of water and wind, it presents different shapes, the 
route is gently ascending, there is a presence of strong humidity in the environment, the 
time does not exceed 25 minutes, disabled people of any lower or upper limb cannot enter 
the cave, added that the elderly group over 60 years, cannot enter due to the degree of 
average humidity in the caves, which would bring respiratory and even pulmonary conse-
quences, complements that in the internal route, there is always a watercourse (Figure 4).

Then we continue north toward the signposted resource of Awekillaqta, we travel 
about 25 minutes, to appreciate the terraces, protection, and shelter houses carved in 
the stone, with the presence of terraces. So far, we have 2 hours of travel and enjoy the 
landscape. Continuing, at the exit of the circuit we reach the first stone forest which 
can be reached in 10 minutes.

On the second day, we started from the town center of Llamcama, taking a shortcut to 
the east until we reached the Awekillaqta tourist resort, we continued on our way behind 
this tourist resort to move toward the Apu Ataccara and Cemetery, in a northeasterly 
direction, with respect to the Cemetery this Located at the foot of the indicated hill, which 
takes 10 minutes to arrive from Awekillaqta, among the attributes we find funerary con-
structions from different times, decoration styles based on culture. We continue, on foot, 
climbing the Apu Ataccara, bordering it, halfway up the slope and reaching archeological 
resources located at the summit, which takes an hour and a half, in addition to see the 
landscape, at the summit we stop for half an hour, up to here we have 2 hours and a half 
of travel. We continue southwest, first, we descend and then we ascend on foot toward 

Figure 3. 
Huanca Raza. Nota. Close view of Hatun Huanca Raza, or known as the place where the condors rest and eat, 
has a single rugged access to the summit in a northeasterly direction, with a steep slope between 25° to 35°, located 
20 minutes by car from the town of Llamcama.
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the Piedra Corazón tourist resource, reached in 45 minutes, which is a lithic form, carved 
by the action of nature; wind and water. We return following the bed of the Llamcama 
stream, in a northeasterly direction, to reach the outcrop of Ccoñecc hot springs, near the 
town of Llamcama. The entire tour is 4 hours on the second day (Figure 5).

Figure 4. 
Chinkana Wisccacha. Nota. Close view of the entrance below to the Wisccacha cavern, it has two accesses which 
are used for the internal walk, from top to bottom and viceversa, with a steep slope between 15° to 25°, located 
5 minutes by car from the town of Llamcama.

Figure 5. 
Site Awekillaqta nota. Close view of the Awekillaqta sire, it has only one access, the road allows máximum access, 
with a steep slope between 15° to 25°, it contains buildings that were supported on rock formations, whose spaces 
inside were inhabited with limestone, outside the terraces on three levels, it is a site of several constructions, located 
10 minutes by car from the town of Llamcama.
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3.3 Security in the transfer, internal route, and signaling

The Llamcama ecotourism microcircuit offers a uniform transfer by the main 
national road, marked in several sections, with support points. Inside the resource, 
the trails and internal trails are conditioned with material from the area, it also has 
the installation of rest or rest points for visitors and tourists, it presents limitations 
in the conditioning of a waste classification collection or evacuation system Solid, 
50% of the edges of the trails are signposted, with white stones embedded in the 
soil. Regarding the care and protection of the various ecotourism resources, there is 
progress as proof, it is the Awekillaqta resource, with a perimeter protection fence. 
The entrances have a control booth, which fulfills the function of a ticket office and 
the municipality of Llamcama, has a record book. The groups of visitors will be able 
to choose the package that is offered, these being:

a. Tourist package “A”: Wasa Millpu Cave (Chinkana), Apu Huanca Raza, Wisccacha 
Cave (Chinkana), Awekillaqta, Stone Forest; from 9:00 a.m. to 2:00 p.m.

b. Tourist package “B: Cemetery, Apu Ataccara, Heart Stone, Ccoñecc Hot Springs, 
from 9:00 am to 1:00 pm.

Within the security protocols during the trails, they present the following service 
and prevention measures: all community tour guides or tour operators must follow the 
established and marked path or path, accompanying the group, the community tour 
guide, that he has trained in guiding people. The community tourist guide knows about 
history, and geography for a better interpretation and also about first aid, for unforeseen 

Figure 6. 
Counselor and citizen security in microcircuit. Nota. Counselor and citizen security – Irma – at the Awkillaqta 
site by the municipality of Llamcama.
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situations that may occur regarding the type of ecotourism route where the service is 
offered. The association of community tour operators was established based on the 
support of the Pampachiri District Municipality and the Llamcama Town Center, the 
Association of Llamcama Tour Operators (Figure 6).

3.4 The attributes of ecotourism resources

We find the natural sites called:

a. Ccoñecc hot springs, which is an outbreak of thermal water south of the town of 
Llamcama, the flow level is permanent, the temperature is maintained in param-
eters of 20° to 30° degrees Celsius;

b. Chinkana Wisccacha, a natural gorge located in the southwest direction, with a 
length between 60 to 70 linear meters whose route is zigzagging, ascends, and 
descends, the Stone Forest.

c. In addition to cultural manifestations such as: first the Apu Ataccara, with 
archeological constructions, second the Awekillaqta archeological remains, 
Inca roads or carriage, intact with fences, and speed bumps, added to the native 
culture that is located in the Llamcama annex.

All the ecotourism attractions were formed by actions of nature, with the excep-
tion of the archeological zones, which are in the process of deterioration due to the 
interference of man and nature factors. In the archeological zone, the constructions 
have a circular shape with an inclination toward the interior, they settle stones on 
stones in some cases with clay or mortar with inputs from the place, and at the 
base large stones; each house is contiguous to a corral or space destined for another 
function that forms small groups of human settlements, there are also internal paths, 
which demonstrate the order of human settlement, added to the anthropomorphic 
evidence that exists in the Apu Ataccara.

4. Discussion

The recorded background, as a reference basis for the process and similar method-
ology, allows us to compare, and approximate results, in addition to taking consider-
ations for the improvement of tourist resources, subject to current research, Llamcama 
Population Center is considered in this discussion, as it contains the units of analysis:

For the case study, we have continued to describe the potential, making an initial 
inventory, followed by marking the route or direction of the trail, travel time, and 
accessibility conditions of the ecotourism microcircuit. To complete this first stage of 
work, we have carried out a study of the relations of the population with the tourist 
resources, which are necessary because they will provide support and support to 
any project initiative. The state of the nearby support plant and the main city of the 
tourist resource have minimal services, which gradually improve in response to the 
progressive demand of visitors and tourists.

In addition, in consideration for the investigation, we have continued to describe 
the current way in which they make use of the ecotourism microcircuit according to the 
rainy season, which facilitates access. The gradual use, under minimum standards of 
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exploitation and adequacy of the ecotourism microcircuit, generates sustainability, from 
the implementation of a strategy of administrative control, collection, and recycling of 
solid waste with an incipient system implemented by the organization of tour operators.

The visitor carrying capacity to minimize: noise pollution, species stress, and land-
scape deterioration is a maximum of 40 visitors per day. The relationships and interests 
of residents and tour operators with the tourist resource, add the need to maintain the use 
based on the exploitation of two internal routes, which are marked with precision to 40%. 
It should be noted that there is an organization in the neighborhoods that allows pro-
gramming the use of the ecotourism microcircuit; the problems of territorial boundaries 
between the neighborhoods contained within the communal territory, were overcome.

The municipality has started a capacity building program, and is even in the 
process of designing investment projects to start physical-legal sanitation and protec-
tion facilities for ecotourism resources.

5. Conclusions

The potential of tourist resources contained in the Llamcama ecotourism  microcircuit 
is diverse, only two internal routes are being used; Sustainability would be based on the 
administration of the complex by the association of community tour operators, which 
will allow establishing controls, and monitoring so that the resources contained in the 
ecotourism microcircuit do not deteriorate. The peasant communal organization is where 
the Association of Community Tour Operators (AOTC) was born. The AOTC will be 
in charge of managing, protecting the rational exploitation, and maintaining the trails. 
From the environmental and cultural point of view, it will contribute to consolidating an 
area of protection and use of ecotourism and archeological resources.

The local Municipality will tender the closed ecotourism microcircuit to the 
association of tour operators prior to the bankruptcy process, who must develop the 
registration and control at the entrance and inside. One of the economic resources 
that will finance maintenance will be collecting a percentage of the total cost for each 
ticket sold. The distribution of the entry ticket, equitable, will be under the proposal: 
1.00 soles (one PEN) for the security guard or casetero, 1.50 soles (one PEN and a 
half) for the association, and 2.50 soles (two PEN and a half) for the Municipality of 
the Center Town, which assumes the cost of issuing the ticket.

From the environmental point of view, the way of managing the visits allows for a 
low impact due to human intervention, in the conditions that exist such as: landscape, 
acoustics, solid and liquid waste, and stress of animals and plants. The closed ecotour-
ism microcircuit of the Poblado Menor de Llamcama center has the following attributes: 
Chingana, Awekillaqta, Apu pavilions, Stone Forest, Red Apu, Pankula, Heart Stone, 
Ccoñecc thermal water, Suytu Machay caves and the Llamcama canyon. There is a 
moderate to low degree of vulnerability of various tourist resources, due to the disorga-
nization in the administration, maintenance, and conservation of ecotourism resources.

The accessibility is good to moderate in the high season (there is no rain), chang-
ing to low accessibility in the rainy season. The support plant close to the tourist 
resources presents limitations in various services, which are complemented by a sup-
port plant in the district capital and the city of Andahuaylas. The carrying capacity is 
an average of 80 visitors a day and 400 visitors a week, at a cost of 5 PEN per visitor, 
the total income per week and month will be: 2000 PEN and 8000 PEN respectively.

The District Municipality of Llamcama will have to lead the formalization of the 
association of community tour operators where priority must be given. Likewise, it 
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will have the duty to implement the protection of tourist resources up to 75% to stop 
the violation and deterioration of ecotourism resources, likewise, it will implement 
spaces with solid waste sorting bins and hygienic services in strategic places.
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Chapter 10

Literature Review on South Asian 
Tourism Industry: Strengths  
and Weaknesses
Asma Akmal

Abstract

The purpose of this study is to evaluate the state of the tourism industry in South 
Asian nations. This study aims to examine the tourism potentials of South Asian 
countries, as well as the vulnerabilities and strengths of this industry. For analysis, 
the available literature was reviewed. According to the results, this region has the 
potential to attract both regional and international spiritual tourists. Researchers have 
identified a number of negative aspects, including inadequate transportation, infra-
structure, service facilities, and untrained tourist personnel. To promote interregional 
tourism, it is necessary to revise visa and passport policies.

Keywords: spiritual tourism, thrilling tourism, economic growth, COVID-19, tourism 
weakness, strength

1. Introduction

South Asian nations include Bangladesh, India, Pakistan, Nepal, and Sri Lanka. 
These SAARC nations have common frontiers, cultures, and religions. Before 
1947, the three significant countries Pakistan, India, and Bangladesh were united 
and known as the subcontinent. This region has been ruled by the Indus Valley 
Civilization, the Mughal, Sikh, and colonial empires. Every era has contributed 
a substantial number of historical and religious monuments, which now serve as 
tourist attractions. In 1947, the subcontinent was divided into India and Pakistan, 
and in 1971, East and West Pakistan were separated, giving rise to Bangladesh. 
These three nations, along with Sri Lanka and Nepal, are developing nations with 
similar economic, political, and social issues. The tourism industry in these regions 
had been neglected for years, and COVID-19 made the situation even worse. Travel 
restrictions and health and safety situations discourage both international and 
domestic tourism. The following statistics illustrate COVID-19’s effect on South 
Asian nations (Table 1).

According to a report by the world bank, the graph above depicts the GDP and 
employment declines of South Asian nations during COVID-19. Efforts are made 
to discover methods for reducing these losses in the years following the COVID 
outbreak.
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This chapter’s objectives are:

• South Asia’s tourism potential are examined.

• Evaluate the region’s tourism industry’s strengths and weaknesses.

These objectives will be accomplished by reviewing the relevant literature.

2. Literature review

A comprehensive literature review was conducted to evaluate the various charac-
teristics of the tourism industry in South Asian nations. Following tourism categories 
were identified:

• Spiritual tourism

• Tourism revolving around thrill-seeking activities.

2.1 Investigations of spiritual tourism

The authors [2] wrote a book advocating for the promotion of spiritual tourism 
between India and Pakistan as a means of fostering regional harmony and economic 
development. They recommend that these two nations integrate spiritual tourism 
into their curricula, given the presence of a variety of religious minorities and their 
shared cultural and economic conditions. It is believed that by harnessing the force of 
spiritual tourism, terrorism can be mitigated and peace can be fostered in the region. 
In addition, the study [3] illuminates the significance of the Kartarpur corridor in 
attaining peace through tourism. It emphasizes the significance of cross-border 
encounters between visitors and their shared heritage sites in fostering regional 
harmony. Another study [4] offers a comprehensive overview of the Kartarpur cor-
ridor’s development and economic contributions. It demonstrates that Pakistan is a 
popular tourist destination due to its renowned Sikh, Hindu, and Christian religious 
sites. In 2019, Pakistan’s domestic tourism alone contributed substantially to the 
country’s gross domestic product (GDP), which totaled $3.5 billion. This number was 
recorded before the Kartarpur corridor was opened. According to the research, the 
inauguration of the corridor will increase foreign exchange, trade, and employment 
opportunities. The study recommends the establishment of a federal department 

Country GDP loss in COVID-19 US$ Job losses

Bangladesh 2.03 billion 420,000

India 43.4 billion 9 million

Nepal 460 million 230,000

Sri Lanka 1.99 billion 200,000

Pakistan 3.64 billion 880,000

Table 1. 
Potential GDP and job losses in south Asian countries [1].
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and provincial subdepartments to provide transportation facilities, promote local 
handicrafts, and increase religious tourism awareness. The authors suggest utilizing 
the tourism models of Nepal and the Philippines as benchmarks and guides. Another 
research study [5] conducted during the COVID-19 pandemic emphasizes the con-
cerns of international tourists visiting India such as hygiene, safety, and security. 
These worries have caused substantial losses in the tourism industry. Therefore, the 
authors investigate the potential for religious sites to attract Indian domestic visi-
tors. As a strategy for addressing crises in the tourism industry, the study suggests 
implementing Faulkner’s (2001) crisis management model. It identifies the Swadesh 
Darshan and Spiritual Enhancement Drive (PRASAD) as tourism initiatives with the 
potential to attract domestic tourists. This innovative study offers valuable insights 
into tourism strategies post-COVID.

In addition, Pakistan has created a pilgrimage site for the Sikh community, and the 
government has constructed the Kartarpur route to facilitate the pilgrimage [6], used 
indicators such as perceived value (PV), sensation seeking (SS), low congestion (LC), 
as well as pilgrim satisfaction and behavioral intentions (BI), the study measures the 
level of satisfaction among these pilgrims. The findings indicate that PV, SS, and LC 
have a positive effect on BI and pilgrim satisfaction.

2.2 Investigations of adventure tourism

In an article [7], the author provides an in-depth analysis of Chitral Valley, an 
alluring tourist destination situated in the Hindu Kush Mountains near Trich Mir in 
Chitral, Pakistan. However, the Pakistani tourism department appears to be overly 
focused on the Northern regions, resulting in planning faults. These faults include 
insufficient seasonal security measures to mitigate seasonal disasters, limited foreign 
exchange benefits for the tourism sector, insufficient integration of local communi-
ties, insufficient funding, substandard service quality, and inadequate transportation 
facilities. Moreover, management flaws are evident, including an exclusive focus on 
the Northern region, poor infrastructure in terms of roads and railways, a lack of 
telecommunication facilities, high consumer goods prices, the absence of tourism 
courses in curricula, inadequate civic amenities, a lack of participation from local 
communities, and an absence of sports, beach, and cultural tourism initiatives.

An additional article [8], analyses briefly the dangers associated with tourism in 
the Himalayan mountains of India and Nepal. These regions attract visitors in search 
of hiking, sports, and adventure opportunities, but the climate poses a serious risk. 
On mountain slopes, additional dangers include rockfall, avalanches, and the flow 
of ice and/or snow. In these regions, roads are frequently eroded by severe weather 
conditions. Along with a rise in the number of commercial and sporting events, the 
number of tourists has increased dramatically over the years. This research indicates 
that the governments of these nations should maintain vigilance regarding the climate 
in these regions. In addition, tourist escorts and their families should be insured, and 
roads should be constructed in accordance with standards for mountainous terrain.

In a further article [9], the author concentrates on environmental management in 
tourism destinations, especially in developing communities such as South Asia. Rapid 
environmental changes are affecting these regions, necessitating the implementation 
of effective measures and policies by the governments of these nations in order to 
combat these changes and create sustainable environments. Due to political instabil-
ity, inadequate institutional frameworks, and unequal social and economic struc-
tures, green tourism poses a significant challenge in this region. The paper suggests 
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that the government, nongovernmental organizations, private sector policymakers, 
and the local community should collaborate to develop adaptable and simple strate-
gies to promote green tourism.

2.3 Researches on tourism and economic growth

Javed and Tuckova [10] in an article presented at a conference examines the 
calculation of South Asian countries’ competitive tourism advantage. In comparison 
to India and Bangladesh, the research indicates that Pakistan has emerged as a tourism 
destination, primarily due to its natural destinations and improved law and order 
situation over the past 4 years. Using the travel and tourism competitive index (TTCI) 
as an evaluation instrument, the study provides a comprehensive assessment of the 
region’s tourism industry’s strengths and weaknesses. It is suggested that Pakistan 
and India focus on environmental sustainability, Bangladesh prioritizes travel and 
tourism. Pakistan becomes more open to the international community, and Pakistan 
and Bangladesh focus on all aspects of infrastructure, while India focuses on service 
infrastructure.

Another analysis [11] focuses on the Bangladesh Tourism Board’s (BTB) per-
formance in obtaining a competitive edge in the region. While BTB policies have 
effectively increased domestic tourism over the past decade, attracting international 
tourists requires the translation of all marketing campaigns into English, the inclusion 
of hotels and restaurants in marketing initiatives, and the acquisition of international 
sponsorship. The BTB should re-evaluate its policies on a regular basis, improve the 
planning and management of tourist destinations, and identify barriers and obstacles 
to attracting international travelers.

In their research, the authors [12] note that the tourism volume of South Asian 
countries is significantly lower than that of other nations, accounting for only 1% 
of global tourism. This is primarily due to the lack of government involvement in 
providing infrastructure and facilities, which ultimately discourages private sector 
investment. The authors argue that the growth of the tourism industry is crucial to 
the prosperity of the people in this region. Using their shared borders, cultural heri-
tage, and transportation resources, these nations can earn foreign currency, generate 
employment opportunities, and improve their economic well-being by promoting 
tourism.

Manandhar et al. [13] an additional comprehensive research describes the current 
state of the tourism industry in South Asian nations. Despite their shared borders, 
cultural heritage, and transportation resources, these nations’ economies are ham-
pered by geopolitical circumstances. Due to poor infrastructure, insufficient facilities 
and services, and safety and security concerns, including the threat of terrorism, 
the tourism industry in this region struggles to reach its full revenue potential. 
Complicated cross-border travel procedures, insufficient transport facilities, and a 
lack of coordinated travel policies are impeding the development of tourism in this 
region. The research suggests that these nations address these issues, revise their 
cross-border travel policies, and endeavor to maximize the economic benefits of the 
tourism industry.

During the COVID-19 pandemic, this study [14] provides a policy framework for 
policymakers in six South Asian nations. During the pandemic, tourism declined in 
these areas as it did in other nations. The study highlights the significance of informa-
tion and communication technologies (ICT) in tourism growth. Due to the reluctance 
of international tourists to travel, the SAARC nations should waive visa requirements 
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and offer discounts on travel and lodging costs for interregional tourists. During this 
pandemic, the importance of ICT in various facets of society, such as healthcare, 
education, and commerce, makes its active incorporation into the tourism industry 
crucial. With their export potential in fisheries, the research also suggests that Nepal 
and Bhutan should collaborate with regional and international commercial interests. 
In addition, another article by the same authors [15] supports the idea that, while 
tourism positively contributes to economic development, it can also have negative 
effects if not managed properly.

The authors [16] discuss the significance of private sector involvement in the 
tourism industry, as advocated by tourism scholars, especially in developing nations. 
The article [6] examines five policy options for South Asian nations, including public 
versus private participation, domestic versus international tourism, class versus mass 
tourism, centralized versus decentralized tourism, and integrated versus enclave 
tourism. Instead of rigorously adhering to the policies mentioned, these nations have 
taken a tourism-centric approach.

Munir and Iftikhar [17] studied the relationship between foreign direct investment 
(FDI) and exchange rate on tourism of five South Asian countries, India, Pakistan, 
Bangladesh, Nepal, and Sri Lanka. The role of FDI is proven from other researches 
also, and this research also validates that increase in FDI contracts tourism and 
decrease in it expands it in long run in all five countries in long run. Appreciation 
and depreciation in exchange rate have asymmetrical relationship with tourism. 
The analysis of individual countries showed that FDI has a negative and significant 
impact on tourism in India, Pakistan, and Bangladesh and has a positive and signifi-
cant impact on tourism in Nepal and Sri Lanka. The exchange rate of all countries 
negatively effects tourism, increase in exchange rate decreases it and vice versa. FDI, 
according to this research, can increase tourism if it is spent on the improvement of 
tourism industry but unfortunately, these countries spend it on microeconomics chal-
lenges. It is highly recommended for these countries to spend FDI on the improve-
ment of infrastructure, security and safety, and other facilities in tourism sector to 
gain economic prosperity.

Richter [18] describes the role of countries pollical conditions for the development 
of the tourism industry. The Philippines, Siri Lanka and Pakistan are facing problems 
of political instability and threats of war from neighboring countries. The study sug-
gested risk analysis or political audit to devise appropriate tourism policies. It further 
commented that no matter how much tourism industry invests for new proposals, 
marketing, and services; if there will be political instability and threat of war, inter-
national tourist will not attract.

3. Discussion

This study’s primary objective was to assess the tourism industry’s potential in 
South Asia. A review of the literature revealed that South Asian countries are excep-
tionally abundant in art, architecture, and culture, which can attract tourists from 
around the globe. For instance, the Sikh community from India frequently traveled to 
Pakistan in search of spiritual fulfillment. Researchers concurred that these regions 
can generate foreign currency by promoting interregional/cross-border tourism. The 
researches of [2–4] supported the above description.

The second objective of this study was to assess the regional industry’s strengths 
and deficiencies. This region’s strong cultural, spiritual, and economic interregional 
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connections make it a tourist-friendly destination. In Sri Lanka and Nepal [14], a 
variety of products, such as fish, have not only commercial value but also provide 
attractive fishing spots for tourists. Unfortunately, research identifies a lengthy list 
of vulnerabilities in this industry. First, the political situation [18] of these countries 
along COVID-19 is a significant barrier for international travelers. The law-and-order 
situation influences not only the decisions of international tourists but also those of 
interregional tourists. The countries are developing and have multiple microeconomic 
issues, so they invest little in the development of tourist destinations. Secondly, 
health and hygienic situations of these countries discourage international tourists. 
Interregional rivalries of these nations are third major issue in terms of biased visa 
policies for local tourists.

4. Conclusion

Literature review on tourism industry of south Asia indicated many important 
aspects of south Asian tourism industry. To understand characteristics of tourism 
industry this part is divided into two subheadings.

I. Strength of tourism industry

II. Weaknesses of tourism industry

4.1 Strength of tourism industry

The researchers agreed that these areas have large potential for tourism because 
of their beautiful sceneries, rich heritages, and culture. The strengths of the tourism 
industry are as follows:

• Spiritual tourism is one of the major sources of income for these areas as in 
the case of Kartarpur in Pakistan [4] and in different areas of India [5] and 
Bangladesh. The affluent class of these countries prefers spiritual journeys, just 
such as Muslims visit Mecca.

• These areas have great potential for cross-border tourism because of shared 
borders, resources, and cultures. In post-COVID-19 situations, these areas 
regional tourism can support their economy. So, they are not totally dependent 
on international tourists.

• Sri Lanka and Nepal are known for their fisheries industry. Fishing spots are 
attractive tourist points also [14].

• The currency rate of these areas are low in the international market so for 
international tourist, it will be economical, and for cross-border tourists, it will 
be affordable [17].

4.2 Weaknesses of tourism industry

The literature review identifies a number of weak points of South Asian Tourism 
Industry:
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• This industry was neglected in the past [12] and became the center of focus 
specially in Pakistan in the last 4-5 years.

• All these countries need to revise their travel and tourism policies as mentioned 
by Mehraj Din Wani [6, 11] for Bangladesh T&T board.

• The infrastructure, safety and security, and hygiene of these areas are not up to 
international standards.

• The political situation in these countries, such as martial law and war-like condi-
tions, is a major hindrance for international tourists [18].

• The complicated cross-border visa and passport procedures discourage regional 
tourists

• FDI (foreign direct investment) earned through tourism is spent on microeco-
nomic issues rather than on the development of transport, infrastructure, service 
structure, and security of tourist points [17].

• Commercialization of hilly areas is creating problems of pollution and climatic 
safety [8].

• Climatic safety and security are a major issues for tourists in hilly areas [8].

• Information communication system is poor and unable to address target clients [14].
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Chapter 11

Tourism Education in the  
Post-Pandemic Era
Fangzhou Wan, Minghui Yang and Yubin Xi

Abstract

The field of tourism education has experienced significant transformations, 
shifting from its initial focus on hospitality management to encompass broader 
interdisciplinary perspectives. The COVID-19 pandemic has acted as a catalyst for 
transformative changes in higher education, leading to a rapid transition to online 
platforms and innovative pedagogical approaches within the realm of tourism educa-
tion. Students have demonstrated adaptability in virtual learning environments, 
prompting institutions to reevaluate their pedagogy and management strategies. This 
crisis has underscored the importance of updating education to integrate both online 
and offline modalities, fostering resilience and versatility. In the post-pandemic 
era, the landscape of tourism education will witness profound changes in pedagogy, 
institutional practices, and student dynamics. Pedagogical innovations will involve 
integrating up-to-date industry knowledge, placing emphasis on practical skill 
development through experiential learning, and utilizing technology-driven chan-
nels for remote education. Institutional innovations will prioritize digitalization 
efforts along with health and safety measures while also focusing on sustainability 
and globalization initiatives. Educators will enhance their proficiency in utilizing 
new technologies as well as adopting interdisciplinary approaches. Student dynamics 
will emphasize international mobility opportunities, professional training programs, 
innovation mindset cultivation, and entrepreneurial skill development. Collaboration 
between academia and industry stakeholders will be crucial in preparing graduates 
for the evolving tourism landscape by emphasizing adaptability, continuous learning 
abilities, and forward-thinking mindsets.

Keywords: tourism education, pedagogical transformation, post-pandemic era, 
institutional innovation, interdisciplinary approaches

1.  Introduction

The evolution of tourism education within higher education represents a signifi-
cant paradigm shift [1]. Initially rooted in hospitality in Europe and predominantly 
focused on management and business perspectives in American programs [1], the 
field has expanded its scope over time. Noteworthy contributions from Asian coun-
tries such as Thailand, China, and Singapore have played a pivotal role in advancing 
tourism higher education since the previous century, highlighting the global signifi-
cance of this academic domain [2].
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However, the landscape of tourism education underwent a seismic shift with the 
onset of the COVID-19 pandemic, which disrupted higher education worldwide, 
including the realm of tourism education [3–6]. As physical gatherings became 
untenable due to health concerns and restrictions, educational institutions swiftly 
transitioned to online platforms, facilitating virtual connectivity between students 
and educators. This global crisis, while presenting myriad challenges, also catalyzed 
innovative pedagogical approaches, ushering in an era of ongoing evolution in tour-
ism education [3–6].

Amid the pandemic, students demonstrated remarkable adaptability in acclima-
tizing to online learning environments, bolstered by widespread internet adoption 
globally [7]. This transition not only afforded students access to learning resources at 
a reduced cost compared to traditional tuition fees per credit hour but also compelled 
higher educational institutions to critically reassess their pedagogy and educational 
management strategies. Consequently, this introspection has ignited pertinent 
debates regarding the necessity of updating tourism education pedagogy to seamlessly 
integrate both online and offline course modalities, thereby fostering a more resilient 
and versatile educational framework.

The COVID-19 pandemic has profoundly reshaped various societal dimensions 
[8], with tourism education undergoing significant transformations [3]. As the 
world grapples with the aftermath of this crisis, it becomes imperative to scrutinize 
how education in the tourism sector will evolve in the post-pandemic landscape. 
Specifically, it prompts considerations on the nature of tourism pedagogy, the updat-
ing of educational management strategies by institutions, the adaptation of educators 
to evolving circumstances, the expectations and performance of students in the post-
pandemic era, and the industry’s expectations regarding graduates’ competencies and 
skills. Acknowledging the significance of tourism education for both individual career 
development and the sustainable advancement of the tourism sector, this chapter 
elucidates the historical trajectory of tourism education, evaluates its pedagogical 
adaptations amidst the pandemic, delineates prospective pedagogical trajectories, and 
concludes by underscoring the pivotal role of adaptability and resilience in shaping 
the future trajectory of tourism education.

2.  History of tourism education

Tourism, tracing its roots back to the nineteenth century with Thomas Cook’s 
inaugural tour in 1841, has since blossomed into a global phenomenon, permeating 
both Western and Eastern societies [9]. Despite its longstanding presence in societal 
practices, tourism’s academic inception is comparatively recent, characterized by its 
interdisciplinary nature and a dearth of a robust theoretical foundation [10]. Cornell 
University in the United States blazed the trail in 1927 by establishing the world’s 
first undergraduate degree program in tourism education, subsequently inspiring the 
proliferation of certificate and degree programs worldwide [11].

In response to evolving educational demands and technological advancements, vari-
ous educational institutions, ranging from vocational schools to comprehensive univer-
sities, have tailored programs catering to diverse levels of study within the hospitality 
and tourism domain [12]. The advent of online platforms has further democratized 
access to quality education, exemplified by initiatives like The Hong Kong Polytechnic 
University’s MicroMaster program launched on the edX platform in 2017, which offers 
global participants a comprehensive hospitality and tourism curriculum [13].
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As the 21st century unfolds, tourism education assumes a pivotal role within the 
broader landscape of social sciences. This evolution underscores the dynamic nature 
of tourism education, which has transitioned from its nascent stages characterized 
by a lack of theoretical grounding to its current status as a burgeoning academic 
discipline with a global footprint [10]. While some institutions integrate tourism 
education within their social science departments, others position it within business 
or management schools, underscoring its multifaceted nature and interdisciplinary 
significance [14]. As educational paradigms continue to evolve and adapt to societal 
needs, tourism education remains poised to play an integral role in shaping the future 
of global tourism and hospitality industries.

The evolution of tourism education has been influenced by socio-economic trends, 
technological advancements, and shifts in consumer behavior. Across the globe, 
institutions have recognized the need for specialized training in tourism manage-
ment, hospitality, and related fields. Renowned institutions in Europe, such as the 
University of Surrey and the University of Nottingham, are engaged in developing 
research-oriented talents. Meanwhile, in Switzerland, institutions like École hôtelière de 
Lausanne Hospitality Business School and Les Roches Global Hospitality Management 
Education have set standards for excellence in practical hospitality education. Similarly, 
in the United States, Cornell University and the University of Nevada, Las Vegas, are 
renowned for their comprehensive programs in hospitality and tourism management. 

Program 
category

Program 
purposes

Expected 
achievement

Duration Future career 
orientation

Example institutions 
and programs

Training 
Program

Introduction to 
basic tourism 
concepts and 
skills

Basic 
understanding 
of the tourism 
industry

Short-term 
(weeks)

Entry-level 
positions in 
tourism and 
hospitality

TAFE Queensland –  
Tourism and 
Hospitality Skill Set

Certificate 
Program

Specialized skills 
and knowledge 
in a specific area

Specialized 
expertise

Several 
months

Specialized 
roles in tourism 
or related 
industries

Cornell University – 
Certificate in Hotel 
Revenue Management

Associate 
Degree 
Program

Foundational 
knowledge in 
tourism and 
hospitality

Fundamental 
understanding 
of tourism 
principles

2 years Entry-level and 
mid-level roles 
in the industry

Santa Monica 
College – Associate in 
Science in Hospitality 
Management

Bachelor’s 
Degree 
Program

In-depth study 
of tourism 
management 
and principles

Comprehensive 
understanding of 
tourism

3–4 years Management 
roles in tourism, 
hospitality, and 
related sectors

University of 
Florida – Bachelor of 
Science in Tourism, 
Hospitality, and Event 
Management

Master’s 
Degree 
Program

Advanced study 
in tourism, 
often with a 
specialization

Expertise in a 
specific area of 
tourism

1–2 years 
(after 
Bachelor’s)

Leadership 
roles, academia, 
research, 
consulting

University of  
Surrey – MSc 
International Tourism 
Management

Doctoral 
Degree 
Program

Research-
oriented, 
in-depth study 
and contribution 
to the field

Contribution 
to academic 
knowledge, 
research skills

3–5 years 
(after 
Master’s)

Academic 
positions, high-
level research, 
leadership in the 
industry

University of Otago – 
PhD in Tourism

Table 1. 
General information of world’s tourism education.
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In Asia, educational hubs for tourism studies have emerged in countries like Singapore 
and Hong Kong, with institutions like the Hong Kong Polytechnic University offering 
specialized courses tailored to the region’s growing tourism industry.

Table 1 provides a comprehensive overview of the categorization of tourism 
education programs globally, delineating each program category’s objectives, antici-
pated outcomes, duration, career prospects, and exemplary institutions offering such 
programs. From short-term training initiatives introducing basic tourism concepts to 
doctoral programs fostering research contributions and leadership roles in academia 
and industry, the table underscores the diverse educational pathways available for 
individuals aspiring to pursue careers in the dynamic field of tourism.

3.  Pedagogical transformation amidst the impact of the COVID-19 
pandemic

The COVID-19 pandemic has undeniably exerted a profound influence on the 
tourism industry, necessitating unprecedented adaptations [3]. In response to travel 
restrictions and heightened safety concerns, tourism education institutions swiftly 
recognized the imperative for agile adjustments to equip students with the requisite 
competencies to navigate these exigencies [15, 16].

One significant response from these institutions has been the integration of tech-
nology into tourism education curricula [3, 4, 15, 16]. With prevalent travel restric-
tions and social distancing measures, virtual platforms and online tools emerged as 
pivotal in maintaining educational continuity. Students were exposed to innovative 
digital solutions, including virtual reality tours, augmented reality applications, and 
online simulations, facilitating remote exploration of destinations and skill practice.

Furthermore, the pandemic prompted an evolution in crisis management educa-
tion within tourism programs, fostering a deeper comprehension of global health 
emergencies [17]. It served as a catalyst for the industry to prioritize public health 
considerations across all facets of tourism operations. Consequently, there emerged 
an augmented emphasis on topics such as epidemiology, infectious disease control 
measures, and emergency response protocols within tourism curricula.

In addition to crisis management and risk assessment, resilience training has 
emerged as a fundamental component of tourism education [18]. Students are now 
equipped with strategies to adeptly adapt to evolving circumstances and effectively 
rebound from disruptions. They receive instruction on contingency planning, busi-
ness continuity strategies, and the development of robust recovery plans capable of 
withstanding future crises.

Moreover, there has been an amplified emphasis on sustainability within tourism 
education, spurred by the pandemic’s profound impact on natural resources and local 
communities [19]. Students now exhibit heightened awareness regarding the signifi-
cance of biodiversity preservation, reduction of carbon footprints, promotion of respon-
sible consumption patterns, support for local economies through community-based 
initiatives, and engagement in ethical practices throughout their professional endeavors.

These adaptations underscore the resilience and responsiveness of tourism educa-
tion in the face of unprecedented challenges. By embracing technological innovations, 
integrating crisis management education, fostering resilience, and prioritizing sus-
tainability, tourism education institutions are not only preparing students to navigate 
the complexities of the present but also equipping them with the tools to shape a more 
resilient and sustainable future for the tourism industry.
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4.  Tourism education in the post-pandemic era

Following the conclusion of the pandemic, it is evident that the landscape of 
tourism education worldwide will undergo significant transformations. These changes 
will be characterized by emerging health and safety standards, technological advance-
ments, and a renewed emphasis on sustainability and environmental concerns.

4.1  Pedagogical innovations

In the aftermath of the pandemic, there is an imminent expectation of a pro-
found transformation in tourism education pedagogy. This transformation will be 
multifaceted, driven by shifts in teaching sources, methods, channels, students’ 
expectations, industry demands, and educators’ capabilities. Firstly, the sourcing 
of teaching materials will evolve to reflect the new realities of the tourism industry. 
Educators must incorporate updated information on health protocols, risk manage-
ment strategies, and sustainable practices into their curriculum to equip students with 
the relevant knowledge and skills necessary for a resilient future in tourism. Secondly, 
a paradigm shift in teaching methods is anticipated. Traditional classroom lectures 
may be complemented or replaced by experiential learning approaches emphasiz-
ing practical skill development. Incorporating field trips or virtual simulations into 
tourism education programs can provide hands-on experiences and foster critical 
thinking among students. Moreover, technology-driven channels will play a pivotal 
role in delivering educational content, offering remote learning opportunities for 
students facing travel constraints or seeking flexible study options. Educators must 
adapt instructional techniques to effectively engage learners through digital mediums 
while ensuring accessibility for all. Post-pandemic, both students and the industry are 
likely to seek specialized knowledge in areas such as crisis management or sustainable 
tourism practices, alongside adaptable skills like data analysis or cultural sensitivity, 
reflecting evolving market demands.

4.2  Institutional innovation and educator development

The post-pandemic era will prioritize digitalization and technology-driven 
education, with continuous advancements expected to reshape tourism education. 
Technologies such as virtual reality (VR) and augmented reality (AR) are antici-
pated to provide immersive learning experiences, fostering interactive and engaging 
environments. Hybrid education, a blend of online and face-to-face learning, is 
poised to become a pivotal direction, offering flexibility and global access to courses. 
Higher education institutions may integrate adaptable pedagogical models to cater to 
students’ needs for flexibility and interaction. Health and safety will become integral 
components of curricula, necessitating proficient implementation of hygiene mea-
sures and strategies for managing tourism operations to mitigate disease transmission 
risks. Additionally, sustainability will remain a focal point, driving the development 
and implementation of eco-friendly strategies in tourism education. Globalization 
and cross-cultural education will be strengthened, emphasizing effective communi-
cation and collaboration across diverse cultural backgrounds. Government policies 
may incentivize resource utilization to advance the industry. Consequently, educators 
must enhance their proficiency in utilizing new technologies and adapt to blended 
learning approaches. They should expand their knowledge base in health, safety, 
sustainability, and cross-cultural studies.
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4.3  Student dynamics

Post-pandemic, a gradual recovery in international student mobility is antici-
pated, with countries adopting inclusive policies to encourage overseas education and 
cross-cultural exchanges. Tourism education will prioritize cultivating and attracting 
new talents through enhanced professional training and partnerships aligning educa-
tional content with industry demands. Fostering innovation and an entrepreneurial 
mindset will be crucial, achieved through relevant courses and projects aimed at 
creating novel offerings within the tourism industry. Future education may empha-
size the development and management of local resources to deliver exceptional travel 
experiences for domestic tourists while promoting proximate tourist destinations 
effectively. In summary, future tourism education will emphasize health and safety 
measures, digitization, sustainability, globalization, government policy influence, 
human resource development, innovation, and entrepreneurial spirit. Pedagogical 
approaches should combine experiential learning with theoretical foundations, 
incorporating modules on crisis management, digital marketing, and data analytics. 
Partnerships between academia and industry stakeholders will facilitate internships 
and research collaborations, while mentorship programs provide exposure and 
networking opportunities. Embracing interdisciplinary perspectives will prepare 
graduates for the diverse nature of the global tourism industry while fostering 
cultural competency.

5.  Conclusion

In conclusion, the COVID-19 pandemic has accelerated significant transforma-
tions in tourism education, prompting a reassessment of pedagogical approaches 
and curriculum development strategies. As the industry adapts to new realities and 
challenges, education must remain adaptable and responsive, equipping students with 
the knowledge, skills, and resilience required to thrive in an ever-evolving landscape. 
By embracing innovation, sustainability, and collaboration, tourism education can 
play a pivotal role in shaping a more resilient, inclusive, and sustainable future for 
the global tourism sector. As we navigate the uncertainties of the post-pandemic era, 
the importance of continuous learning, adaptability, and a forward-thinking mindset 
cannot be overstated in preparing the next generation of tourism professionals.

Future tourism education will place a greater emphasis on health and safety 
measures, the integration of digitization and technology, the implementation of 
sustainable practices in the tourism industry, the enhancement of globalization and 
cross-cultural communication skills, recognition of government policy influence on 
the industry’s direction, adoption of human resource development strategies, and fos-
tering innovation and an entrepreneurial spirit. Additionally, it will focus on devel-
oping and managing local and nearby tourism resources to cultivate adaptable and 
inventive talents capable of meeting the challenges and opportunities presented by 
the future of this industry. Looking ahead, tourism education must continue to evolve 
in response to emerging trends and global dynamics. Pedagogical approaches that 
combine experiential learning with theoretical foundations will enhance students’ 
practical skills as well as their critical thinking abilities. Curricula should include 
modules on crisis management, digital marketing techniques, and data analytics to 
prepare students for post-pandemic realities in the tourism landscape. Furthermore, 
partnerships between academia and industry stakeholders will facilitate internship 
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Chapter 12

Strategic Management Accounting
Application – Some Discussions for
the Tourism Business
Phan Thi Thuy Nga

Abstract

This chapter will introduce strategic management accounting (SMA), a modern
analysis and forecasting tool that supports managers in making strategic management
decisions to help businesses increase their performance in both financial and non-
financial. By reviewing the literature and my empirical study about factors affecting
SMA application in the tourism business, this chapter aims to help managers who
work in the tourism business with some references and recommendations to decide on
applying strategic management accounting, particularly SMA techniques. Following
objectives of this chapter: - Understand strategic management accounting and strate-
gic management accounting techniques - Understand the role of strategic manage-
ment accounting in enterprises - Some propose applying SMA techniques in
enterprises, specifically tourism businesses.

Keywords: strategic management accounting, SMA techniques, SMA application,
performance, tourism

1. Introduction

The business environment is becoming increasingly fierce, requiring more
information sources to compete and develop. Traditional management accounting
gradually reveals many limitations in supporting managers because its information is
only internal and exists in scope with a short-term forecast period. [1, 2]; emphasizes
financial and historical information only [3]. Strategic management accounting was
born as a necessity, supplementing and perfecting the limitations of traditional man-
agement accounting. Therefore, it is considered the era of analysis and forecasting
because it helps businesses evaluate and forecast strategic visions to achieve their
goals when the information it provides is more flexible with a broader scope beyond
the “internal” of the enterprise [1, 4, 5].

Nearly 40 years since Simmond [3] first introduced strategic management
accounting. There have been many debates, but the concept and content still do not
have a unified framework. However, this tool is still encouraged to research and apply
in many countries worldwide. If before the 2000s, related studies only tried to shape
strategic management accounting, from 2000 to now, applied studies have become
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popular. The growing number of research studies was in developed economies such as
the United States, United Kingdom, and New Zealand and developing countries such
as Slovenia, Malaysia, Thailand, China, and Vietnam.

The correct awareness of the importance of SMA motivates managers to apply this
tool more. For this application to become practical, many empirical studies also
explore and test the analysis of influencing factors. Many factors are synthesized from
previous studies, including characteristics of the CEO, CFO, the accountant’s partici-
pation in the decision-making process of quality management, business strategy,
decentralization, information quality of information systems, and technology;... Many
models have been proposed to help managers evaluate their internal and external
factors, thereby taking steps to apply this tool more effectively.

This chapter will briefly introduce conceptual perspectives on SMA, the primary
content of each SMA technique will be presented based on a synthesis of related
studies in the world through an empirical study in Vietnam. The author will present
part of the recommended content to suggest the orientation of applying this tool in
tourism businesses.

2. What is strategic management accounting?

Management accounting is an effective support tool for managers, helping them
understand their business activities, strengths, and weaknesses to make short-term and
long-term management decisions. When the environment becomes increasingly fierce,
understanding the “internal” is an advantage to help businesses compete and allows
businesses to interact with the outside. Simmond [3] realized that because he realized
that profits are generated not only from manipulating information inside the company
but also from external information, mainly from competitors. According to him, infor-
mation related to competitors is essential because it helps businesses locate competitive
advantages through cost comparison and cost structure collected from competitors. On
that basis, he gave the first definition of the term Strategic Management Accounting
(SMA), which is the provision and analysis of accounting data of competitors and
enterprises to develop and monitor close to the competitive position [3].

However, SMA has not yet been clearly defined because, in traditional manage-
ment accounting, it is still widely applied despite certain limitations in providing
information to managers. Moreover, Simmond believes that the essence of SMA is
accounting for strategic management, and the information to be collected by compet-
itors must be financial and quantifiable. Therefore, he proposed to set up an account-
ing system to record data from competitors about costs, prices, and products as a basis
for comparison to help businesses determine strategic positions.

Inheriting from Simmond but Bromwich [1] believes that SMA should focus on
external issues, namely the need to collect more information from customers because
he thought it was necessary to base on the product attributes that customers wanted,
then produce products at the prices that customers will pay, helping to improve the
competitive position of the business.

Simmond and Bromwich refer to SMA as content related to a specific audience,
such as customers or competitors, but Lord [2] argues that SMA is a three-step process
of collecting competitor information, exploiting opportunities to reduce costs, linking
accounting to the strategic position and repeated in six phases; Dixon and Smith argue
that SMA includes four stages: defining business strategy, strategic cost analysis,
market analysis, and strategic evaluation [6].
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This group of authors represents the first view of SMA when attempting to incor-
porate strategy into management accounting. That comes from the original meaning
of the term “strategy” in the military, which implies understanding the opponent to
win. Moreover, it was also the idea that, combined with Porter’s strategy theory,
flourished during that period. This view is once again agreed by the British Associa-
tion of Certified Management Accountants when introducing the concept of SMA,
which is the provision and analysis of management accounting data related to business
strategy, especially relative and actual cost trends in terms of the firm’s price, volume,
market share, cash flow, and total resource needs.

Many definitions of SMA have been proposed in previous studies, summarized
explicitly in the following Table 1.

In addition, the research literature review shows that the second view of SMA is a
set of strategic-oriented strategic techniques to support enterprises to increase effi-
ciency [4, 12], which is the concept used in most empirical studies. With the early
form of SMA, the main techniques mentioned include cost-related plans and compet-
itors [1, 4]. Roslender and Hart [13] extend the connection between management
accounting and marketing management to enhance the marketing aspect of the con-
cept of SMA. The results from this study show that in addition to cost-related tech-
niques such as attribute costing, strategic costing, target costing, and activity-based
costing, two standard methods and the balanced scorecard have been valued and
connected with SMA to add value for marketing and sales as well as analysis of
customer’s ability to pay. Roslender and Hart [13] once again confirmed this point of

Author Define

Simmonds [3] SMA is the collection and processing of financial information of the management
accountant on business activities, on the competitive situation of enterprises, and of
the corporate investors to build a strategy and monitor the enterprise’s strategy.

Shank [7] SMA uses cost management information directed at each stage of the strategic
management process.

Bromwich [1] SMA is the analysis and provision of information on the product market, the cost
structure of the enterprise, and the corporate investor to monitor the business quality
of the enterprise and of the corporate investors in the same need for many periods
(long-term).

Ward [8] SMA is an accountant for strategic management.

Roslender and
Hart [9]

SMA is a general approach to accounting for the positioning of business quality,
defined by an effort to integrate insights from management accounting and marketing
management within the quality management framework.

CIMA [10] SMA is a management accounting system that provides information outside the
enterprise, and the information source is created from within the enterprise to serve
the process of strategic analysis, strategy selection, and strategy implementation.

Langfield-Smith
[6]

SMA is the strategic direction for creating, interpreting, and analyzing management
accounting information and corporate governance activities

Ma and Tayles
[11]

SMA is a management accounting that provides a strategic-oriented information
system for decision-making and control of strategic activities

Source: Collecting from previous studies.

Table 1.
Definitions of strategic management accounting.
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view by analyzing each content constituting SMA in work “Strategic management
accounting: Lots in a Name?”. Despite the increase in the number of techniques, this
view is opposed by some authors in the United States because they consider it to be
just a loose association of methods in that set [14].

In general, SMA is understood as accounting for strategic management or
management accounting to help enterprises implement business strategies and always
has characteristics that show differences compared to traditional management
accounting:

• SMA has an outward focus;

• Information of SMA is both financial information and non-financial information;

• the internal system or the set target system does not constrain SMA;

• Support orientation and strategy implementation for businesses;

• SMA is the direction to the future.

3. The role of strategic management accounting for business operations

Although there are many views, the role of strategic management accounting for
businesses is indisputable because the value brought when applying this tool is always
to increase the company’s performance [12, 15, 16]. It is not only financial perfor-
mance, such as revenue growth, profit, and return on investment, but also non-
financial effects, such as customer satisfaction, product quality improvement, the
development of market share, and new products [12]. Besides, it also helps businesses
save and control costs. It even makes the information on the financial statements more
relevant and timely, which most companies desire to be achieved when competing in a
harsh environment.

In addition, the content and methods of each SMA technique have been com-
pleted, studied, and applied in practice quite a lot. Each technique, when used, helps
businesses solve critical links that help managers collect, synthesize, process, analyze,
evaluate, and forecast critical issues that companies need to achieve, such as costs,
customers, suppliers, and strategies to achieve their primary goals. At the same time,
applying SMA techniques will help managers have an internal and external overview
to make more appropriate and effective management decisions. This problem is illus-
trated by the image (Figure 1) of the process of strategic management accounting
with a broader coverage from the outside, from the environment, and always having
interactions with each other instead of just focusing on each other. Focus on internal
processes without paying attention to external issues like traditional management
accounting. Moreover, as mentioned, the advantage of SMA is that the information
collected and provided is both quantitative information, such as financial information,
and qualitative data, such as non-financial information. That helps administrators
effectively cover, analyze, handle, and forecast problems.

Therefore, management increasingly shows a general perspective and point of
view, is more flexible and associated with leadership, helps increase value for cus-
tomers and shareholders, and helps to support inspection, assessment, and resource
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allocation. In particular, the role of SMA is more sophisticated in creating value
through the efficient implementation of resources [17].

Thus, to make quality decisions, bring high efficiency, and help businesses
achieve their goals, managers need financial and non-financial information
collected not only in the past and present but also predictive of future problems.
Moreover, it is collected from outside and inside enterprises to ensure two necessary
and sufficient factors, quantity and quality factor of information when it is collected
and provided.

4. Strategic management accounting techniques

With the role of providing information as a management tool, applying SMA and
SMA techniques is a systematic process to record, process, synthesize and evaluate
information related to specific objects and content. According to Cadez & Guilding
[12], the SMA application has been widely recognized. From the quite popular results
and the role of 2 new SMA techniques, in this study, the SMA techniques include 16
types according to Cadez & Guilding [12], adding two, namely ABC and environ-
mental management accounting, bringing the total number of SMA techniques to 18.

Based on the concept of SMA introduced by the British Association of Notary
Public Accountants [18], the application of SMA is the recording, processing, synthe-
sizing, and evaluation of information related to 18 techniques according to the British
Association of Certified Public Accountants [18] mentioned.

Figure 1.
(a) Traditional management accounting process and (b) strategic management accounting process. Source: Keith
Ward [8], strategic management accounting, p. 87.
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4.1 Costing

4.1.1 Attribute costing

This technique aims to collect, record and provide cost information showing the
attributes and functions associated with the product in creating attraction and attrac-
tion for customers. Examples include the cost of value creation, the cost of using a
warranty, the cost of helping to ensure delivery, and the after-sales service [1, 9, 12].

4.1.2 Life-cycle costing

This technique is collecting, recording, and providing cost information for each
product life cycle stage, which is the total cost incurred related to each step as new
design and introduction, growth, decline, and disappearance of a product/service to
help businesses have a clear direction and strategy for the product [4, 12, 19].

4.1.3 Quality costing

This technique aims to collect, record and provide information about costs to
produce products/services that meet specific quality technical standards businesses
need to understand and control. Control costs include reasonable expenses (including
fees of prevention and appraisal) and costs of non-conformities (costs incurred due to
internal damage to the enterprise, costs incurred due to damage caused by internal
damage to the enterprise, and external harm) help to allocate and use resources
rationally and improve the quality of products/services [4, 12, 19, 20].

4.1.4 Target costing

This technique aims to collect, record and provide cost information to help businesses
determine cost goals and the level of fees, cost savings, or appropriate use of costs. Based
on the target selling price and target profit, the target costing process consists of three
parts: market-oriented target cost, establishing and implementing the business quality,
cost reduction, and target cost goals at the functional level [4, 12, 20].

4.1.5 Value chain costing

This technique is collecting, recording, and providing cost information identified
in each activity of the value chain that creates value for the product: research, support
costs & development, design, production, marketing, sales, distribution, and after-
sales service. The value chain cost approach enables robust strategic planning,
maximizing value while minimizing costs [12, 16].

4.1.6 Activity-based costing

It is a method of calculating costs based on activities that incur costs, thereby
helping to trace the origin of activities that generate a lot of expenses and the rela-
tionship of costs with the object of charge. Costs to accurately determine the price and
recognize the correlation and usefulness of the cost of the products and services
businesses provide to the market [20].
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4.2 Planning, control, and performance measurement

4.2.1 Benchmarking

Standardization is a technique to set standards for costs, operations, and gover-
nance in the business and competitive market to help create conformity, improve
costs, and operate. Business activities of enterprises are more suitable for corporate
governance and show competitive advantages of specific enterprises of each activity,
each division, and the whole enterprise [12, 16].

4.2.2 Integrated performance measurement (balanced scorecard)

A technique for measuring operational performance by connecting and concretiz-
ing vision and strategy into specific goals, measures, and actions on four dimensions.
These include financial, customer, internal business processes, and the learning and
growth team. This measurement technique helps to provide fully integrated financial
and non-financial performance information, combining short-term with long-term,
combining current with potential, and combining accounting with management
[6, 12, 16].

4.3 Strategic decision-making

4.3.1 Strategic cost management

A system of public accounting associated with business quality to provide
information to help enterprises gain competitive advantages based on comparing
the costs of this enterprise with other enterprises. This technique is a process of
identifying, accumulating, measuring, analyzing, evaluating, interpreting, and
reporting cost information that is internally and externally relevant, group-related,
and related to cost information. How organizations effectively use resources to
improve competitive position and save enterprises costs [12, 16, 21].

4.3.2 Strategic pricing

This technique focuses on the factors that are likely to affect the price decision of
the enterprise, such as corporate response, market share growth, price elasticity,
customer value, and business environment, helping enterprises to react flexibly in
pricing while ensuring competitive factors appropriate to the competitive position and
implementing strategies of enterprises [12, 16].

4.3.3 Brand valuation

Including determining the budget and assessing the brand valuation to support
management decisions in allocating resources, enhancing the brand position, and
paying attention to the brand value. Pay attention to factors that affect the brand
valuation, such as stability, leadership, market, international, trend, support, and
protective factors related to brand profits history [12, 19].
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4.4 Competition accounting

4.4.1 Competitor cost assessment

It is a regularly updated estimate of the costs and the composition of the costs of
the public investment program in both quality and reliability to support the imple-
mentation of the cost reduction strategy, ensuring the prevention and control of costs
that prevent fierce competition [12].

4.4.2 Competitor position monitoring

Analyze the position of the corporate market by collecting information about the
corporate market’s comparable sales, market share, volume, and cost. Based on that,
enterprises can evaluate their competitive position compared to other companies from
which to plan and control or build other business quality [12, 16, 21].

4.4.3 Competitor performance appraisal

this technique analyzes, synthesizes, and provides information published in the
financial statements to the public, thereby evaluating their performance to make
decisions [12, 16, 20, 21].

4.5 Customer accounting

4.5.1 Customer profitability analysis

Customer benefit analysis is the analysis of the cost of the service provided to the
customer, including all activities to complete the sale and satisfy the customer, such as
advertising, sales calls, deliveries, payments, collections, service calls, inquiries, and
other forms of service to increase customer profitability and value that customer
brings [12].

4.5.2 Lifetime customer profitability analysis

Similar to the above content, but this technique is associated with the classification
according to the level of customer attachment to the business, based on which analysis
of the ability to create value as well as the implementation cost for each type, this
group of customers is more long-term and strategic [12, 16].

4.5.3 Valuation of customers as assets

Because customers are considered valuable and intangible assets of enterprises,
this technique is associated with collecting information to evaluate, manage, and
support the recognition of customers determining costs and the ability to generate
profits from customers of enterprises [12].

4.6 Environmental management accounting

Environmental management accounting is a technique to provide information
about costs related to the environment. It is a tool to support the implementation of
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environmental system construction to help establish an ecological information system
for enterprises [22], simultaneously assessing benefits and costs and strategic planning
for environmental governance (Table 2) [27].

5. Discussion

How to use SMA effectively? What factors affect the application of SMA? And
what solutions do managers have to apply SMA effectively? To answer this problem,
the author will rely on the results of my empirical study with the topic “Factors
affecting the application of strategic management accounting - Research for tourism
businesses in central Vietnam”, this section will give some exchanges with readers,
especially managers in tourism businesses about the application of SMA.

In the context of globalization, a sharing economy, and the current trend of linking
and connecting stakeholders, the role and position of this tool are even more appreci-
ated. To promote the value of adaptation into practice and increase the effectiveness
of a strategic management tool in solving economic problems in the central provinces.
The synthesized study tested the influence of factors on the application of SMA
through a model established based on contigency and upper echelon theories. It was
done by the mixed method of qualitative combined with a quantitative study. Data
was collected from 326 tourism businesses in central Vietnam. Research results con-
firm the following factors: characteristics of the Board of Directors, Board of Direc-
tors; Decentralization, Competition, and Network Collaboration with differentiation
strategies positively impact the application of SMA [26]. From the results of this
study, several discussions are proposed for managers:

• Planning and developing the future management and management team from
three angles:

The first is qualifications, and in addition to recruiting highly qualified human
resources, enterprises also need to have a strategy to train human resources for each
suitable position.

Secondly, as experience, enterprises need to assign many tasks in many positions
and give opportunities to lead and manage groups when performing a task, project,
etc., to have human resources to grasp the nature of operations.

Third, as leadership skill, this is an essential skill of a leader and manager of a
business, a skill that will develop when trained through practical experience and the
ability to learn from the people themselves. Therefore, enterprises need to recognize
and create conditions for human resources to build those skills.

• Creating a competitive environment by assessing the level of competition to
provide policies to support industry development and policies to support human
resources, resources, and financial policies, regulate tourism development
projects, etc., adjusting the competitive environment accordingly. In addition,
when it comes to competitive advantage, it is also necessary to properly recognize
competitive advantages and capabilities from the perspective of individual
actions and cooperation to create benefits.

• Identifying issues that need to have cooperated with each object to improve the
quality of cooperation; implement various forms of collaboration to increase

163

Strategic Management Accounting Application – Some Discussions for the Tourism Business
DOI: http://dx.doi.org/10.5772/intechopen.112064



St
ra
te
gi
c

m
an

ag
em

en
t

ac
co

un
ti
ng

St
ra
te
gi
c
m
an

ag
em

en
t

ac
co

un
ti
ng

te
ch

ni
qu

es
G
ui
ld
in
g

et
al
.[
4]

L
is
a
Ja
ck

[2
3]

C
ad

ez
&

G
ui
di
ng

[1
2]

C
in
qu

in
i

& T
en

nc
ci

[2
0]

T
ur

ne
r

et
al
.

[1
6]

K
al
kh

ou
ra
n

et
al
.[
15
]

A
ru

nr
ua

ng
si
ri
le
rt

&
C
ho

ng
le
rt
th
am

[2
4]

H
as
id

&
A
l1

–

Sa
ye

d
[2
1]

M
ar
te
n

et
al
.[
25
]

P
ha

n
T
hi

T
hu

y
N
ga

[2
6]

N
ew

Z
ea
la
nd

an
d
th
e

U
ni
te
d

St
at
es

U
K
,

A
us

tr
al
ia
,

M
ỹ
an

d
N
ew

Z
ea
la
nd

Sl
ov

en
ia

& A
us

tr
al
ia

It
al
ia

Sl
ov

en
ia

M
al
ay

si
a

T
ha

il
an

d
U
ni
te
d

K
in
gd

om
In
do

ne
si
a

V
ie
t

N
am

C
os
ti
ng

A
tt
ri
bu

te
co
st
in
g

�
�

�
�

�
�

�
Li
fe
-c
yc
le
co
st
in
g

�
�

�
�

�
�

�
�

Q
ua

lit
y
co
st
in
g

�
�

�
�

�
�

�
�

T
ar
ge
t
co
st
in
g

�
�

�
�

�
�

�
�

V
al
ue

-c
ha

in
co
st
in
g

�
�

�
�

�
�

�
�

�
�

A
ct
iv
it
y-
ba

se
d
co
st

�
�

�
�

�
Pl
an

ni
ng

co
nt
ro
l,
an

d
pe

rf
or
m
an

ce
m
ea
su
re
m
en

t

B
en

ch
m
ar
ki
ng

�
�

�
�

�
�

�
�

In
te
gr
at
ed

pe
rf
or
m
an

ce
m
ea
su
re
m
en

t
�

�
�

�
�

�
�

�

St
ra
te
gi
c

de
ci
si
on

-
m
ak

in
g

St
ra
te
gi
c
co
st
in
g

�
�

�
�

�
�

�
�

St
ra
te
gi
c
pr
ic
in
g

�
�

�
�

�
�

�
B
ra
nd

va
lu
at
io
n

�
�

�
�

�
�

C
om

pe
ti
to
r

ac
co
un

ti
ng

C
om

pe
ti
to
r
co
st

as
se
ss
m
en

t
�

�
�

�
�

�
�

�
C
om

pe
ti
ti
ve

po
si
ti
on

m
on

it
or
in
g

�
�

�
�

�
�

�
�

C
om

pe
ti
to
r
pe

rf
or
m
an

ce
ap

pr
ai
sa
l

�
�

�
�

�
�

�
�

164

Post-COVID Tourism – Tendencies and Management Approaches



St
ra
te
gi
c

m
an

ag
em

en
t

ac
co

un
ti
ng

St
ra
te
gi
c
m
an

ag
em

en
t

ac
co

un
ti
ng

te
ch

ni
qu

es
G
ui
ld
in
g

et
al
.[
4]

L
is
a
Ja
ck

[2
3]

C
ad

ez
&

G
ui
di
ng

[1
2]

C
in
qu

in
i

& T
en

nc
ci

[2
0]

T
ur

ne
r

et
al
.

[1
6]

K
al
kh

ou
ra
n

et
al
.[
15
]

A
ru

nr
ua

ng
si
ri
le
rt

&
C
ho

ng
le
rt
th
am

[2
4]

H
as
id

&
A
l1

–

Sa
ye

d
[2
1]

M
ar
te
n

et
al
.[
25
]

P
ha

n
T
hi

T
hu

y
N
ga

[2
6]

N
ew

Z
ea
la
nd

an
d
th
e

U
ni
te
d

St
at
es

U
K
,

A
us

tr
al
ia
,

M
ỹ
an

d
N
ew

Z
ea
la
nd

Sl
ov

en
ia

& A
us

tr
al
ia

It
al
ia

Sl
ov

en
ia

M
al
ay

si
a

T
ha

il
an

d
U
ni
te
d

K
in
gd

om
In
do

ne
si
a

V
ie
t

N
am

C
us
to
m
er

A
cc
ou

nt
in
g

C
us
to
m
er

pr
of
it
ab

ili
ty

an
al
ys
is

�
�

�
�

�
�

�
�

Li
fe
ti
m
e
cu

st
om

er
pr
of
it
ab

ili
ty

an
al
ys
is

�
�

�
�

�

V
al
ua

ti
on

of
cu

st
om

er
s
as

as
se
ts

�
�

�
�

�

E
nv

ir
on

m
en

t
m
an

ag
em

en
t

ac
co
un

ti
ng

E
nv

ir
on

m
en

t
m
an

ag
em

en
t

ac
co
un

ti
ng

�

So
ur
ce
:C

ol
le
ct
in
g
fr
om

pr
ev
io
us

st
ud

ie
s.

T
ab

le
2.

SM
A

te
ch
ni
qu

es
ap

pl
ic
at
io
n
in

em
pi
ri
ca
l
st
ud

ie
s.

165

Strategic Management Accounting Application – Some Discussions for the Tourism Business
DOI: http://dx.doi.org/10.5772/intechopen.112064



advantages and support each other’s weaknesses to create quality products and
services; have a vision and cooperation roadmap suitable to their conditions to
improve service quality, and at the same time commit to, maintain and promote
the value of cooperation; evaluate the quality of association to be transparent
about benefits as well as eliminate if such collaboration does not bring any value.

• Agree on the division of responsibilities, assignment of tasks, and appropriate
management decentralization to ensure the most effective operation of the
management tool. Identifying and selecting business strategies helps managers
effectively use available resources and synchronize resource use with the mission,
vision, and plan to identify, analyze, implement, evaluate, and control effective
strategy implementation and promotion.

• Understanding business characteristics to choose a strategy that is suitable for the
conditions of the business as well as the current environment. From there, it is
possible to establish a long-term strategy, have an adjustment roadmap, and
ensure resources to implement them successfully.

6. Conclusion

Strategic management accounting is not a new concept, but it does not have a
unified framework, methodology, or explicit content like traditional management
accounting. Most studies applying strategic management accounting was based on the
view that management accounting is a set of strategic management accounting tech-
niques. However, theory and practice still have a laxity or phase difference.

The role and benefits of this tool have been verified in many studies worldwide.
This chapter only introduces a basic concept of strategic management accounting and
each SMA technique, which helps readers understand strategic management account-
ing and the role of SMA application in both theory and practice.

The recommendations for managers are based entirely on the results of my study
on this topic. However, my study was for tourism businesses in Vietnam, so there will
be different results from previous studies. Therefore, these recommendations only
help readers to refer based on comparison to prior studies in the world to have
orientations for researching or applying SMA in the future.
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Chapter 13

The Profile of Corporate Events 
Customers from the Organizers’ 
Perspective in the Period Pre and 
Post-COVID-19 Pandemic
Cláudia Mendeiros and Rita Peres

Abstract

The present chapter aims to understand the current profile of the buyers of 
corporate events in the Cascais Municipality, from the organizers’ perspective, to 
ascertain the pattern of customer demand and attitude toward two current trends: 
sustainability, as well as hybrid and online events, taking into consideration the evo-
lution and change of the profile in the temporal context pre and post-2020 COVID-19 
pandemic. After analyzing the results of the interviews, it is possible to verify that the 
profile of corporate clients is currently defined by a set of diversified characteristics, 
with a growing awareness toward sustainability and interest in hybrid events, as a 
complement to face-to-face events. It is also possible to highlight the impact that the 
COVID-19 pandemic and the consequent restrictions had in the evolution and change 
of the profile, such as the increased importance of flexibility in the conditions of con-
tracted services, concern about sanitary measures and the demand for outdoor spaces.

Keywords: customer profile, corporate events, COVID-19, sustainability, hybrid and 
online

1. Introduction

There is a growing scholarly interest in events, indicative of their relevance in 
present-day tourism and their broader implications. This field of research is not only 
expanding in scope but also gaining a global perspective. There now exists literature 
focused on the impact of the events in cultural, social, and environmental aspects. 
However, there is a paucity of recent literature focused on the characterization and 
impacts of corporate events, particularly regarding the profile of the corporate client 
considering the various current trends. This study aims to develop this emerging 
field by exploring a better understanding of the buyers’ profile of corporate events, 
regarding the trends of sustainability and hybrid and online events, in the period of 
pre- and post-COVID-19 pandemic.

“Corporate events, also known as business events, have multiple aims. Not only do 
they focus on creating added value to the businesses and individuals that are involved 
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in their delivery (both participants and event providers), but also, on a macroeco-
nomic level, they serve to support the growth and development of business tourism, 
thus boosting the local and national income, as well as the international profile of a 
particular destination [1].” This research is focused on the buyers, which in this case 
are conference organizers and meeting planners who buy, or more accurately, hire 
conference venues and related services to stage their events and who work for corpo-
rate organizations. Corporate organizations are companies established primarily to 
generate a profit, providing a financial return for their owners, whether they are the 
proprietors of a family-run business or the shareholders of a large publicly quoted 
company [2].

Considering that since the turn of the millennium, the trend of sustainability has 
been high on the agenda for many businesses, is visible the increased importance of 
corporate social responsibility (CSR) programs [3]. Many events’ organizers attempt 
to incorporate an opportunity for the participants to participate in CSR-related activi-
ties and give something back to the communities they visit [3]. However, “research 
completed in the immediate prepandemic period (e.g. Dodds et al., 2020) suggests 
that event organizers already tended to ignore, or under-estimate, sustainability 
issues, and the pandemic may exacerbate such attitudes. A more positive forecast is 
that the crisis has encouraged people and organizations to appreciate the value of 
natural environments, livelihoods, and other people more, which may drive the adop-
tion of more sustainable practices in the future [4].”

Regarding the online and virtual trend, “Seraphin (2020) and Madray (2020) have 
suggested that virtual events would be a solution for the event industry to cope with 
and recover from the COVID-19 pandemic. According to Barometer (2020), in terms 
of consumer behavior within the event industry, 84% of visitors and exhibitors have 
utilized one or more digital channels to use services since being forced to adhere to 
lockdowns and social distancing measures during the pandemic. 2020 saw an increase 
from 91% in June to 94% in September in the number of people willing to attend at 
least one event organized on any digital platform. PCMA Convene (2020) conducted 
a survey on business related to events professionals indicated that 87% of inter-
viewees withdrew from their offline events; 66% of these events were delayed due 
to COVID-19, and 70% of companies switched their offline events to virtual events. 
Hence, digital events are projected to prevail over live or offline events [5].”

For these reasons, one of the main goals of this research is to understand the influ-
ence of the recent health pandemic COVID-19 on the behavior of corporate buyers 
related to sustainability and virtual trends, considering that, according to Madray 
[6], COVID-19 has irrupted the global markets and various industries drastically. 
However, innovative minds and leaders of respective fields struggled to bring new 
ways to survive in this condition. But still, the tourism and hospitality industries 
were severely affected, as the threat of disease has homed in the minds of the people 
and the policies of travel, entertainment, and events’ organization and interlinked 
industries.

2. Global trends in corporate events

In recent years, the landscape of corporate events has undergone significant trans-
formations driven by the ever-evolving global business environment. This chapter 
serves as an introduction to the subsequent exploration of the trends of sustainability 
and hybrid and online events in corporate events. By examining the dynamic nature 
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of these trends, their impact on the industry, and the evolving preferences of corpo-
rate clients, including the influence of the COVID-19 pandemic, we aim to provide a 
comprehensive understanding of the current corporate events landscape.

Corporate events play a vital role in the modern business world, serving as plat-
forms for networking, knowledge exchange, and brand promotion. The COVID-19 
pandemic has brought unprecedent challenges and disruptions to the corporate events 
industry, reshaping the profile of corporate events and their expectations. According 
to American Express Meetings & Events [7], “Even though the events industry 
embraced virtual meetings during the COVID-19 pandemic out of necessity, they 
are not a substitute for face-to-face events. Face-to-face meetings are essential for 
collaboration, innovation, relationship building, and the development of trust needed 
to achieve common goals. Given that a considerable number of employees continue to 
work remotely, companies are challenged to keep their teams motivated and engaged.”

“However, despite the current increase in the number of face-to-face meetings 
and events, virtual and hybrid formats are by no means disappearing. In fact, they are 
expected to play a key role in the future. Virtual technology is now seen as a valuable 
tool. Adding a virtual component to a face-to-face meeting allows for better man-
agement of attendee preferences, expanding event or meeting audiences, and even 
providing a contingency plan should it become necessary to change the format from 
face-to-face to virtual” [7].

In line with macro trends, organizations are increasingly considering sustainabil-
ity issues as part of their base planning. There is a global consensus that sustainability 
should be a key factor in event programming [7]. By adopting eco-friendly strategies 
such as reducing waste, conserving energy, and incorporating social impact initia-
tives, corporate events can align with the values of attendees and stakeholders while 
leaving a lasting impression of environmental stewardship.

For these reasons, in the following subchapters the themes sustainability and 
hybrid and online events will be analyzed, framed in the universe of corporate events, 
to analyze the profile of the corporate customer in relation to these dimensions.

2.1 Corporate sustainability

In today’s global context, where environmental concerns and social responsibility 
are at the forefront, sustainability has emerged as a key consideration in the plan-
ning and execution of corporate events, aligning with the global focus of not only 
minimize the ecological footprint but also contribute positively to the communi-
ties they engage with. Therefore, “corporate social responsibility is the voluntary 
dedication of companies to sustainable development, resulting in benefits to society 
(people), environment (planet) and economy (profit). At the consumer level, sus-
tainability requires consideration not only of the price of a given good or service, but 
also of its impact on people and the natural environment” (UN, 1992; Jackson, 2005, 
cited in [3]).

Davidson [8] attributes part of the growth in interest in the social legacy of 
business events to the younger generation of participants, who are “uncomfortable 
with the type of ‘conspicuous consumption’ that can characterize such events when 
they feature bountiful, premier-winning and dining and lavish entertainment – often 
against a background of the deprivation of disadvantaged communities or in develop-
ing countries.” According to the author, heightened social awareness, particularly 
among younger, “Generation Y” participants, and their desire to somehow “make 
a difference” and “give something back” to the communities where their corporate 
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meetings and incentive trips take place has been a key factor in the growth of social 
legacy initiatives accompanying business events, and it is one of the key trends driv-
ing the design of such events today. The author links this phenomenon to the growing 
interest in volunteerism (or “volun-tourism”) as a form of community service that 
promotes goodwill and is also personally fulfilling, adding that, for many partici-
pants, the social legacy element has also become an essential part of the “experiential” 
dimension of participating in a meeting or incentive trip.

In this sense, events can also aim to educate and influence their audience to adopt 
more environmentally conscious behavior after the event, to promote long-term ben-
efits for the community in question [9]. Moreover, sustainability in corporate events 
showcases an organization’s commitment to long-term sustainability goals, enhances 
its reputation, and positions it as a leader in responsible business practices.

In the context of corporate events, there was an important development in 1997: 
the adoption of Elkington’s concept of the Triple Bottom Line (TBL) within the events 
sector. This is a tool that aims to highlight the areas of impact that a particular event 
can have. The tool is useful not only in the planning stages of an event but also at 
the event evaluation stage to identify what the impacts were. John Elkington’s Triple 
Bottom Line proposal was embraced by several organizations that, through this tool, 
created corporate measures and reports on their economic, environmental, and social 
impact – or people, planet, and profit [3].

Merrilees and Marles (2011, cited in [8]) point out that given the significant 
footprint that corporate events can leave on the natural environment, this industry 
has increasingly responded to pressure to demonstrate its sustainable credentials. 
However, despite the magnitude of this issue, the amount of academic research that 
has focused specifically on sustainability in the corporate events industry has been 
minor, particularly when compared to the extensive discussions related to sustainabil-
ity and tourism in academic publications. The explanation may be those commercial 
and financial aspects dominate in this area, so environmental considerations take a 
back seat.

However, Davidson [8] notes that there have been some notable contributions 
to the literature on this topic in the corporate event meetings sector: Park and Boo 
(2010) conducted a study on the green attitudes associated with two US conventions, 
primarily from the perspective of attendees, but also from the perspective of conven-
tion organizers and suppliers. Other valuable insights came from research by Draper 
et al. (2011), Mair and Jago (2010), and Mair (2011), who developed a model for 
greening the corporate sector. Their model is governed by organizational goals and 
values in an economic context, defining benefits and obligations through regulations 
and ranking the organization with different levels of green practices.

Thus, it is concluded that sustainable events are those that fulfill important social, 
cultural, economic, and environmental roles, with a positive impact that extends 
to the community of the place where they take place (Getz, 2007, cited in [3]). 
Embracing sustainability in corporate events is not only a strategic decision but also 
a moral imperative, as it reflects a collective effort to create a more sustainable future 
for generations to come.

2.2 Hybrid and online events

The recent importance of hybrid and online events in the corporate events land-
scape cannot be ignored. With the advent of technology and the challenges posed by 
the COVID-19 pandemic, the shift toward virtual platforms has become a necessity 
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for the industry. Hybrid and online events offer several advantages, including 
expanded reach, cost-effectiveness, and flexibility. They allow businesses to connect 
with a global audience, breaking down geographical barriers and enabling participa-
tion from remote locations.

Consumer experiences in virtual environments are a preponderant factor for the 
success of the consumer market in several sectors, such as the organization of events. 
This concept has been widely explored in marketing (Klaus & Maklan, 2011, cited in 
[5]). According to Getz (2008, p. 404, cited in [5]), the main attraction of events is that 
each event is inimitable, and one must be present to fully live this unique experience. 
Communication and experiences are crucial aspects in virtual events because they can 
add interest and value to participants and to the hospitality and tourism industries. 
Moreover, creating positive online experiences for participants is essential to the success 
of an event (McGillivray, 2014, cited in [5]). According to Kharouf et al. (2020, cited 
in [5]) a good online experience can produce positive behavioral intentions toward the 
event. The authors defined the three factors with the most impact on consumers’ online 
experiences: the interactions between participants, effective communication, and the 
level of online engagement. Moreover, this format provides opportunities for data collec-
tion and the ability to measure event impact and return on investment more effectively.

As the world of virtual and hybrid meetings continues to gain popularity within 
hospitality and tourism, there is an immediate need for additional literature in this area 
of study. Researchers could begin to look at reality outside of the hospitality and tourism 
industry, using an interdisciplinary approach to deepen knowledge within this area, but 
ultimately, a steady stream of research must be developed and extended in hospitality 
and tourism studies (Kim & Park, 2009, cited in [10]). Fryatt et al. (2012, cited in [10]) 
reinforce this idea considering that because virtual meetings are rapidly becoming more 
common and hybrid meetings are being touted as the future of meetings and events, it is 
imperative that academic research keeps pace with these developments.

While virtual events experienced a surge during the peak of the Covid-19 pan-
demic due to restrictions on in-person gatherings, there has been a shift toward the 
return of in-person components in the corporate events scenery. As the American 
Express Meetings & Events international study [7] shows that face-to-face events 
reiterate their importance in the 2022 forecast, considering that the forecast suggests 
an increase in the intention to hold events in this format.

However, despite the clear decrease in virtual events in 2022, hybrid events 
maintain the same level of interest, which suggests the consistency of their trend in 
the future. This suggests that the hybrid format offers the best of both worlds, cater-
ing to the diverse needs of attendees, whether they prefer to participate in person or 
remotely.

According to Nilsson [11], there are several ways to hold meetings and events 
online; however, it is important to analyze which format is best depending on the 
purpose of the meeting or event. Face-to-face meetings are characterized by the fact 
that participants know each other personally, and the factors inherent to this particu-
larity should be considered.

When Fryatt et al. (2012) did their research, they found that some certain events 
and meetings were perceived to be better suited for the face-to-face or virtual envi-
ronment. It was found that internal meetings could be held online, and, on the other 
hand, meetings about more sensitive topics, incentives, and celebrations would be 
more successful if held in person (cited in [11]).

Hybrid and online events have proven to be invaluable tools for corporate events, 
providing a dynamic and accessible platform for knowledge sharing, networking, 
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and brand promotion in an ever-evolving digital panorama. The integration of both 
online and offline components ensures that organizations can leverage the advantages 
of both formats to deliver impactful and inclusive experiences.

2.2.1 Online events

Continuing the topic of online events, they have played a crucial role in the 
corporate events landscape, especially during the height of the COVID-19 pan-
demic. While there has been a recent decrease in virtual events as restrictions ease, 
it is important to recognize the lasting impact and value that online events have 
brought to the industry.

A virtual meeting is defined by Rubinger et al. (2020, cited in [5]) as an event that 
is meticulously planned by event organizers and attended remotely by participants, 
unlike a conventional physical event. Meanwhile, in the chapter “What is a virtual 
event?” (2020, cited in [5]), it is mentioned that virtual events can mimic physical 
events through online and virtual platforms, thus allowing an individual or an orga-
nization to hold various types of events (such as international events, conferences, 
trade shows, product launches or recruitment fairs) from their home or office, using a 
laptop or even a smartphone with an internet connection.

Additionally, Howard (2020, cited in [5]) mentions that considering that events 
may be composed of a single meeting or a set of several meetings, virtual events 
may complement the main event, thus not being a complete replacement of physical 
events.

According to Nilsson [11], there are eight different formats at the technology level 
for virtual meetings: videoconference, teleconference, online meeting, webcast, webi-
nar, virtual fair, 3D virtual world, or hybrid meeting. The choice of format must be 
analyzed to define which technology is most suitable for the purpose of the meeting 
or event in question.

Online events have proven to be a lifeline for businesses, allowing them to main-
tain continuity and adapt to the new normal of remote work and travel limitations. 
They have provided a means for organizations to connect with their target audience, 
engage with participants across different time zones, and expand their reach glob-
ally. Online events have also demonstrated their cost-effectiveness, as they eliminate 
expenses associated with travel, accommodation, and venue rentals. Additionally, the 
digital nature of online events enables data collection and analysis, providing valuable 
insights into attendee behavior, preferences, and engagement levels. While the shift 
toward hybrid events signifies the importance of in-person interactions, the signifi-
cance of online events should not be underestimated, as they have restructured the 
way corporate events are conceived and executed.

2.2.2 Hybrid events

Expanding on the topic of hybrid events, their continued relevance and interest 
in the corporate events industry can be attributed to their ability to bridge the gap 
between in-person and virtual experiences. The capacity to reach a wider audience 
through virtual components while still providing the benefits of physical presence 
positions hybrid events as a powerful and adaptable solution. This consistency in 
interest highlights the significance of hybrid events as a long-term trend, demonstrat-
ing their potential to shape the future of corporate events by providing a flexible and 
inclusive experience for all participants.
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As Nilsson [11] mentions, the format creates an opportunity to add value by reach-
ing a greater number of participants (in person and virtually) and by providing new 
formats of content and communication. The technology used in hybrid events allows 
the sharing of content, ideas, and experiences with participants in various regions 
and different time zones around the world, although several people point out nega-
tive points such as technological flaws and potential cannibalization of face-to-face 
events. The main advantage of hybrid events is the greater reach of the message to be 
transmitted and the redirection of part of the content, so that everyone can partici-
pate, including those who cannot travel to the venue.

This enhanced accessibility, combined with the unique opportunities for network-
ing, knowledge sharing, and immersive experiences offered by in-person interac-
tions, positions hybrid events as a compelling choice for both event organizers and 
participants. Fryatt et al. (2012, cited in [11]) state that hybrid meetings integrate 
technology with traditional event practices to create new types of experiences for par-
ticipants and new ways of exposing content. The hybrid format is thus characterized 
by any meeting or event with at least one face-to-face participant group that connects 
digitally with participants located in another or various other locations around the 
world. The combination of the characteristics of face-to-face events and virtual meet-
ings in hybrid events allows event organizers to achieve a greater breadth in terms of 
forms of participant participation.

We thus conclude that hybrid events are expected to maintain their significance 
and influence by offering a blend of physical and virtual experiences that cater to the 
evolving needs and preferences of attendees.

3. Material and methods

Considering the aim of the investigation, the methodological approach was 
divided into four main phases ending in the assessment of the corporate events 
customer profile toward the trends of sustainability and hybrid and online events, in 
the context of pre and post-COVID-19 pandemic (Figure 1).

In this research the qualitative method was selected. The qualitative method 
focuses on interpretation rather than quantification. Therefore, the researcher is 
more interested in understanding the interviewees’ interpretation of the topic. 
Consequently, it is a method that emphasizes the subjective over the objective [12].

Figure 1. 
Methodological approach.
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Additionally, qualitative research pays attention to context, “in the sense that 
people’s behavior and the situation link closely in shaping experience” [13].

The interview was structured according to three groups of questions about 
sustainability, hybrid, and online events, as well as the evolution and change of the 
corporate events customer profile in the pre and post-COVID-19 pandemic context, 
to develop these three perspectives of the study.

Over a period of two months (from May until July 2022), 11 structured interviews 
were conducted with organizers or those responsible for the events department of 
various companies or entities.

Researchers must have contact with the context in which they intend to conduct 
their research [14]. For this reason, interviews were conducted with corporate event 
organizers in the Municipality of Cascais, with direct contact with customers in this 
segment of events.

The interviewees were selected for their broad view of the process of organization 
and preparation of the event, to provide the necessary data for the study of the estab-
lished objectives. Being from different types of companies, involved in the organiza-
tion of corporate events (from event spaces, such as hotels, and event companies), 
they can thus provide different viewpoints on this research (Figure 2).

The sample for this study instrument consists of 11 interviewees, as shown in the 
graph above, whereby:

• Five interviewees are from hotel units located in the Municipality of Cascais, 
which host and organize corporate events in their spaces.

• Two respondents are associated with venues, in the Municipality of Cascais, 
which host and organize corporate events there (one of whom is an employee of a 
hotel unit that provides the service of organizing events there).

Figure 2. 
Origin of the interviewees.
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• Four interviewees are from events companies that organize corporate events in 
various venues in the Municipality of Cascais (one of whom works in an events 
company that is also a DMC, and another interviewee is an employee in an events 
company specializing in corporate retreats).

According to Vergara [15], the sample is a part of the universe chosen according 
to some criterion of representativeness. Thus, the sample refers to a subset of the 
population that is representative of the main areas of interest of the study [16]. Thus, 
the creation of this methodological tool was intended to acquire the indispensable 
information for the preparation of this research, given the reality of the market and 
its players.

3.1 Study area: Municipality of Cascais

The Municipality of Cascais is inserted in the Lisbon tourism region, located on 
the Estoril Coast. The Municipality of Cascais was chosen as the analysis area for this 
study, as it is a very expressive area in terms of tourism supply and demand, consider-
ing that already “in 2007, Estoril was the fourth national tourist destination”, “distin-
guished by the high number of four- and five-star units” [17].

According to Casimiro et al. [17], “the promotion of the Estoril brand focuses on 
its main products (Leisure, MICE, and Golf).” Being the corporate events industry, 
included in the MICE segment.

In a recent interview with the president of Cascais Tourism, it is mentioned that 
“business travel represents only 21% of global travel, this refers to 2019. But it is 
important to point out that it is also one of the types of travel that spends the most 
in many of the destinations. Therefore, it is essential (...) for the whole tourism 
 industry” [18].

Barros [18] also adds that “regarding business tourism, it is naturally a great asset 
and has the advantage of not being seasonal. And Cascais has all the conditions to 
be a reference destination in terms of business tourism. For these venues that receive 
them, (...) an investment in the infrastructure of the venues themselves is foreseen, 
which leads to the attraction of more and better events and meetings and, conse-
quently, more business visitors to Cascais. We must always bear in mind that the 
business visitor may be our tourist of tomorrow.”

According to a Visit Cascais [19] survey, carried out during the high season from 
April to September 2019, the motivation of travel by business represents around 14% 
of respondents, thus occupying second place.

Considering the data presented and the fact that business tourism is one of the 
main products of the Municipality of Cascais, it should be noted that this study aims 
to add knowledge regarding this segment, which not only has a significant current 
expression, but is also expanding, in the geographical area in question.

4. Interviews and results

This chapter will analyze the results obtained from the 11 interviews conducted 
with event organizers who will give their point of view on demand regarding the 
profile of the corporate events customer in the Municipality of Cascais.

The interview was essentially divided into the following topics regarding the 
profile of the corporate events client:
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1. Their behavior and interest profile in the face of two current global trends:

a. Sustainability.

a. Hybrid and Online Events.

2. The evolution and change of the profile in the pre and post-2020 timeframe 
( COVID-19 pandemic).

4.1 Sustainability

As per Table 1, from the interviewees’ perspective, it was possible to understand 
that a reduced percentage of customers (until 25%) show a preference for a destina-
tion and venue with sustainable practices (questions A and B). The same reduced 
percentage of 25% is applicable for the percentage of customers with interest in social 
legacy and corporate social responsibility activities (question C).

Concerning the yes or no questions, it was possible to identify that most of the 
customers are unwilling to pay more for sustainable services, even though four 
interviewees mentioned the opposite (question D).

It was also possible to ascertain that most of the corporate clients do not show 
considerable knowledge about sustainability certifications (question E), nor make it 
known if the company has sustainable policies (question F).

Questions* Questions with Percentages Do not know or 
not applicable0% 1–25% 26–50% 51–75% 76–100%

Quantity a 1 7 0 2 0 1

b 1 6 0 3 0 1

c 0 6 2 1 0 2

Questions** Yes or No Questions

Yes No Do not know or Not 
applicable

Quantity d 4 6 1

e 2 9 0

f 4 7 0

The highest values found are in bold.
*(a) What is the approximate percentage of customers who show a preference for a destination with sustainable 
practices? (b) What is the approximate percentage of clients who show preference in hiring a venue (hotel, congress 
centre, etc.) with a sustainable practices certificate? (c) Regarding customers with an interest in sustainable practices, 
which percentage is interested in “Social Legacy” and “corporate social responsibility” actions and activities?
**(d) In the chosen space, do customers show a willingness to pay more for ‘sustainable’ services? (e) Regarding clients 
with an interest in sustainable practices, do they show any knowledge regarding sustainability certifications in the events 
industry? (f) Do they make it known if the company itself has sustainability policies?

Table 1. 
Closed-ended questions about sustainability.
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4.2 Hybrid and online events

As per Table 2, from the interviewees’ perspective, it was possible to verify that 
there was a very high interest (between 76% and 100%) in the online and hybrid 
events since COVID-19 (question A) and that nowadays, most of the events take place 
in a face-to-face format (question B). Concerning the online and hybrid formats, we 
can ascertain that they occur less frequently than the face-to-face events, even though 
the hybrid format has a stronger presence compared with the exclusive online events.

Two open questions about the hybrid and online events were also part of the inter-
view. First, we asked the organizers to let us know the main types of events when orga-
nizing hybrid and online events. The internal meetings type was mentioned a total of ten 
times by the interviewees, and we could therefore consider it the category of event that 
most occur in online and hybrid formats. Then we asked which types of events continue 
to be face-to-face due to a lack of interest in hosting them in online and hybrid formats. 
The most frequent types of events mentioned were the incentives (six times), the team 
buildings (five times), and the celebrations (four times); therefore, we could consider 
that the corporate buyers prefer the face-to-face format for these event types.

4.3 Pre and post-COVID-19 period

Regarding the pre and post-COVID-19 period, was formulated an open question 
asking to the interviews to describe the main change or changes regarding the profile 
of the corporate customer in the pre and post-COVID-19 pandemic, within the scope 
of sustainability and hybrid and online events.

The changes most frequently mentioned by interviewees were the last-minute 
event requests, with a considerably shorter preparation time (mentioned by eight 
interviewees), and the greater attention to cancelation and reduction contractual 
clauses, with more flexible conditions (referred to by seven interviewees).

Additionally, several interviewees also referred the increased concern about health 
measures regarding COVID-19 (referred to by five interviewees) and the higher 
demand for spaces close to nature and with less tourist pressure (mentioned by three 
interviewees).

Another aspect that was mentioned by some of the interviewees was the cur-
rent importance of technology, considering the adherence to the hybrid format as a 
complement to face-to-face events.

Questions* Questions with Percentages

0% 1–25% 26–50% 51–75% 76–100%

Quantity a 1 10

b Face-to-face 0 1 0 1 9

Online 1 10 0 0 0

Hybrid 1 6 1 1 2

The highest values found are in bold.
*(a) What is the approximate percentage increase in the level of customer interest in online and hybrid events since 
COVID-19? (b) What is the approximate percentage of face-to-face, online and hybrid events currently?

Table 2. 
Closed-ended questions about hybrid and online events.
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5. Discussions, conclusions, and practical implications

After analyzing the results obtained through the interviews carried out with 
corporate event organizers, we could identify that the preference for a destination 
and spaces with sustainable practices is not yet demonstrated in a relevant way by the 
corporate buyers, despite being a growing concern and trend, and most corporate 
clients do not have in-depth knowledge about sustainability certifications. Therefore, 
we can conclude that, even though the corporate industry has increasingly responded 
to pressure to demonstrate its sustainable credentials [8], the absence of sustainable 
practices and credentials do not assume a deal breaker meaning for the corporate 
event buyers, even though there is a growing awareness and preference for sustainable 
procedures.

It was also possible to verify that there is interest in “Social Legacy” and “corporate 
social responsibility” actions and activities by corporate clients but still with little 
relevance. One of the interviewees mentioned that corporate buyers usually have a 
preference for social legacy activities when they are suggested to them; however, if 
not presented, many customers do not ask about this type of activity. This proves 
their desire to somehow “make a difference” and “give something back” to the com-
munities where their corporate meetings and incentive trips take place [8], but still 
not in a very relevant way.

In this line of thought, it was also demonstrated that only a reduced percentage of 
corporate clients is willing to pay more for sustainable services, as well as that several 
companies that have their own sustainability programs do not usually inform the 
event organizers about them.

In this context, some interviewees mentioned that they sometimes contemplate 
the possibility of corporate sustainability concerns being more closely associated with 
the image companies wish to portray to their target audience rather than a genuine 
concern for the environment.

Concerning the level of corporate customers’ interest in hybrid and online events, 
it is concluded that there has been a high increase in interest in online and hybrid 
events since COVID-19. However, after the pandemic, the interest in online events 
greatly decreased, and the importance of face-to-face events strengthened. Hybrid 
events continue to be relevant as a complement to face-to-face events to reach partici-
pants who cannot be present, reiterating the consistency of this trend in the future, as 
mentioned in the American Express Meetings & Events international study [7].

The interviewees also confirmed that internal meetings are the main type of event 
that takes place in hybrid and online formats, and incentives, team buildings, and 
celebrations are generally organized in a face-to-face format, as referred to by the 
author Nilsson [11].

About the evolution and change in the profile of corporate clients in the pre and 
post-COVID-19 pandemic timeframe, it was concluded that the main changes are 
associated with the increase of last-minute requests (causing the reduction of the 
event preparation period) and the demand for more flexible cancelation and reduc-
tion contractual clauses. There is also greater concern about the sanitary measures 
of the space and the region or country where the event is organized, as well as a 
greater demand for outdoor spaces, close to nature and with less tourism pressure. 
Additionally, was reinforced the current and growing importance of technologies, 
especially given the large adherence to the hybrid format, as a complement to face-to-
face events.
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It can therefore be concluded that the corporate customer profile in the 
Municipality of Cascais is defined by an increased interest in sustainability prac-
tices, although still at a very low level, and a current emphasis on hybrid events as a 
complement to face-to-face events. We also highlight the impact that the COVID-19 
pandemic and the consequent restrictions had on the evolution and change of the pro-
file, such as the increased importance of flexibility in the conditions for contracting 
services, concern regarding sanitary measures, and the demand for outdoor spaces.

As for the practical implications, it is important to highlight that a greater percep-
tion and awareness of the importance and application of diversity and inclusion 
measures by the organizers would represent an important improvement in the sector. 
It would also be relevant to make known the various existing sustainability programs 
and the respective progress in this area.

6. Study limitations and further research

Throughout this research, some limitations were encountered at the literature 
review stage as well as at the interview stage.

Regarding the literature review, the main limitation was the lack of studies and sci-
entific articles that addressed the profile of the corporate events customer regarding 
sustainability trends, hybrid and online events, and their framework in the COVID-19 
pandemic phase. Most of the information that could be obtained was within a general 
context of the events industry or the corporate universe but without a direct link to 
the COVID-19 period.

Regarding the interviews, the main limitation was the length of time it took to 
schedule the interviews, considering that the interviewees had limited availability, 
since the interviews took place during corporate events in high season months. 
Therefore, the interview period was about two months, for a total of 11 interviews.

To complete this research, we suggest that future research studies study the 
profile of the corporate client in larger geographical areas, such as Lisbon, or even at 
a national level. It would also be pertinent to make a more in-depth study of sustain-
ability trends and hybrid and online events in the universe of corporate events, to 
obtain more detailed data and thus provide a greater academic contribution.
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Chapter 14

The Impact of Pandemic Crisis 
on Hotel and Time-Sharing 
Accommodations in Greece
Konstantinos Varvaropoulos, Spyros Avdimiotis  
and Charalampos Vazouras

Abstract

This study aims at providing a comprehensive overview of the time-sharing 
accommodations and hotels, based on the view obtained from the pandemic health 
restrictions. Numerous areas were evaluated, including cancellations, rebooking, 
resumption of operations, hygiene measures, customer attraction practices, strategy 
adjustment and perception of competitors’ activities, advantages and disadvantages. 
Focus is given on identifying the differences and similarities in the above areas, when 
comparing both forms of accommodation. Due to the nature of the subject and the lack 
of previous relative research, the qualitative research methodology is adopted. This has 
been achieved via the conduction of interviews, in a sample consisting of ten hotels 
and ten sharing-type accommodation businesses in various Greek regions. As for the 
results, cancellations were significant across the entire sample. However, hotels had a 
lower cancellation rate on average, as well as a higher level of rebooking, with almost all 
members in the sample reopening. Important disparities were observed in the approach 
to sanitary measures, as hotels achieved full consensus concerning their adoption and 
their necessity. Additional differences have been observed on marketing strategies, with 
the time-sharing accommodations being based more on price-competition. Finally, the 
contrasting strengths and weaknesses of each accommodation type are being examined.

Keywords: tourist accommodation, Greece, hospitality sector, sharing economy, 
pandemic crisis

1. Introduction

Recent pandemic crisis significantly affected everyday life, and a great number of 
businesses were not allowed to operate or operated under a special regime (e.g. servic-
ing only take away) [1]. The purpose of this study is to record the reactions of host 
units to the effects of the pandemic of the SARS-CoV-2 virus, taking into account the 
measures preventing the spread of the virus [2]. This is because in addition to outlin-
ing how to deal with the effects of the crisis, it is quite possible that the practices may 
differ depending on the type of accommodation (traditional form such as hotels and 
sharing type like cottages).
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For Greek economy, tourism plays an important role as the participation of tourist 
sector in Gross Domestic Product of 2018 amounts exactly the 30.9%. Additionally, 
€ 15.7 billion inflows into Greece from inbound tourism covering a significant part of 
the trade deficit [3].

Very little is known regarding the effect of pandemic on domestic hospitality 
sector. Research studies on the above effect are quite rare, as the lion’s share belongs to 
e-learning [4, 5] and e-commerce [6, 7]. Consequently, the examination of the effect 
on hospitality industry, especially the comparison with sharing-type accommoda-
tions, is an unexplored scientific era. Through this research, cancelation and rebook-
ing rates, new reservations, hygiene measures, pricing promotion policies, actions of 
competitors, and strategy realignment, both of hotel units and sharing-type accom-
modations, were evaluated.

Both accommodation types, hotels and sharing type, had distinct advantages and 
disadvantages against pandemic crisis, following different policies. Sharing economy 
accommodations were more flexible, while their pricing policy was not accurately 
predicted by hotels. Furthermore, both types of accommodation do not recognize 
each other as a direct competitor. Consequently, the current study comes to frame 
researches on hospitality industries of other countries [8–10], as well as to deal with 
sharing economy accommodations for the first time.

This paper is organized into four chapters. Unit 2 will provide the theoretical 
foundation concerning sharing economy and pandemic crisis of SARS-CoV2. Next sec-
tion pictures the adopted research methodology, taking into consideration the research 
approaches and presenting the sample and selected research tool. In unit 4, a discussion 
of the survey results is described. Last but not least, the final chapter is a brief presenta-
tion of research findings and comments, limitations, and proposals of future research.

2. Literature review

2.1 Time-sharing economy

Since 2008, when the sharing economy emerged in the United States of America 
[11] as a concept and not as a practice, research efforts have been made on its impact 
on the economy. Given that the above practices extend to a great number of economic 
activities, such as hospitality and transportation, taking into account the multifaceted 
interactions it creates between units of the economy, economic or not, it is necessary 
to have a diverse and individualized approach.

Today, almost a decade later, it is viewed as an ever-growing economic, techno-
logical, and social phenomenon [12], with the current valuation of the peer-to-peer 
economy exceeding $75 billion [13]. The rapid expansion of sharing economy is due to 
the combination of two factors, technology and the financial crisis (Schor & [11].

The “sharing economy,” as practice it is not something modern. It could be 
characterized as an instinctive trading practice [14]. The original concept used was 
“collaborative consumption,” which was introduced by Rachel Botsman, but was soon 
replaced, as the term “sharing economy” prevailed in 2010 [11].

It is an undeniable fact that tourism has been greatly influenced by the practices 
of the sharing economy, as several aspects of it are directly related to areas where the 
sharing economy has developed rapidly. It is therefore easily understood that the tour-
ism economy is the most appropriate field of research, as it combines different ser-
vices in the tourist destination such as accommodation, transport, and catering [14].
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Nevertheless, it should be noted that the spread of sharing in tourism is not the 
same across all services. To be more specific, a number of services are particularly 
widespread, while some others are relatively unknown. In particular, in a study by 
Stors & Kagermeier [15] in German cities, it emerged that while 1/3 of the tourist 
sample has made some kind of accommodation reservation, and only one in nine has 
received a free tour from a local.

In the sharing economy, there is a triangular relationship between the parties 
involved, i.e. the service provider, the recipient, and the relevant platform. However, 
in the case of tourism, two more parties are involved [14]. The first has to do with 
the government and market regulatory authorities such as the Hellenic Tourism 
Organization and the Independent Public Revenue Authority. The second category 
of stakeholders is none other than the traditional competitors, with the most typical 
example being hotels and rooms for rent.

In the context of dealing with the phenomenon and regulation of the sharing 
economy within the tourism economy, three different approaches have been pro-
posed, prohibition, laissez-faire, and finally restriction [14]. The second approach 
is also the most flexible, imposing some additional fees on the accommodation. The 
approach of quantitative and/or qualitative restrictions is the most popular and has 
been proposed for implementation (with different limits over time) in Greece. More 
specifically, in an attempt to establish the first regulatory framework for the provi-
sion of accommodation within the sharing economy, the following restrictions were 
proposed but never implemented:

1. The property owner must be a person and not a corporation.

2. The permitted number of properties for short-term rental per owner is 2.

3. The maximum number of rental days is 90 per year, with the number being lim-
ited to 60 if it concerns islands with a population of less than 10,000 inhabitants.

4. The maximum income from short-term rentals must not exceed €12,000 per 
year.

5. The only provision is bed linen.

In the case of exceeding even one of the above limits, the exploitation ceased to be 
considered as operating within the framework of the “sharing economy,” as a result of 
which it is treated as a business activity, with the main impact being the obligation to 
create a business, with all that entails (e.g. bookkeeping, VAT charge, etc.). In fact, it 
was planned to add additional criteria per region. However, this proposal has not been 
implemented to date.

2.2 SARS-CoV-2 crisis

The beginning of the recent pandemic crisis is located in 2019, in the city of 
Wuhan, Hubei Province in China, with the appearance of hitherto unknown cases 
of pneumonia [16]. The virus that was identified by the scientists was named SARS-
CoV-2 and belongs to the wider family of coronaviruses, such as SARS and MERS. 
The disease was named COVID-19 and despite worldwide efforts to reduce it and 
quickly spread worldwide [16].
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In the recent past, tourism industry has been significantly affected by a wide 
range of crises such as terrorism (9/11), weather events (e.g. Hurricane Katrina), and 
epidemics (e.g. SARS) [17]. Regarding the 2004 tsunami, Henderson [18] estimates 
that 67.2% of arrivals fell in the first half of the following year, a decline that led to the 
collapse of 500 businesses and the loss of 3000 jobs. Focusing on the case of SARS, 
the ancestor of the recent virus, it was estimated that 3000,000 workers lost their 
jobs in Asia, while China, Hong Kong, Vietnam, and Singapore lost more than $ 20 
billion of GDP [19]. At this point, it is crucial to mention that COVID pandemic was 
the reason for the largest decrease in international tourist arrivals since World War II. 
The parallel of the recent pandemic with SARS presents significant weaknesses, as its 
impact on the tourism industry could not be considered global.

The hotel industry was strongly affected and was immediately called upon to face 
the unexpected challenge [20]. For instance, in the beginning of the pandemic, hotel 
occupancy in China Mainland dropped from 70% to just 17% within 2 weeks [21]. 
According to the Hellenic Chamber of Hotels [22], the reduction in the number of 
bookings compared to 2019 ranges from 72–92% to 58–83% in 12 months and sea-
sonal hotels, resulting losses more than half billion euros. Moreover, within the above 
framework, jobs are expected to decrease by 38,234.

Nevertheless, the emergence of a crisis, in addition to the adverse consequences, 
could also have beneficial effects on tourism industry. More specifically, it strength-
ens domestic tourism, facilitates modernization, disseminates digital transactions 
[23], and finally, could provide an opportunity for a destination to be restructured, 
transformed, and presented with a new alternative tourism proposal (e.g. saturated 
destinations have exceeded their carrying capacity).

3. Research methodology

3.1 Research approach

Two different research approaches have prevailed in the scientific community, 
which represent two different approaches. From a chronological point of view, there 
is the quantitative approach which is also known as positivism, while the second is the 
qualitative approach and is also known as interpretivism [24].

According to Kvale [25], the most important difference between the above meth-
ods lies in the fact that while positivism adopting a quantitative perspective calculates 
the frequency of observations to lead to the formulation of laws, interpretivism as a 
qualitative methodology analyzes each phenomenon separately, giving emphasis on 
its unique features in order to formulate broader conclusions.

At this point, it is useful to mention that at the end of the 20th century, the third 
alternative research methodology was developed, criticism. This methodology, 
attempting to address the weaknesses of each existing method, tries to combine their 
elements. More specifically, according to criticism, the data can be both collected and 
created, while they are then processed through a repeated statistical model, so that 
through tests the research hypothesis can be confirmed or rejected [26].

As for the selected research methodology, interpretivism and the qualitative 
approach are the ideal solution. Initially, criticism, although accompanied by strong 
optimism, is a relatively modern method with limited empirical application. This fact 
makes his choice both problematic and dangerous. From then on, the modern nature 
of the research object and the absence of previous research lead to the rejection of 
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positivism and the quantitative approach. Consequently, through interpretivism, 
the initial approach to the object of research is attempted in order to understand the 
characteristics of the phenomenon and formulate inductive generalizations.

3.2 The sample

In the case of the present research, the population consists of all hotels and 
sharing-type accommodations within the Greek territory. Taking into consideration 
that gathering data from the entire population is impossible, the characteristics we are 
interested in will be collected from a part of the population, which is called sample. In 
fact, these characteristics are in the research variables [27].

The research sample consists of 10 hotel units of various stars and 10 sharing 
economy accommodations. For each accommodation, either the owner or the man-
ager will be asked.

Given that specific individuals from the hotel industry and sharing accommoda-
tions were approached for the research, the sampling is characterized as purposive. 
The selection of a sample from a network of acquaintances rests on two axes. The first 
has to do with creating a climate of trust in order to collect as detailed and reliable 
data as possible. The second has to do with unfavorable timing and the possibility of 
nonresponse. Finally, the sample is presented in detail in the appendix.

3.3 Research tool

As already noted above, the qualitative research approach is adopted. The research 
tool chosen is that of the structured interview. The advantages provided by the struc-
tured interview for the implementation of this research can be presented as follows [28]:

1. It allows respondents to speak in their own words about any issue that is impor-
tant to them.

2. It can be insightful as it provides causal inferences.

3. It propels the rise of unexpected data.

4. It allows observation of elements such as tone of voice.

5. It allows the gathering of inside and confidential information due to personal 
contact and the eventual development of a climate of trust.

A comparative advantage of the interview over other research tools is that the 
interview, beyond the control of the research case, may indicate new hypotheses, 
while supporting the identification of variables and connections, which may not have 
been taken into account [29].

More specifically, through the structured interview, the questions are subsequently 
determined but provide the researcher with the opportunity to deviate partially during 
its process. This is based on the fact that it provides the necessary freedom, but within a 
predetermined framework [29]. In this way, on the one hand, the open approach to the 
research question is combined, while avoiding the risk of disorienting the interview.

The interview questions include the descriptive image of the sample, objective 
data regarding the interviewee’s job position, subjective data such as opinions, and 
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finally behavioral data regarding actions within specific circumstances. The ultimate 
goal of interviews is to allow the sample members to develop their positions and 
articulate their concerns and beliefs.

4. Results

4.1 Cancelation of bookings

Both at hotel units and sharing-type accommodation, cancelations were almost 
total. To be more specific, cancelations in 4 of 10 hotels in the sample examined were 
total, while 1 hotel unit did not have a reservation until March; therefore, it was 
not affected. In the rest of the hotels, cancelations ranged from 50 to 90%, with the 
lowest percentage recorded in two units on the island of Tinos. In all cases, the hotels’ 
remaining reservations concerned individual travelers and mostly Greeks, while tour 
operators canceled all their reservations.

As for sharing-type accommodation, the situation was no better. Almost the entire 
sample experienced cancelations of 80–100% of summer bookings. In fact, the can-
celations took place massively with the outbreak of the pandemic, as they took place 
within just 10–15 days of March. An exception was an accommodation in the Regional 
Unit of Lasithi, which recorded cancelations of around 10%, while in an accommoda-
tion in the Regional Unit of Halkidiki there was no reservation until the outbreak of 
the pandemic.

The devastating effect of the pandemic on the hospitality sector is a fact, as it led 
to the cancelation of almost all bookings. More hotels lost 100% of their bookings in 
relation to sharing-type accommodation, while bulk bookings by tour operators were 
canceled in their entirety. Characteristic of the remaining bookings in both types 
of accommodation is that they concerned individual tourists in the overwhelming 
majority from within the country.

4.2 Rebooking

The tendency to rebook seems to vary significantly between hotel units, with 
rebooking ranging from 0 to 40%. In contrast, the range of rebooking in sharing-type 
accommodation is lower.

In particular, two hotels in the sample, located in the city of Trikala, despite the 
fact that they had returned the advance payments from the beginning and considered 
the reservations as lost, saw about one in three cancelations come back. This fact is 
largely due to business customers and not tourists. On the other hand, in the two hotel 
units on the island of Tinos and one in Elati Trikala, no cancelation was “revived.” 
Regarding the reservations of two hotel units located on the island of Skiathos, there 
were some that moved booking dates to later. In the units of the Regional Unit of 
Thessaloniki, rebookings were minimal, exclusively of individual travelers and did 
not exceed 10%.

In sharing-type accommodations, there has been some rebooking interest, but 
repossessions have either not been completed or have been minimal. In the entire 
survey sample, rebooking did not exceed 10% of cancelations, while some of them 
were either moved to autumn or summer of 2021. It is again worth noting that most of 
the rebookings concerned the accommodation located in the Lassithi Regional Unit, 
which recorded the fewest cancelations.



193

The Impact of Pandemic Crisis on Hotel and Time-Sharing Accommodations in Greece
DOI: http://dx.doi.org/10.5772/intechopen.111645

With numbered exceptions, the majority of the sample, regardless of type, did 
not detect a significant trend for rebookings. More specifically, on a percentage basis, 
rebooking in 18 of the 20 accommodations did not exceed 10%.

4.3 Reservations after the end of restrictions

The lifting of restrictions increased bookings as expected, but not satisfactory for 
both hotel units and sharing-type accommodations.

Only in one of the hotels in the sample, bookings did not show significant differ-
ences from previous years. Nevertheless, it should be noted that this is a mountain 
hotel, outside of the high tourist season, and therefore the bookings were very few 
anyway. From then on, almost the entire sample agrees that proportionally there was 
rudimentary demand, but this is due on the one hand to the compression of the sea-
son and on the other hand that from the zero bookings that were left, achieving any 
occupancy is a significant increase. The bookings of most of the hotels in the sample 
were not enough to generate profits, as the units were operating at break-even at best. 
It is important to point out that in two hotel units on the island of Tinos, although the 
bookings were less than in previous years, they were considered satisfactory, record-
ing to a certain extent an unexpected replacement of some of the losses of older, 
possibly more cautious customers, by younger ones.

Regarding sharing-type accommodation, there was interest, but this rarely 
transformed into bookings. In fact, although in percentage terms bookings increased 
significantly after the lifting of the measures, in absolute terms and compared to 
the corresponding months of 2019, the situation was clearly more unfavorable. The 
smallest deviation compared to previous years was recorded again in the accommoda-
tion of the Lassithi Regional Unit. It should be noted that the course of bookings was 
associated with borders’ opening and in the case of Halkidiki with the land borders. 
At the same time, there was a tendency for last-minute bookings, which for most 
accommodations was unprecedented.

Taking the above into consideration, it is obvious that after the lifting of the mea-
sures, there was a clear upward trend in bookings, which, however, did not approach 
the figures of earlier years and is not considered satisfactory by the vast majority of 
accommodations, regardless of type.

4.4 Opening after the lifting of measures

The majority of the accommodations in the sample were made available to the 
public with the lifting of the restrictions.

Νine of the 10 hotels opened normally and depending on whether they are 
seasonal or 12-month accommodation. Just one hotel in the Regional Unit of 
Thessaloniki decided to remain closed for the entire summer. However, it should be 
noted that in this particular case, the management of the unit decided to proceed with 
a partial renovation, while any reservations would be transferred to a unit of the same 
business group without causing any problem.

Regarding the opening date, all sharing-type accommodations were available to 
the public from the first day the suspension was lifted. In fact, the accommodations 
were available even if they did not have a reservation to serve immediately.

It is obvious that essentially the whole sample, regardless of whether they are 
hotels or sharing-type accommodations, were available from the first day after the 
restrictions’ period. The one exception that was recorded and concerns a hotel is not 
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solely due to limited bookings but to taking advantage of the situation and treating it 
as an opportunity for renovation.

4.5 Additional hygiene measures

Additional hygiene measures are an important area of differentiation between 
hotels and sharing-type accommodations.

First of all, as a matter of fact those hotels were obliged to implement a specific 
health protocol, they were asked to take additional measures. However, the majority 
of hotels stated that several of the protocol’s measures were already in place, while 
almost all of them voluntarily took additional measures. Apt examples were the exclu-
sive use of cleaners approved by the National Organization of Medicines, the more 
regular change of substrates and the higher than the specified washing temperature 
of bed linen, the use of UV technology sterilizers and fogging disinfection machines 
and the personal protection equipment of the staff. At this point, it is vital to note that 
there have been reports of other hotels partially deviating from the protocol due to 
customer pressure (how breakfast is served and frequency of cleaning).

On the side of sharing-type accommodation, significant differences are observed. 
The majority of accommodations used stronger, professional cleaners and did more 
thorough cleaning, but without anything specialized. Two properties took several 
additional measures such as using a steam cleaner and sterilizer, providing gloves, 
masks, and disinfectants to customers. In fact, one of them tried to optionally imple-
ment the hotel protocol. On the other hand, three accommodations did not imple-
ment any additional measures. Finally, it should be noted that a significant number of 
accommodations either provided the possibility or implemented check-in and check-
out procedures without personal contact. In addition, some did not allow consecutive 
bookings, leaving the accommodation empty for a few days.

Considering the above, it is more than obvious that hotel units proceeded in taking 
more measures compared to sharing-type accommodations. In fact, most hotels were 
not satisfied with observing the mandatory governmental protocol but also took 
additional measures to protect the health of customers, employees, and the reputation 
of the company. On the contrary, and given the absence of a specific health protocol, 
no special measures were applied to sharing-type accommodations, apart from two 
exceptions that worked in the same contexts as hotels, while three of them did not 
receive any additional measures compared to the summer of 2019.

4.6 Perceptions on the existence of mandatory measures

Regarding the existence of mandatory health measures such as the hygiene pro-
tocol for hotels, a more general acceptance of them is recorded. However, acceptance 
seems to stem from different factors and have different intensity.

All hotels have a positive attitude toward the existence of a sanitary operating 
protocol. In fact, a significant number of the sample stated that some of the measures 
were observed anyway, while the existence of additional measures such as measuring 
the temperature of customers upon entering the hotel unit was suggested. The vast 
majority of hotels seek to maintain part of the health protocol even after the end of 
the pandemic, as despite the cost and time, it creates value for the industry, protects 
employees and customers, and differentiates professionals from opportunists in the 
industry. On the contrary, there have been complaints from customers, especially in 
the area of serving breakfast. The question of the universality of the application of the 
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measures was also raised, as their noncompliance by other hotel units increases the 
discomfort of customers and creates an issue of unfair competition.

Sharing-type accommodation is also moving positively toward the existence of 
measures to protect health. However, two accommodations seem to be unaware of the 
details of the existence of a health protocol, possibly because it does not directly con-
cern them, while two others treat them neutrally and possibly more strictly than they 
should. A property considers them necessary due to the situation but considers that 
since there are no consecutive bookings, their feasibility is limited. On the other hand, 
almost half of sharing-type accommodations in the sample deal with the existence 
of a hygiene protocol with greater interest, taking its existence for granted. In fact, it 
is emphasized that the existence of a sanitary framework should have already been 
provided by accommodations themselves and that it should not have been imposed 
by the government. The accommodations that are more interested in the existence of 
sanitary measures cannot be geographically related, as one is located in the Regional 
Unit of Lasithi, one in Thessaloniki, and two in Halkidiki.

The above results could be justified analytically. The sample absolutely agrees on 
the adoption of health measures. Hotel units that operate as corporations show greater 
interest in the existence and observance of hygiene protocols, as they believe that in 
this way they are upgrading the quality of the industry’s services and protecting their 
own businesses. On the other hand, sharing form accommodations, given that they 
are not required to adopt any protocol and most of them do not operate with purely 
business criteria, are presented more neutrally. However, it should be underlined that 
a significant number of them recognize the necessity of the measures, both from a 
health and reliability point of view.

4.7 Price reduction

Reducing the nightly rate as a tool to attract customers is another point of differen-
tiation between hotels and sharing-type accommodations.

The majority of hotel units in the sample stated that they will not reduce their 
prices. The above decision is based on the increase in costs brought about by the 
observance of the hygiene protocol but also on the already low prices (either as a 
result of the crisis or due to the point of the season). Instead of reducing prices, hotels 
seem to focus on different types of policies to attract customers. As for the hotels that 
will proceed with price reductions, they are all located in island areas, two on the 
island of Tinos and two on the island of Skiathos. The first ones adopt a price reduc-
tion of up to 20%, during the first period of opening and exclusively for the cheapest 
rooms, leaving the suites and seaside rooms at the same prices as 2019. On the con-
trary, on the island of Skiathos, the price reduction approaches 50%, recognizing that 
this decision contradicts the rest of the competitors, seeking increased occupancy and 
low-profit margin.

Regarding sharing-type accommodation, the vast majority (7 out of 10) reduced 
their prices, which in most cases ranged between 10% and 20%. One accommodation 
that did not reduce prices, based on Lassithi Regional Unit, focused on last-minute 
discounts and special offers in order to limit the days when the accommodation will 
remain empty. Finally, only two accommodations in the Halkidiki Regional Unit did 
not proceed with any price reduction, considering their prices to be low anyway and 
demand to be negligible.

The above results show a clear indirect or direct decrease in prices in both 
types of accommodation. The price reductions in hotel units were made mainly in 
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accommodations located on islands, while in some cases they were not universal 
for all rooms. On the other hand, almost all sharing-type properties saw a small or 
slightly larger decrease in prices. The above differentiation is estimated to be linked to 
the inelasticity of fixed costs of the hotels (e.g. rents and labor) as well as the cost of 
implementing the health protocol. The above factors do not exist in sharing economy 
accommodations, thus allowing for an easier reduction in nightly rates.

4.8 Other customer attraction actions

As it has already mentioned, price reduction is a point of differentiation between 
the two different types of accommodation. In fact, the inelasticity of prices in hotel 
units is usually accompanied by other methods to attract customers.

To be more specific, considering the impossibility of a significant price reduction, 
the majority of the hotels in the sample implemented new methods of attraction. Apt 
examples are special offers such as late check-out and the addition of a free night for 
bookings greater than a minimum limit (e.g. for three nights an additional one at the 
same price). A number of hotels focused on the flexibility of reservations and the 
provision of facilities to change them as well as the highlighting of health measures. 
Most of the four- and five-star accommodations focused on achieving direct bookings 
through direct domestic advertising, while one hotel attempted to enter new markets 
by participating in public tenders with minimal profit to achieve occupancy and by 
displaying on sharing-type accommodation platforms. Finally, one hotel unit limited 
the promotion abroad as on the one hand it considered it pointless and on the other 
hand there was fear for the safety of the remaining customers and employees.

Regarding sharing economy accommodations, the great majority, limit themselves 
to price reduction and do not adopt alternative customer attraction practices. More 
specifically, only three properties focused on more intensive use of social media 
(e.g. Facebook Marketplace) and one went for last-minute promotions. A significant 
number of properties considered demand to be limited anyway, resulting in no reason 
to advertise, while in several cases properties stated that they do not operate purely as 
a business and do not apply other marketing tools beyond price, image, and positive 
comments on the platforms.

Taking the above into consideration and in combination with the previous subsec-
tion, it is clear that hotel units focused more on alternative methods of attracting 
customers (e.g. special offers and participation in competitions), while sharing-type 
accommodations operating less entrepreneurially is limited to lower prices and accept 
the loss of this year’s season more easily.

4.9 Perception of competitors’ actions

The perception of the movements of the competition is a key factor in the formu-
lation of corporate strategy. In the present case, accommodations appear to have a 
relatively accurate picture of the competition, with the exception of hotel units that 
expected significant reductions in shared accommodation prices, but this was not 
proven by the results.

Most hotel units consider that their direct competitors (other hotels) either did 
not reduce prices or reduced them only slightly. However, there are some exceptions, 
as there are hotel units with many stars or specific areas (e.g. Sporades), where the 
reduction in prices was more intense. However, the majority of hotel owners and 
managers agree that the reduction in prices should not have paid much and could be 
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more a panic move than a strategic choice. At the same time, it is believed that several 
four- and five-star hotels have chosen not to operate.

Regarding sharing-type accommodations, there is a wider picture that has put the 
weight on reducing prices by lacking firm policies, following a more aggressive and 
possibly opportunistic policy. At this point, however, it must be emphasized that the 
majority of the sample of hotel units do not consider sharing-type accommodations as 
direct competitors, while they believe that hotels are the regulators of market prices. 
On the contrary, the owners and operators of sharing-type accommodations consider 
that they are competitors of “rooms for rent” due to the nature of their “product.”

Sharing-type properties claim that hotels have made smaller or even no price 
reductions, while some have decided to remain close. They even claim that hotel units 
are based on cleanliness and hygiene as well as special offers. They also believe that 
several hotels turn to repeat bookings of past customers taking advantage of the exist-
ing relationship and some attractive offer.

As for sharing-type accommodations’ view of competition among themselves, 
antagonism on price per night is assumed, as this is afforded due to cost. On the other 
hand, there is a tendency to limit the supply of this type of accommodation, either 
due to their change to long-term leases or due to owner-occupation.

Taking the above into consideration, it is accepted that hotel units did not proceed 
with significant price reductions, especially compared to sharing economy properties. 
But, despite the belief that the second one will proceed with large price reductions, 
the results differ. It is therefore quite possible that the opinion prevails both among 
hotels and among sharing-type accommodations about large reductions in the prices 
of sharing economy rents, but an opinion which is not confirmed in practice by the 
sample. Also, the sharing-type accommodations claim that there is a decrease in 
supply, which in this case is confirmed by their own practices (e.g. increased owner-
occupancy and long-term renting).

4.10 Strategy realignment

Both hotels and sharing-type accommodations proceeded to readjust their strat-
egy. Nevertheless, strategy change seems to differ.

For the majority of the hotels, the change in strategy is connected with the 
implementation of the hygiene protocol in their wider operation, while a significant 
number of them reduced costs in order to make their operation sustainable. It should 
also be noted that the hotels turned their attention to direct bookings and especially 
to domestic tourism as well as strengthening the visibility of their corporate identity, 
with an emphasis on health and cleanliness. There were also cases of more intense 
changes such as the interruption of operations, the service of “relative” hotel units 
that did not open after the end of restrictions, participation in public tenders, and 
presence on sharing economy platforms.

In terms of strategy, the great majority of sharing economy properties made 
notable changes. Firstly, one in three properties stated that their summer strategy 
was not static but was changing according to recent conditions. Focusing on the 
changes, three accommodations increased the period of summer expropriation, since 
they considered the given situation to be an opportunity for alternative exploitation 
of their property. On the other hand, two accommodations in the Regional Unit of 
Halkidiki chose the lease for a medium-term period (1 and 2 months), while a third 
in the Regional Unit of Thessaloniki turned to an annual lease, in order to return to 
the short-term rental market after the end of the pandemic crisis. Smaller changes in 
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strategy concern pricing policy, more flexible booking policy, and visibility (strength-
ening direct targeted online visibility).

From the above, it can be concluded that pandemic crisis brought vital changes 
in accommodations’ strategy. However, changes differ significantly between the two 
types of accommodations. The changes in the hotels are linked to the mandatory 
implementation of the hygiene protocol, the change of the target market, while there 
are also important changes such as the suspension of corporate operation. On the 
contrary, sharing-type accommodations focused on pricing policy and different use 
of the property, something that could not happen in hotels. A common component, 
however, is the emphasis on direct domestic bookings.

4.11 Competitive advantages: disadvantages

Regarding the competitive advantages and disadvantages of hotels and sharing-
type accommodations, there is a consensus among them.

Hotel units consider as their comparative advantages the existence of a hygiene 
protocol, their guaranteed application due to the controls carried out, the sense 
of professional handling of cleanliness and hygiene (even if this means refusing a 
reservation), respect for the customer, and the reputation. A number of hotels also 
mention the existence of prices and offers that make the stay financially feasible, 
compared to previous years.

On the other hand, the weak points that hotels recognize in relation to sharing-
type accommodation are the mandatory contact with foreign people (employees and 
other residents), the entry of a third party (cleaning lady) into the room, the inability 
to compete on price due to costs, most restrictions (e.g. wearing a mask in public 
areas) as well as the impossibility of complete isolation.

Following the mentioned trend, sharing economy accommodations consider as their 
competitive advantage the possibility of complete isolation of guests and the lack of 
contact with third parties. There is no interaction with employees and other residents, 
and there are no common areas with the risk of overcrowding, while residents can even 
dine in a space fully controlled by them or take advantage of specific amenities such as a 
private beach. Within the above context, part of the sample recognizes as an advantage 
the possibility of renting for a longer period (e.g. a month or the entire summer sea-
son), offering a “different product” to customers who want their “own” holiday home.

On the other hand, as disadvantages seems to be the reduced resources and the lack 
of specialized staff (e.g. cleaners), the absence of any hygiene protocol sets a common 
denominator for everyone, limited services (e.g. breakfast in a box), the uncertainty 
regarding the level of cleanliness and disinfection, and finally the lack of economies 
of scale which limits the possibilities of accommodation (e.g. it is unprofitable to 
purchase specialized disinfection machines for the operation of only one house).

4.12 Additional comments

There are two main concerns of hotel units regarding the recent pandemic. The 
first has to do with the attitude of the state in the event of a case of infections despite 
the observance of all the required measures. The protection of the hotel’s reputation 
and its support in a possible suspension of its operation are important issues for a 
hotel unit which, despite the adoption of measures even stricter than the protocol, is 
faced with virus cases. A wider fear was even observed, for the health of the workers 
and the reputation of the company.
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The second concern is related to the existence of behaviors contrary to the 
imposed protection measures. The discomfort of customers for specific measures 
such as the way breakfast is served or the additional services expected from a high-
star hotel is amplified in case of experiences in corresponding hotels that circum-
vented the measures. Consequently, the existence of a hygiene protocol turns from an 
advantage of the sector into a tool of unfair competition, and there is an underlying 
risk of deregulation of the sector’s market.

One point of view that may need more extensive study is the geographical factor 
of the destination. It has been underlined by an accommodation as a factor influenc-
ing bookings, pricing policy, or attraction methods. This observation may have some 
basis if we consider that some destinations rely on foreign tourism (e.g. northern 
Greece and visitors from Balkan countries), while access to other destinations could 
not be achieved exclusively by a private car but requires the use of “dangerous” for 
health public transport (e.g. islands accessible by planes and ships).

5. Conclusions: limitations: proposals

5.1 Conclusions

The results of the survey, as presented in the previous section, lead to some inter-
esting conclusions regarding the recent pandemic crisis and how hotels and sharing-
type accommodations were dealing with it.

First of all, summer bookings were almost entirely canceled during March. In 
the great majority of sharing-type accommodation, cancelations ranged between 
80% and 100%, with only one exception (10% in Lassithi Regional Unit). On the 
contrary, in terms of hotels, more cases of cancelations of all reservations were 
recorded. Furthermore, significant fluctuations were observed in the rest sample, 
with some hotel units having lost only half of their summer reservations (two hotels 
on the island of Tinos). In general, hotels that mostly cooperated with tour operators 
were more exposed to the risk of cancelations, while most of the remaining bookings 
made from individual domestic tourists. This is probably also the reason why sharing 
economy properties, despite the fact that they had the majority of higher cancelation 
rates, did not experience total cancelations.

Regarding rebookings, hotel units recorded on average higher rebooking rates, which 
in certain cases approached 40%. Conversely, rebookings fluctuated at lower levels for 
sharing economy accommodation. The above can be explained as the highest rebookings 
were presented in city hotel units and concerned business customers and not tourists.

Bookings after the end of limitation measures, especially in some areas such as 
Halkidiki Regional Unit, fluctuated at low levels inextricably linked to the opening of 
the land borders. The only cases where the course of bookings was deemed satisfac-
tory were the hotels on the island of Tinos and sharing-type accommodation in the 
Regional Unit of Lasithi, accommodation which also recorded the lowest percentage 
of cancelations. This fact possibly reveals a differentiation of the effect of the pan-
demic according to the geographical location of the destination.

Despite the existence of significant cancelations, only one hotel from the entire 
sample did not open after the limitations were lifted, with the great majority of prop-
erties taking advantage of the remaining season. But it should be noted that the only 
case of accommodation that was not put into operation concerns a case of renovation, 
having already found a way to serve its customers.
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In the field of health measures, the hotel units showed greater homogeneity in 
their responses, most obviously due to the existence of the hygiene protocol. In fact, 
in most of the hotels in the sample, some meters of hygiene protocol were already 
being implemented. The professional treatment of accommodation seems to have 
played a vital role, as these are businesses that wish to protect their reputation. On the 
other hand, in sharing-type accommodation, significant differences in measures were 
observed. The absence of any meter as well as the different treatment of the accom-
modations by the owners-managers led to significant discrepancies. In particular, 
there were sharing-type accommodations that took measures parallel to those of the 
hotel hygiene protocol, but also accommodations that did not take any additional 
measures compared to previous years.

Focusing on hygiene protocol, hotel units were strongly positive about its imple-
mentation, with some of them wishing not only to take additional measures but also 
to indefinitely extend its implementation. Nevertheless, there was also concern, as 
incidents of selective application of the protocol to competitors were recorded. These 
incidents lead to unfair competition and nullification of any advantage the protocol 
offers to the industry. On the contrary, sharing economy accommodation also showed 
a general positive attitude toward the adoption of a protocol, however, with signifi-
cant differences. Some accommodations consider the existence of a protocol neces-
sary for them as well in order to upgrade the “industry,” while some others present 
themselves more neutrally.

An important area of differentiation between hotels and sharing-type accommoda-
tions is pricing policy. The majority of hotels did not proceed with any price reduction, 
as the increase in operating costs due to the protocol combined with the decrease in 
demand made it prohibitive. Any small declines were mainly related to specific room 
types and the period immediately after the restrictive measures were lifted. The greatest 
price reductions were recorded in islands (Tinos up to 20% and Skiathos up to 50%) and 
are likely to be linked to accessibility and customer mix (individuals and tourist pack-
ages). On the other hand, almost all sharing-type accommodations decreased their prices 
between 10% and 20%. Obviously, the greater elasticity of costs in sharing accommoda-
tion has enabled owner-managers to proceed with price reductions.

The reluctance of hotels to reduce prices seems to propel them to adopt different 
ways of customer attraction such as special offers. More specifically, hotel units chose 
to implement special offers such as late check-out, greater flexibility in bookings, and 
the offer of additional free nights, depending on the days of initial booking. At the same 
time and realizing the trend as reflected in the remaining bookings, the hotels focused 
their advertising within the country, targeting individual bookings. On the other hand, 
sharing economy accommodations seem to have limited themselves to price reduction, 
while a small number of them increased social media usage. It could be said that shar-
ing economy properties accepted this year’s tourist season as lost, reduced prices to get 
what they could, unlike hotels which characterized by a more professional approach.

Regarding antagonists’ actions, hotel units assumed, and it seems correctly that 
their direct competitors (e.g. other hotels) will not proceed with price reductions 
or will only slightly reduce them. In fact, even for the cases where there were large 
reductions, they believe that they are panicked and took ineffective decisions. On the 
contrary, although they do not face sharing-type properties as direct competitors, 
they expected, wrongly as it appears from the results, significant reductions. On the 
other hand, sharing-type accommodations assumed that competition with other 
accommodations of the same type will be based on price. As for hotels, they recog-
nized that they have limited possibilities to reduce prices, as well as a considerable 
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number of them, especially seasonal, will not operate. Nevertheless, last one was not 
verified by research.

Changes in strategy were also clearly observed, which were even more intense in 
the cases of sharing-type accommodation. Hotel units focused on hygiene, cleanli-
ness, and corporate identity, while there were also some more radical changes such 
as the presence on sharing platforms and participation for the first time in public 
tenders. In contrast, several sharing form properties have completely changed their 
strategy. The above changes achieved by entering into monthly and longer rents or by 
increasing owner-occupancy not only by the owners themselves but also by relatives. 
It is obvious that the flexibility of operation of sharing economy accommodations 
compared to hotels, and the more “opportunistic” operation of the majority of them, 
led to the vital changes mentioned above.

Finally, regarding the comparative advantages of hotels, these are the existence 
and guaranteed implementation of the hygiene protocol, the professional approach to 
cleanliness, the available resources, the reputation, the customers’ sense of security, 
the respect he receives, and the existence offers that were not provided in the past. 
On the other hand, sharing-type accommodations in the midst of a pandemic had to 
demonstrate competitive prices, the possibility of complete isolation, flexibility in 
renting (e.g. renting for the whole summer and using it as a family holiday home) as 
well as greater comfort (use of common areas without restrictions such as the garden 
or the private beach).

5.2 Limitations

The limitations of the research are directly related to the chosen methodology and 
the research tool of interviews.

Firstly, random selection of the sample through existing personal contacts, in 
order to achieve the maximum response rate and its relatively limited number, are 
quite likely not to accurately represent the population. For instance, most shared 
accommodation is located in the Halkidiki Regional Unit. On the other hand, hotels 
are located in the Regional Units of Thessaloniki, Trikala, Magnesia, Sporades, and 
Cyclades. From the above, it is obvious that maximum possible dispersion of the 
sample is not achieved.

The second limitation has to do with remote interviewing. Although the tele-
conference method was preferred, where this was not possible, the interview was 
conducted via telephone call. This limited the interviewer’s ability to detect reactions 
such as body posture, which would have been an apt evident via live contact.

Finally, the low assessment of their role by a significant part of the owner-manag-
ers of sharing-type accommodations led to more limited time interviews compared to 
hotel owner-managers. The above is explained, given that a view of less coordinated 
and organized operation was identified. As a consequence, answers are concise and 
there is a lesser degree of their documentation and interaction.

5.3 Proposals

Taking into account the above, it is obvious that the current research constitutes 
an initial basis for further investigation of the subject. More specifically, the research 
is proposed to be extended to accommodations of regional units beyond the selected 
ones, enlarging the sample. In this way, a more complete picture of the entire Greek 
territory will be achieved.
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Furthermore, as the amount of the price reduction of sharing economy accommo-
dations is lower in the sample than the recorded perception of hotels, it is proposed 
to carry out a quantitative research on the size of the price reduction due to the 
pandemic in sharing-type accommodation, in order to examine the hypothesis and 
to confirm or reject the formed perception. It would be particularly useful for hotel 
sector to understand more effectively the pricing policy of sharing accommodations, 
even if they do not consider them as direct competitors.

In addition to the above, based on the responses collected from hotels and the 
significant variation in price reduction, it is suggested to investigate whether there is 
a correlation between rate of price reduction and factors such as geographic region, 
seasonality, and customer mix (e.g. individual or massive). This as factors like means 
of transport is likely to affect the demand for specific destinations. Moreover, it could 
be helpful for hotel sector to evaluate the effect on prices of reliance on intermediaries 
(e.g. tour operators).

Finally, as health crisis remained in the summer of 2021, it would be interest-
ing to repeat the survey, with the accommodations having already gained valuable 
experience during the summer of 2020 and possibly having decided to readjust their 
practices.

A. Appendix 

 Hotels participated in the research and make up the corresponding sample are the 
following:

1. La Piscine Exclusive Art Hotel ***** in Skiathos island.

2. Skiathos Avaton Hotel**** in Skiathos island.

3. Imperial Palace**** in Thessaloniki.

4. Imperial Plus**** in Thessaloniki.

5. Panhellenion*** in Trikala.

6. Trikala River House*** in Trikala.

7. Aktaion Hotel*** in Afissos, Magnesia.

8. Posidonio** in Tinos island.

9. Venus Minimal Hotel** in Tinos island.

10. Mikri Arktos** in Elati, Trikala

Accordingly, the 10 shared short-term rental accommodations are as follows:

1. *Room11* in Thessaloniki.

2. Scandinavian #102 in Thessaloniki.
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3. Ground floor country house in Geoponika, Halkidiki.

4. First floor country house in Geoponika, Halkidiki.

5. Beach House in Siviri, Halkidiki.

6. Cozy Apartment in Poseidi, Halkidiki.

7. Apartment with magnificent sunset view in Hanioti in Hanioti, Halkidiki.

8. Achinos Luxury Accommodation in Pefkohori, Halkidiki.

9. Traditional Stone House in Kotronas, Laconia.

10. Beachfront Villa Kirvas in Koutsounari, Lasithi, Crete island.
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Abstract

The main aim of this study was to assess the impact of the COVID-19 pandemic on 
traditional art and craftworks in North-Central Ethiopia. The study was conducted 
using a descriptive study design. A total of 72 samples were selected for a question-
naire survey, and 16 informants were contacted for interview purposes. The study 
found that 79% of the art businesses were closed, creating more visible and system-
atic challenges. The pandemic has created challenges for artists to change their work 
from crafts to mask production, traditional art and crafts pedagogy, and women’s 
labor forces. Additionally, due to the COVID-19 pandemic, 80.56, 81.94, and 81.94% 
of traditional artists and craftsmen’s physical mobility were paused, the artistic 
freedom and knowledge transfer activities were denied, and the ability to work 
their artistic activities was reduced, respectively. On the other hand, because of the 
COVID-19 pandemic, 77.78% of traditional artists and craftsmen were worried about 
being unemployed and 76.39% were in disturbing situations due to the coronavirus. 
Furthermore, 61.11% of respondents did not feel motivated or optimistic about the 
future of their work as a result of corona.

Keywords: artists, COVID-19, traditional art industry, north-Central Ethiopia, impact

1. Introduction

Art industry is one of the tertiary economic sectors and the backbone of many 
countries’ economies. Most of the time art sectors are expressed in other similar terms 
like creative industry or entertainment sector or cultural industry or creative econ-
omy. Many researchers used these terms interchangeably [1–3]. The art industries are 
an industry that comprises a range of human activities in creative visual, auditory, 
or performing artifacts, expressing conceptual ideas or technical skills. The Britain 
Department for Culture, Media and Sport (DCMS) define the term creative industry 
as “those industries which have their origin in individual creativity, skill and talent and 
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which have a potential for wealth and job creation through the generation and exploitation 
of intellectual property” [4, 5]. Creative industries/art industries are any economic 
activities that are concerned with the generation and exploitation of knowledge and 
information. These economic activities majorly incorporate craft, design, fashion, 
film, music, performing arts, photo and video graphs, museums, galleries, libraries, 
architecture, advertising, visual arts, TV and radio, computer games, and many oth-
ers. These arts/creative industries have been seen to become increasingly important in 
economic well-being and we call them as the “twenty-first century industry” [6].

In addition to the economic benefits, the development of art and creative indus-
tries bring forth cultural value. These industries promote social inclusion because 
the nature of their activities links social groups together and strengthen cohesion 
among peoples. They also play a key role in the educational system, providing inputs 
that facilitate social and cultural education. Cultural and creative or art industries 
have indirect effects on other development areas due to the transverse nature of the 
industry [7]. In general, art industries contributed to the creation of jobs; increase 
of local economic incomes; enhancement of tourism management; reinvigoration of 
urban areas; retention and attraction of talent and investment; and social integra-
tion and rationalization of infrastructure. A dynamic creative sector will also help to 
empower women, young population, rural groups, and even isolated communities by 
using their national cultural heritage, and their own knowledge and creativity [8, 9].

Crisis was heard everywhere at the moment. According to International Monetary 
Fund (IMF), 2020 is likely to be the worst year for the global economy due to the 
sudden outbreak of coronavirus (COVID-19: CO implies Corona, VI implies Virus, D 
implies disease, whereas 19 indicates the year of its outbreak (2019)). The art indus-
tries were also the major sector affected by both natural and manmade calamities. 
COVID-19 is one of the twenty-first century global pandemic that greatly paralyzed 
the world industry; art sector is one of its target. After the first infections in China 
at the end of 2019, the coronavirus disease (COVID-19) has continued to spread across 
the world. No continent has been able to escape this virus since the declaration as a 
pandemic by the World Health Organization (WHO) on March 11, 2020; COVID-19 
has become a global emergency, given its impact on the entire world population and 
the economy [7, 10, 11].

The arts sector serves artistic and educational missions through myriad occupa-
tions filled by individuals who work in full time, part time, hourly, seasonal, and 
freelance capacities. Based on the American Bureau of Economic Analysis reported 
in March 2020, the arts and culture workforce contributed $877.8 billion, or 4.5% 
to the nation’s gross domestic product (GDP) in 2017. The arts sector is an economic 
engine by providing employment opportunities for more than 5 million workers in the 
United States [12].

The effect of COVID-19 on economies around the world has been unprecedented. 
While evidence of this impact is only beginning to emerge, it is clear that the eco-
nomic damage has been particularly severe for Small and Growing Businesses (SGBs) 
in emerging markets. Just as small and growing businesses, art and craft sectors of 
the economy are majorly tested in their “sustainability” [13]. A multitude of shows, 
performances, festivals, film shoots, book fairs, and other cultural events was can-
celed, and many cultural spaces, bookstores, cinemas, and museums closed their 
doors because of the outbreak of COVID-19. Therefore, the pandemic creates a lasting 
impact on the life and livelihoods of the employees, organizers as well as the art 
industry in general. United Nation World Tourism Organization (UNWTO) affirmed 
that the outbreak of COVID-19 as a world pandemic affects the fundamental rights of 
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access to culture, the social rights of artists and creative professionals, and the protec-
tion of a diversity of cultural expressions [14, 15]. Generally, the overall impacts of 
the pandemic on the art and craft sector are just becoming apparent and with the 
overall impacts still unknown.

United Nation World Tourism Organization (UNWTO) called on governments, 
intergovernmental organizations, civil societies, and educational institutions to 
mobilize their resources to study the multidimensional impacts of the pandemic on 
the art industry and recommend implementation and policy direction. The govern-
ment of Ethiopia also encourages research-based intervention on the impacts of 
COVID-19 pandemic in all sectors of the economy as well as its impact on the social 
and cultural life of the community. Ending surveys studies are conducted in different 
parts of the country on the issue of health matter.

It is apparent that there are huge number of traditional night club, traditional 
souvenir shops, producers, and suppliers of traditional crafts in Amhara region, 
particularly in Lalibela, Dessie, and Woldia as well. As repeatedly disclosed in media, 
all these sectors are closed their doors and both art and artists become victims of 
COVID-19 pandemic. Above all, despite the fact that the region is known for such 
type of art, currently, they could not find due attention by researchers and govern-
ment as well. We have been conducted and affirmed in our preliminary assessment 
that both the magnitude of the current impact and its long last impact are not yet 
studied so far. Therefore, this study was developed in order to fill the gaps.

2. Objectives of the study

• To describe the continuing impact of COVID-19 pandemic on traditional art 
and craft sector supply and mobilization of input and output resources in North-
Central Ethiopia.

• To analyze the impacts of COVID-19 pandemic on traditional artists and 
craftsmen’s life in the study area.

3. Methodology of the study

3.1 Approach and design

To achieve this subtheme, the researchers were guided by using of mixed-method 
study design. It encompasses both qualitative and quantitative approaches. Using of 
mixed research approach is very significant to gain the advantage of or the strength 
of both qualitative and quantitative research that can provide the best understand-
ing of the issues under study [16]. Furthermore, a mixed approach is important to 
reconcile the limitations with the representativeness of the sample of the qualitative 
approach. In this regard, this study employed both research methods, so as to increase 
the validity of the quantitative data and truth worthiness of qualitative data. In 
research concept, research design is an idea that expresses the procedure for collect-
ing, analyzing, interpreting, and reporting the data. Thus, this subtheme followed a 
descriptive cross-sectional survey research design, where the data collection process is 
conducted at a point in time (one-shot data from the sampled study population). This 
cross-sectional descriptive design was used to examine the issues at hand by using 
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a concurrent triangulation approach because both quantitative and qualitative data 
were gathered simultaneously [17]. In order to assess subtheme one (the impacts of 
COVID-19 on the arts industry) the researchers utilized both qualitative and quanti-
tative data.

3.2 Data sources, method of data collection, and sample frame

The researchers collected both primary and secondary data. The primary data 
were collected by using a questionnaire, interview and focus group discussion (FGD), 
and personal observation techniques. The sample frame for this subtheme are tradi-
tional art performers-from actors to musicians, crafters, souvenir shoppers, culture 
and tourism officers, suppliers of traditional art and crafts sectors, and marketers in 
traditional art and craft. The personal observation was conducted in traditional arts 
center and crafts areas.

4. Sampling techniques

The samples were selected by using a purposive sampling technique. The samples 
were selected from the major towns/cities of the region (Dessie, Lalibela, Woldia, 
Haik, and Kombolecha). We contact 118 people for questionnaire and 16 people for 
interview to accomplish this subtheme. A group of people gathered and discussed the 
issues under investigation. We have five FGDs (one in each town/city). The research-
ers were taken samples in the major cities by considering the large number of art and 
crafts sector personnel in the cities. Therefore, we developed the following sample 
proportion in each city and town (Table 1).

5. Data analysis and interpretation

5.1 The impacts of COVID-19 pandemic on traditional art sectors

5.1.1 Demographic characteristics of the respondent artist and craftsman

As shown in the demographic chart above, 59.7% of the respondents were male 
and while 40.3% were female. The respondents were young because almost 51.4% and 
37.5% of the respondents were found in the age range of 18–28 years and 29–39 years, 
respectively. Regarding educational level, 52.8% and 36.1% were secondary education 

No. City/Town Number of samples Remark

1 Dessie 38

2 Lalibela 43

3 Kombolecha 20

4 Woldia 11

5 Haik 6

Table 1. 
Sample proportion table of traditional artists and craftsmen.
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Figure 1. 
Demographic characteristics of the respondent artist and craftsman. Source: Researcher’s survey, 2022.

Figure 2. 
Type of organization and work experience of the respondent artist and craftsman. Source: Researcher’s survey, 
2022.
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and bachelor’s degree completed, respectively. These figures indicated that the 
majority of the respondents were male, young, and have some educational level with 
secondary and bachelor (Figure 1).

As shown in Figure 2 above, 38.9% of the respondents experienced 10–15 years in 
the sector of the art industry. About 27.8% of the respondents had working experience 
from 1 month to 5 years, while 13.8% had more than 15 years of working experience. 
Regarding the type of organization they worked in 47.2% worked in the public sector, 
while 33.3% worked in the private sectors. Only 5.6% and 13.9% worked in coopera-
tives and self-employed, respectively. According to this survey information, more 
than half of the respondents worked more than 10 years in the sector and experienced 
(Figure 3).

5.1.2  The multidimensional impacts of the pandemic on artists and traditional 
craftsmen’s life

Besides the general impacts of the industry, it also has a great impact on the lives 
of traditional artists and craftsmen. The survey result indicated in the following chart 
also indicates the status of the art business during the lockdown. Almost 79.2% of 
the art business was closed in the study area while only 20.8% of art businesses are 
opened (Figure 4).

The interview with traditional artists and craftsmen in our study area agreed on 
the fact that COVID-19 has created more visible and systematic challenges, especially 
in their economic instability due to loss of income, irregular working conditions, and 
more time business shutdown. This problem is also exacerbated because of the gaps in 
our cultural policy. One of our interviewees indicated that Ethiopian cultural policy is 
very weak to handle such global catastrophe and support artistic workers and crafters. 

Figure 3. 
Sector they work. Source: Researcher’s survey, 2022.
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Due to the weakness of the cultural policy, many artists and craftsmen left alone with 
a low priority of government support and “uncertainty incentive.”

The major impact of COVID-19 on the artists, artistic lives, and craftsmen during 
the pandemic was, it totally break their social connection. One of our interviewees 
describes these challenges as “due to COVID pandemic my social connections with 
audiences, peeks, social networks, business partners…therefore, I am not able to 
create artworks, feeling of lonely, able to perform art work and unable to plan the 
future.” On the other hand, many respondents said that COVID-19 greatly affected 
their life and created a plethora of issues, from possible cancelations of orders to a 
lack of awareness about the disease. They affirmed that their business and practices 
of the craftsman by the disease because many sales opportunities have been post-
poned and the remaining canceled. As one of our traditional cloth designers told us 
“I am always worried about the employees working with me all the workers in my 
small garment the lives depends on it; we expect more work in the coming July and 
September 202/22, however due to the economic slowdown our customers did not 
make any order for the new year festivity.” The COVID-19 crisis has had a multidi-
mensional impact on all aspects of our lives around the world, but some sectors have 
been hardly affected. Among these sectors, traditional art sector is one of the sectors 
greatly affected. Many exhibitions, festivals, traditional art concerts, events, meet-
ings with artists, and meeting that need the involvement of artists and musicians are 
also canceled. In this section, we present some of the short- and long-term impacts of 
COVID-19 pandemic on the art sector in the study area from FGD and interviews of 
the respondents. In general, the following multidimensional impacts are observed.

a. Event cancelation: Museums, traditional bars and restaurants, and theatrical 
activities were closed for more than 6 months. For example, Dessie museum 
closed almost a year. Due to these closer many events were canceled and no 
travelers visited the areas.

Figure 4. 
The status of the art business. Source: Researcher’s survey, 2022.
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b. Fundraising activities slowed: Due to coronavirus, many sponsors and donors of 
traditional artists, musicians, and performing artists slowed and some canceled. 
Therefore, many artistic sectors lost their sponsorship and donation revenues for 
their service.

c. Revenue lost: Many of the economic sectors of the area were greatly affected 
by COVID-19 pandemic. Many of the tradition art sectors, restaurants, hotels, 
festivals, and tourism-related businesses completely closed in the study area for 
more than 3 months. Some were also partially closed for almost half of the year. 
These also created a huge economic loss in the study area, especially in the areas 
of Lalibela and Dessie.

d. The capacity of the industry was reduced: Due to the reduced revenue, the poten-
tial loss of sponsors and donors the institution lost its institutional knowledge 
and a reduction of capacity to handle programs and services.

e. Many art and craft workers changed from crafts to mask production: The great 
challenge the art sector faced is the reopening and practicing of the art business 
cannot happen overnight, like other business because the art sector business 
requires an up-to-date skills and psychological makeup and long-term awareness 
creation among the audiences and customers.

f. Its impact on the traditional art and crafts pedagogy: For almost a year many 
traditional arts and crafts educational systems ceased in the study area. In our 
country in general and in the study area in particular digital education via video 
and practical online platform was impractical. Therefore, many technical and 
vocational training in the field of art and crafts work stopped totality.

g. Its greater impact on women labor forces: COVID-19 created a devastat-
ing impact on the women labor force globally, especially those works more 
dominated by women as “frontline workers” such as art and hotel sector. 
According to World Health Organization report from 104 countries, 70% 
of workers were exposed to health risks. Among these, 43% were women 
because of the nature of the work they engaged (WTO, 2020). Due to the 
fact that women are over-represented in the industries most affected by the 
pandemic, such as recreation and entertainment sector, craft manufacturing, 
education, and other service sectors, they are highly affected by the pan-
demic. One of the female respondents expressed her feeling on the impacts 
of COVID-19 on the labor force of women “for the last 11 years I working as 
traditional cloth designer (handloom) in addition to the informal household 
works but now I am out of work and always working as a meal planners in 
the house…when I calculate the working hours as compared to the previous 
I spend additional 2 hours because all the families see my hands even we 
consume more food when we are in home… even I sometimes worried about 
we may affected by the food shortage.” In overall way, the pandemic affected 
the art industry greatly. The survey also attested that more than 80% of the 
art and traditional businesses were affected. It is shown in the chart below 
(Figure 5).
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5.1.3 Working conditions of traditional artists and crafts during the pandemic

The outbreak of COVID-19 pandemic created a complex working environment 
and lives among artists and craftsmen in the study area. The first and foremost 
impact of COVID-19 pandemic is the behavioral change of art audiences. One of our 
informants said that “I did not believed that demands will be restored as a previous 
level” (performing art organizer, September, 2021). FGD discussants added that due 
to COVID-19 pandemic the behavior and attitude of the audiences of art and per-
forming art changed for a prolonged time. The pandemic affects the spending power, 
visitation behavior due to the economic recession, and lower socioeconomic status 
of the participants due to COVID-19 pandemic. Other studies conducted by Shugoll 
research survey found that 29% of the respondents believed that they will wait 
6 months and more to return to the theater again.

Many traditional artists and craftsmen are affected by the outbreak of COVID-19 
pandemic. Many of nightclubs, music performances, and contests [the workplaces of 
traditional artists and craftsmen] closed for the long period of time (almost a year). 
This has created a complicated life and loss of sources of revenue for these portions of 
the art workers (Figure 6).

As indicated in the above chart the working conditions of traditional artists and 
craftsmen during the pandemic are shown. From this survey result, 80.56% of the 
respondents said “Yes” for the question the pandemic pause your physical mobility? 
And, 79.17% said “Yes” for the question the pandemic stop the grants and loans from 
the GOs and NGOs? 81.94% of the survey respondents affirmed that due to coronavi-
rus, their artistic freedom and knowledge transfer activities were denied. The ability 

Figure 5. 
The overall effect of the pandemic. Source: Researcher’s survey, 2022.
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to work in artistic activity was reduced by 81.94% among the artists and traditional 
craftsmen during the corona. Besides, 77.789% of the traditional artists and crafts-
men were developing a feeling of worried about being unemployed due to coronavirus 
and 59.72% of the respondents were worried about new technology making them 
redundant following the coronavirus. On the other side, 76.39% of the surveyed 
respondents develop a feeling of disturbing situations during the lockdown. However, 
the majority (61.11%) were feeling motivated and feeling good about the future of 
their work and 68.06% were having work during the lockdown.

5.1.4  The impact of COVID-19 pandemic on traditional art and craft sector 
suppliers and on the mobilization of input and output resources

The outbreak of coronavirus created a series of blows on traditional arts and craft 
sectors’ raw material mobilization. The lockdown affected every production and 
distribution of raw material supplies. The transportation system and the attitude 
change of the suppliers created a bottleneck for the input mobilization. When we 
say attitudinal problem one of our interviewees of traditional arts expressed that 
“our suppliers and customers assumed and think that traditional cloth and craftwork 
considered as a luxury category of products… no one want to buy such products in 
this difficult time. Therefore, we totally stopped our work for a long period of time …
to tell you truly almost a year we are out of business due to coronavirus. Really it is a 
difficult time to survive…” The survey result also strengths the FGD discussants and 
interviewed participants. As shown in Table 2, 83.3% of the art industry suppliers did 
not provide input for the art industry principals during COVID-19 pandemic era. The 
same is true in the mobilization of input resources because 88.9% of the mobilization 
of input and outputs did not properly hold during the lockdown. However, even with 
the problems exist in the mobilization of the input and output resources, 73.6% had a 

Figure 6. 
Working conditions of traditional artists and craftsmen. Source: Researcher’s survey, 2022.
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plan to invest more in their business in the next 5/10 years, while 26.4% did not have 
the plan to invest more in their business in the next 5/10 years.

5.1.5  The implications and mechanisms used on the future development of traditional 
arts and crafts industry

The outbreak of COVID-19 pandemic has many implications for the art business 
in the study area. This was also assessed by a survey in the traditional art business 
personnel and shown in the above chart (Figure 7). As indicated above due to the 
outbreak of coronavirus, 69.44% of art business owners and runners could not 
meet the cost of input for their business. Additionally, 72.22% of the respondent 
art business owners could not make utility payments like water and electricity, and 
77.78% of respondents were forced to borrow from their families and friends to run 
their businesses due to the impact of COVID-19 pandemic. About 59.72% of art 
business owners faced a shortage of cash to pay the salary of their employees because 
of coronavirus. The most visible impact of the pandemic is on the future scale-up of 
the art business because the majority (93.08%) of the surveyed respondents affirmed 
that could not scale up the operation of the business. On the other hand, 94.44% of 
the respondent art business operators could not produce or deliver service as before 
because of COVID-19 pandemic in the study area. The outbreak of the pandemic also 
had a great impact on the tax payment. The survey also affirmed that 59.72% and 
66.67% of the respondents could not make tax payments in full and could not make 
tax payments on time due to COVID-19 pandemic, respectively (Figure 8).

The survey also assessed the skills and resources available to respond to the impact 
of the coronavirus, including future audiences behavior (54.17% important and 
29.17% very important) innovation/digitalization (41.67% important and 44.44% 
very important), technological capacity (30.56% important and 58.33% very impor-
tant), leadership support (40.28% important and 50% very important), training 
(51.39% important and 33.33% very important), staff skill (37.5% important and 
52.78% very important), finding new funding sources (33.33% important and 59.94% 
very important), and response in responding to the impact of COVID-19 pandemic. 
Organizational restructuring, staff restructuring, introducing new programs and 
partners, and managing staff safety and security were also important to respond to 
the impact of coronavirus in the future of art business in the study area (Figure 9).

More than half percent (53.2)% of the art business operators needed more than 
1 year to return back to normal business and life in the study area while the remaining 
needed less than 1 year to return back to their normal business (for more see chart 9 
above).

As shown in Figure 10, the majority (44.4% and 34.7%) of the respondents 
needed loans with the low-interest rate and provision of subsidies from the 

Questions Yes (%) No (%)

Does your suppliers did provide input for your business during corona 16.7 83.3

Is the mobilization of input and outputs properly held during the lockdown 11.1 88.9

Do you have a plan to invest more in your business in the next 5/10 years 73.6 26.4

Source: Researcher’s survey, 2022.

Table 2. 
Supply and mobilization of input and output resources.
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government, respectively. Very few (1.4%) needed subsidies in the tax form from the 
government. Some others (19.4%) needed to allow running their business operation 
without any prohibition.

On the other part, 30.6% and 29.2% of the respondents’ traditional artists and 
craftsmen prefer shut down their businesses completely and shut down their busi-
nesses partially, respectively. Only 15.3% of the respondents continue to run their 
business as a short-term method as a survival mechanism and some others (13.9%) 
wanted to change their business line and also some others (9.7%) apply for loan used 
as a mechanism during the lockdown (Figure 11).

6. Conclusion and recommendations

6.1 Conclusion

The study concludes that 79% of the art businesses were closed. Due to the 
COVID-19 pandemic traditional artists and craftsmen’s physical mobility was paused, 
the artistic freedom and knowledge transfer activities were denied, and the ability to 
work their artistic activities was reduced. On the other hand, because of the COVID-
19 pandemic, 77.78% of traditional artists and craftsmen were worried about being 
unemployed, 76.39% were in disturbing situations, and 61.11% did not feel motivated 

Figure 7. 
The implications of COVID-19 on the business. Source: Researcher’s survey, 2022.
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or optimistic about the future of their work as a result of corona. Due to the corona-
virus, 83.3% of art business suppliers did provide input, while 88.9% of the mobiliza-
tion of inputs and outputs did not properly hold during the lockdown. The outbreak 
of the COVID-19 pandemic has many implications for the future development of 
the art industry in the study area. The study also assessed the skills and resources 
available to respond to the impact of the coronavirus, including innovation/digitaliza-
tion, leadership support, training and staff skill, organizational restructuring, staff 
restructures introducing new programs and partners, and managing staff safety and 
security were identified.

6.2 Recommendations

Based on the finding of the study, the following possible recommendations were 
forwarded.

Figure 8. 
Skills and resources responding to COVID-19 pandemic. Source: Researcher’s survey, 2022.
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• The national, regional, and local government offices should work on the 
improvement of working cbl aonditions of the traditional art and craftsmen 
because the working condition of the workers in the study area is in miserable 

Figure 9. 
Time required to get back to normal business. Source: Researcher’s survey, 2022.

Figure 10. 
Assistance needed from the government. Source: Researcher’s survey, 2022.
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condition during the lockdown and it also has a psychological, social, and 
economic impact in their life.

• Empower the suppliers of the art industry via training and capacity-building 
works about the COVID-19 pandemic issues.

• Encouraging and supporting traditional artists and craftsmen/art business 
operators to use technology/digital media and other technology usages.

• Support the art business operators in training capacity-building work in leadership 
and management and finding new funding sources from the government bodies.

• Government officials and culture tourism offices at different level consult the 
art business operators in finding new programs and partners, staff skill develop-
ment, staff restructuring, and organizational restructuring works.

• The government should provide loans with low-interest rate and provision of 
subsidies for art business operators for sustainability and continuation.
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Chapter 16

The Long-Term Impact of
COVID-19 on Inbound Tourism
from China: Using 2020/2022
Web-Based Survey Data
Takeshi Kurihara, Kazuo Nishii, Yilin Sun and Yinan Dong

Abstract

This study discusses the long-term impact of the COVID-19 pandemic on inbound
tourism from China, aiming to investigate its prospects during the post-pandemic
period. After briefly reviewing trends concerning COVID-19 impact studies at home
and abroad, basic results from two cross-sections of web-based data in 2020 and 2022
are introduced to identify how the pandemic impacted not only daily activity and
travel patterns but also the intentions of visiting Japan in the post-pandemic period.
Finally, we summarize the challenges that we should verify to support inbound tour-
ism restoration policies.

Keywords: COVID-19’s long-term impact, inbound tourism from China,
post-pandemic tourism policy, visit intention, cross-sectional survey data

1. Introduction

In Japan, since the state of emergency due to the COVID-19 pandemic was
declared on April 16, 2020, we have experienced several pandemic waves due to the
emergence of new types of coronaviruses. The eighth wave of the pandemic caused by
the XBB.1.5 subvariant in November 2022 is heading to a conclusion by mid-March
2023 [1]. The impact of the COVID-19 pandemic over a period of more than three
years on socioeconomic activities is evidently significant enough to trigger not only
changes in the attitude toward the risk of being infected in daily activities and travels
in the short term, but also those in both their intentions and their real behavior
patterns and lifestyles in the long term, that is, in the post-pandemic period [2]. Many
analytical studies are attempting to quantitatively understand the actual conditions of
changes in daily activity patterns during the pandemic period.

In the case of overseas COVID-19 impact studies, data collection and surveys on
people’s attitudes toward the risk of infection and changes in their activity and travel
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behaviors have been successively conducted since the WHO declared the COVID-19
pandemic on March 11, 2020. Following this data collection, many empirical results
from studies on the relatively short-term impact of the COVID-19 pandemic were
reported at several workshops and conferences, such as the ERSA Workshop [3] and
TRB Annual Meeting [4]. These studies were mainly concerned with behavioral
changes, comparing data from the pre-pandemic period with those after the first
pandemic peak (i.e., from June to August 2020).

Against this background, this study aims to examine the prospects for a post-
pandemic recovery in tourism demand for visiting Japan from China and to clearly
identify the challenges of achieving sustainable and resilient inbound tourism desti-
nations in Japan. While COVID-19’s long-term impact is of particular concern in our
study, let us explain that such a dynamic process would be founded on the hypothesis
that both the repeated appearance of a new type of coronavirus and the related
preventative policies trigger changes in activity and travel patterns, which would be
partially established throughout the pandemic period with multiple waves, and
become common as a lifestyle called the New Normal in the post-pandemic period. It
is also hypothesized that such a shift to the New Normal should be evaluated as an
inclusive and long-term impact, taking into consideration the effects of socioeconomic
circumstances such as an aging society with fewer children, digital communication
innovation (called DX [Digital Transformation]), and a low-carbon society with the
GX [Green Transformation]). To examine the long-term impact on tourism demand
for visitors to Japan (abbreviated as VTJ) from China, our study quantitatively iden-
tifies relationships among various kinds of factors related to COVID-19 impacts over
time. Specifically, we empirically analyze both changes in attitudes toward COVID-19
risks and those in daily activity and travel behaviors in response to governance mea-
sures over the past three years. Based on the results of the 2020/2022 web-based
survey data analysis, we intend to specify the factors and preconditions that deter-
mine the long-term impact of COVID-19 on VTJ demand from China and summarize
the challenges toward sustainable tourism destination management in the post-
pandemic period.

Since 2019, we have addressed the demand for integrated mobility services,
targeting VTJ tourists from China (see refs. [5, 6]). This preceding study motivated us
to our current COVID-19 impact analysis. As the COVID-19 pandemic occurred in
China at the end of December 2019, we decided to add COVID-19-related items to the
2020 web-based survey and judged the timing of the survey implementation consid-
ering the actual conditions of the pandemic in the three targeted cities (Beijing,
Zhejiang province, and Jiangsu province). The 2020 web-based survey was conducted
at the end of November 2020, when the first wave of the pandemic was settled and
these cities were released from severe behavioral restrictions, such as lockdowns in the
district [7, 8]. In this study, as mentioned in the following section, the second web-
based survey conducted in mid-April 2022 targeted seven cities, adding four cities
(Shanghai, Guangdong, Shandong, and Liaoning provinces) to the three previous
ones [8]. The 2022 data used for our COVID-19 impact analysis were compared with
those of the 2020 web-based survey. Therefore, this study intends to explore the
actual changes in not only people’s daily activity and mobility patterns and their
intentions of domestic and overseas tourism travel at two points in time, but also their
intentions of VTJ travel under the condition that overseas travel restriction measures
such as entry/exit visa restriction and quarantine would be lifted due to the reduction
in the risk of COVID-19 infection.
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2. Literature review

2.1 Review of COVID-19 impact studies in Japan

Various COVID-19 studies in Japan have been triggered by the “arrival of the
corona disaster” in which the government made an emergency declaration for the first
pandemic and decided to promote preventative measures, such as behavior restric-
tion, self-restraint from going out and the three Cs, “Closed spaces, Crowded places,
and Close contact,” in April 2020 [9].

They launched a data collection and survey in three sectors, industry, public, and
university. For example, the infrastructure planning division of the Japan Society of
Civil Engineering (JSCE) established a special COVID-19 committee to conduct a
consecutive survey by getting a private surveying-expert company (Survey Research
Center Co., Ltd.) to cooperate nine times from April 2020 to December 2022 almost
every three to five months [10]. These efforts include a fundamental report on the
actual changes in activity and travel patterns due to the first pandemic, focusing on
the causality between perceived risks, attitudes toward governance/self-restraint
measures, and real behavioral changes [11]. Okamoto, a SRC researcher, addressed the
effects of repeated pandemic waves on travel demand and mobility patterns using not
only consecutive data but also other mobile spatial statistics data [12].

In addition, we can find a few detailed analyses of the influence of psychological
factors such as individuals’ perceived risks/attitudes toward the pandemic on actual
behavioral changes in their daily lives using the survey data (see refs. [13, 14]). There
are several studies on the long-term impact of the pandemic focusing on the WFH
(working from home) and WFA (working from anywhere) practices. For example, in
Hirose et al. [15] and Isaka et al. [16], the authors attempted to examine the behavioral
characteristics of the WFH/WFA practices during the pandemic by applying their
developed simulation models. The scenario-analytic approach is also applied to iden-
tify such long-term impacts in the post-pandemic period, although it is unclear how
the term ‘post-pandemic’ would be defined in this paper [17].

COVID-19’s impact on individuals’ daily activity patterns can be characterized by
changes in their attitudes toward the risk of the spatial and temporal spread of the
pandemic waves and changes in actual behavioral patterns due to the spread of the
novel coronavirus infection. Such an impact is peculiar not only to the targeted city/
country but also to the point of time during the pandemic. Therefore, there is a
significant difference in actual behavioral patterns, such as activity and mobility
frequencies, time use, and time allocation by city/country by point of time during the
pandemic. Moreover, as public preventative measures tend to be implemented in
response to the extent of COVID-19 infection on a spatial scale by point of time, these
governance measures would partly motivate individuals to change their attitudes/
intentions toward the pandemic.

It should be noted that, in the case of Japan, they do not include such a drastic
measure as the ‘lockdown’ applied in the US and European countries but consist of
relatively moderate ones such as the government’s request to restrict being out, short-
ened business hours, and various types of public policies, (for example, regulation,
incentives, and enlightenment). A variety of changes in both attitudes toward these
governance measures and actual activity and travel behaviors can be seen as short-
term impacts of the pandemic in Japan. Additionally, it becomes more essential to
identify how these moderate governance measures affect individuals’ attitudes/
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preferences, and how they would result in actual changes in their preventative
behaviors (for example, self-restraint). Furthermore, it is an important challenge for
us to obtain findings from the analysis on how consecutive changes in activity and
travel patterns would remain in the post-pandemic era.

The emergency declaration for the first wave in Japan, in which the government
requested self-restraint and promoted the introduction of telecommuting such as
WFH and WFA as part of the three Cs measures, had a great effect on people’s daily
activity patterns, covering most trips in commuting, shopping, and eating. Particu-
larly, the introduction of teleworking in the central core of a metropolitan area caused
a decrease in the number of passengers by urban rails and in the number of visitors
near terminal stations in the city center.

This effort was reported at a symposium held by the Japan Transport and Tourism
Research Institute (JTTRI) in October 2020. Morichi had a keynote entitled ‘The
COVID impact on the demand for urban rails and the trend of urban structure,”
which led them to exchange their opinions at the panel discussion [18]. The agenda
was to identify how we should share information on the actual situation of urban rail
transport demand during the pandemic in Tokyo and discuss the impact on the urban
structure in the ongoing�/post-pandemic era. Other members of the JTTRI also
intended to empirically analyze the actual conditions of the number of passengers
getting on and off at the gate of the targeted station using gate-tracking data during
the pandemic (see refs. [19, 20]). There are several current studies on the long-term
impact of commuters’ teleworking on the urban structure and related changes in
residential location choice behaviors [21–23]. Accessing the data on passengers passing
through railway station ticket gates may not be easy; however, if possible, it would be
expected to advance policy studies on office-space relocation and commercial service
innovation near rail terminal stations in the post-pandemic period.

2.2 Review of COVID-19 impact studies abroad

The Organization for Economic Co-operation and Development (OECD) orga-
nized the International Transportation Forum, titled “COVID-19 TRANSPORT
BRIEF,” in May 2020 [24]. The forum discussed the basis of re-spacing cities for
resilience: Three keywords, “react,” “reboot,” and “rethink” were proposed as the
triple challenge that cities must meet to continue as catalysts for creating socioeco-
nomic activity despite new health imperatives.

Palma et al. reviewed the effects of COVID-19 on mobility and lifestyle 18 months
after the outbreak [25]. Short-term effects are mainly the direct ones, such as
teleshopping, teleworking, air pollution, road transportation, and air travel, due to
restricted mobility. On the other hand, the medium and long-term effects are
regarded as indirect ones such as car ownership, employment rate, poverty, inequal-
ity, house price, relocation, and the necessity of re-designing urban spaces. They
concluded that recognizing the negative effects of COVID-19 is a significant determi-
nant of reducing the negative changes in mobility and lifestyle that affect the evalua-
tion of individuals’ psychological and social well-being.

They also discussed the challenges in simultaneously addressing the effects of
COVID-19 on mobility and lifestyle. The first is the requirement of appropriate data
and methodology to measure and monitor trends in changes during and after the
pandemic. Second, societies would have to learn how to cope with these new struc-
tural dimensions under the remaining uncertainty, even if these changes could be
measured using appropriate data and statistical modeling. During the COVID-19
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pandemic, we faced not only risks but also uncertainty. The attacks of the different
variants of COVID-19 showed that global changes varied to some extent under each
variant. This made it difficult to assess the long-term effects. In this situation, gov-
ernments are confused and cannot decide whether schools and universities should
remain open and/or whether teleworking should be permanent.

Tevetkove et al. discussed the implications of the pandemic on the governance of
passenger mobility innovations, such as MaaS (Mobility as a Service) in Europe [26].
They explored the challenges, barriers, and risks that the new regulatory framework
must address to deploy disruptive mobility innovations. The authors’ view is that,
while MaaS has recently disrupted the passenger transportation sector and led requir-
ing new and improved governance models, the COVID-19 pandemic can be seen as
another disruption, stressing the need for more proactive and inclusive governance.
The ongoing COVID-19 pandemic and corresponding mobility restrictions have
apparently added an additional “unknown” into the already challenging mix of what
the governance of disruptive mobility innovations needs to address and prioritize.

They also addressed the triggering of improved mobility service innovations by
COVID-19 to progress public efficiency in the use of urban transport infrastructure,
and the provision of an experimental platform, thanks to COVID-19, for the develop-
ment of a new governance model essential for achieving a sustainable urban society in
the future.

Hensher deliberated the role that MaaS may play post-pandemic by introducing
the results of a COVID-19 impact study in Australia [27]. He aimed to explore how to
reboot MaaS and rethink the overall picture of public transport by adopting the
contextual approach, in which the following two scenarios were proposed: (1) busi-
ness as usual, and (2) a significant change in the mobility framework. The latter is
that, in a post-pandemic society, shared modes are less attractive, and WFH takes on
an increasingly popular status among both employees and employers. He argued that
the “new normal” offers opportunities never before achievable in terms of taming
congestion on roads and crowding on public transport and that this opportunity
should not be frittered away.

The primary results indicate that many sectors, such as the technology sector, have
supported WFH since the pre-COVID-19 period. They also showed that WFH is
expected to be a new policy lever that benefits the transport network.

These debates about the long-term impact of COVID-19 on MaaS were based on
the results from the contextual approach; however, these results can indicate the
preconditions with which MaaS should be equipped in response to social structure
transformation, such as social distancing and WFH expansion, post-pandemic.

Mohammadi et al. focused on the long-term impacts of COVID-19 on
telecommuting behaviors in the United States [28]. They implemented a comprehen-
sive multi-wave nationwide panel survey, mainly collecting activity-based time-use
data for 2020 and 2021. A panel Generalized Structural Equation Model (GSEM) was
used to investigate the effects of two perceptual factors on telecommuting behavior:
(1) perceived risk of COVID-19 and (2) perceived telecommuting productivity. They
revealed the significant and positive impacts of productivity and COVID-risk percep-
tion on these WFH types of telecommuting behaviors. Moreover, the findings indicate
that telecommuting frequency is expected to increase in the post-pandemic era, with
differences across socioeconomic groups.

International collaborative studies on COVID-19 impacts supported by the World
Conference on Transport Research- Special Interest Group; WCTR-SIG (organized by
Zhang and Hayashi [29]) have successively produced the results of their efforts, and
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Ma et al. reported their empirical analysis of the short-term impact of the first pan-
demic worldwide [30].

2.3 Review of COVID-19 impact studies in China

Many studies have been conducted on the effects of the COVID-19 pandemic on
mobility in China. Pan et al. examined how COVID-19 changed residents’ mobility
using cellular signaling data from the Greater Bay Area in China [31]. The findings
revealed that the COVID-19 effect on core cities was larger than that in peripheral
areas and that the frequency of non-commuting travel displayed a downward ten-
dency. Liu et al. focused on how elderly people adapted their mobility patterns and
travel behaviors in Kunming, China, during the COVID-19 pandemic [32]. The results
indicated that individuals older than 60 years faced challenges in riding public trans-
port. Another study Tan et al. [33] found that Chinese mobility in 2020 was a tale of
four phases, with different levels and patterns of mobility shifts. The cellular signaling
dataset was used to analyze the specific properties of imparity in response and adap-
tation to the pandemic across cities. Zhang et al. applied a weighted stochastic block
modeling approach to analyze the intercity mobility network in China in early 2020
[34]. Four types of network blocks were identified based on the mobility patterns and
geographic locations of the cities. Both the COVID-19 outbreak and travel restrictions
significantly disrupted the original hierarchy of the intercity mobility network in
China, resulting in more local or regional fragmentation of the network, even in the
recovery stage.

As for tourist mobility impact studies, Yu et al. depicted the actual changes in
mobility after two waves of the COVID-19 outbreak in China using three years of cell
phone data [35]. The article revealed that the number of domestic tourists in Beijing
after the outbreak was higher than the pre-pandemic level, indicating a strong recov-
ery in tourism demand. It was concluded that female and older tourists were more
vulnerable to the attack in the early stages of COVID-19 but reversed their behaviors
one year later, suggesting a dynamic adaptation of tourists’ preferences and risk
perceptions.

Zhong et al. reviewed the existing literature on tourism crisis management, focus-
ing on the impact and implications of COVID-19 on the global tourism industry [36].
This study found that COVID-19 created opportunities for tourism stakeholders to
rethink and reshape their tourism practices, such as enhancing health and safety
standards, adopting digital technologies, and strengthening collaboration and coordi-
nation. Li et al. explored tourism destination management after the COVID-19 pan-
demic in a case study of reopened tourism destinations in China [37]. This study
proposed a four-stage framework for managing tourist destinations during and after a
crisis. In terms of people’s willingness to travel, Hao et al. probed how COVID-19
affected people’s willingness to travel for tourism based on a survey of Chinese
residents in 2020 [38]. A structural equation model (SEM) was used to examine the
relationships between environmental and personal factors, perceived risk and value,
and willingness to travel. Perceived risk mediated the effects of environmental and
personal factors on both perceived value and willingness to travel. Hong et al. applied
an importance-performance analysis to evaluate the impact of bed-and-breakfasts on
tourist satisfaction in Zhejiang [39].

Since the outbreak, the recovery of the tourism industry has received increasing
attention. Shao et al. conducted a co-word analysis to map the topics of 140 tourism
recovery policies in China [40]. Chinese tourism preferences were reflected in two
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rounds of nationwide online surveys in 2020 by Huang et al. [41]. The COVID-19
pandemic significantly affected tourists’ travel motivations, destination choices,
travel modes, information sources, and health concerns. Related implications of these
shifts toward tourism recovery are also discussed. Research conducted in the literature
[42] examined urban and rural tourism in China at different stages of the pandemic
based on a content analysis of news reports. COVID-19 caused a sharp decline in
urban and rural tourism activities but stimulated some new trends and opportunities,
such as online tourism, self-driving tourism, rural revitalization, and smart tourism.
They suggested that tourism stakeholders adopt a holistic, collaborative, and innova-
tive approach to promote recovery. McCartney identified challenges and opportuni-
ties for Macao’s tourism industry during and after the lockdown, such as the loss of
revenue the need for innovation, and the potential for diversification [43]. Wen et al.
predicted the potential effects of COVID-19 on the lifestyles and travel of Chinese
citizens through a scenario analysis [44]. First, travelers’ consumption patterns, such
as the growing popularity of independent travel and wellness tourism, may vary.
Second, new forms of tourism including slow tourism may drive future tourism
activities.

3. Basic results from the 2020 and 2022 data

3.1 The outline of used 2020/2022 WEB-based data

Table 1 shows the distributions of individual attributes in the web-based datasets
for 2020 and 2022. These datasets were not adaptive enough to prepare common
designs and implementations in advance but resulted in the ad hoc addition of
targeted cities in response to the spread of the pandemic in China. The questionnaires
contained in the 2022 survey sheets were partly modified based on lessons from those
of 2020, and the number of targeted cities increased from three in 2020 to seven in
2022. In addition, the web-based sampling in 2020 was different from that in 2022;
significantly different patterns of sample distributions by gender, age, and whether
students or not, between these two datasets, respectively, are shown in Table 1.

Individual attributes 2020 DATA 2022 DATA

Number of samples
Targeted cities

Total: 1050 individuals [=350per city � 3
cities] Zhejiang, Beijing, Jiangsu

Total: 2450 individuals [=350per
city � 7 cities] Zhejiang, Beijing,
Jiangsu, Shanghai, Guangdong,

Sangdong, Liaoning

Gender male 50.3% 60.3%

female 49.7% 39.7%

Age (6 classes) less than 25 yrs. old 15.7% 1.8%

25–34 yrs. old 28.1% 41.8%

35–44 yrs. old 25.4% 33.2%

45–54 yrs. old 30.8% 16.9%

55–64 yrs. old 0.0% 5.0%

over 65 yrs. old 0% (not
applicable)

1.3%
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3.2 The impact on commuters’ mobility and activity patterns

We begin by introducing the trends in commuters’ activities and travel behaviors
by comparing the 2020 data with the 2022 data. The result from the 2020 web-based
survey indicates that the average number of WFH days per week is only 0.95 days per
week since the percentage without WFH (zero time per week) accounts for 57.6% and

Individual attributes 2020 DATA 2022 DATA

Age (3 classes) less than 35 yrs. old 43.8% 43.6%

35–65 yrs. old 56.2% 55.1%

over 65 yrs. old 0.0% 1.3%

Yearly income average (CNY/JPY) 121,800 CNY 180,600 CNY

1,957,000 JPY 2,901,800 JPY

Household size single-person 1.5% 1.4%

two-persons 7.7% 13.5%

three-persons 75.0% 65.4%

four-persons 14.1% 15.8%

five or more persons 1.7% 3.9%

LCS (Life Cycle
Stage)

1. Younger single (younger
person <50)

1.3% 1.4%

2. Younger childless couple.
(younger person <50)

5.8% 12.8%

3. Three-generation family
(youngest child <18 and
living with grandparents)

7.0% 5.1%

4. Pre-school nuclear family
(youngest child <6)

18.6% 25.8%

5. Young school nuclear
family (youngest child ≥6

and < 12)

18.8% 20.9%

6. Older school nuclear
family (youngest child ≥12

and < 18)

17.1% 12.5%

7. All adults (all ≥18) 27.9% 20.8%

8. Single-parent and
youngest child <18

0.8% 1.0%

Career (current state
of individuals career,
in Oct. 2020/April
2022)

company employee,
government employee, and

part-time job worker

79.8% 84.2%

self-employee business 16.7% 12.6%

Students 3.4% 0.0% (not applicable)

others (full-time
homemaker and retiree)

0.1% 3.2%

Table 1.
Sample profiles of the web-based survey datasets for 2020 and 2022.
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the other two types are twice a week (15.1%) and once a week (13.6%). It also shows
that there was no significant difference in trends among the cities targeted in the 2020
web-based survey. On the other hand, as shown in Table 2, the 2022 web-based
survey indicated an increasing tendency (1.39 WFH days per week). We also found
that the average number of WFH days per week in Shanghai is outstanding, account-
ing for 3.31 days per week. It is presumed that in the case of Shanghai, because the
large-scale lockdown measures were applied in response to the spread of the pandemic
by the appearance of the omicron-type variation in the survey period (in April 2022),
such a specific situation of the pandemic would lead to that trend in the WFH practice
in the city.

Table 3 shows the distribution of the commuting modes mostly used in the latest
week of the 2022 data. The results show that the ratio of cars used for commuting exceeds
60% for both employees and the self-employed. Comparing these mode-use patterns by
the target city in the 2020 data with the 2022 data, they tend to depend on the level of
improvement in the transportation network system in the city. Particularly, in the case of
the 2022 data, the car-use ratio reached 73% in both Guangdong and Liaoning. However,
in the case of Shanghai, the car-use ratio was relatively low (51.2%), but the ratio of
busses, including BRT (30.1%), was much higher than that of the other modes.

Next, focusing on the changes over the years in the COVID-19 pandemic impact on
commuters’ behaviors, we introduce the results from comparisons of 2020 and 2019,
with the ratio of 2022 to 2021 regarding the changing patterns (decrease/unchanged/
increase) of frequencies of WFH, business meetings, and public transport�/car-use.

Figure 1 shows the comparisons of the ratio of 2020 to 2019, with the ratio of 2022
to 2021 regarding the changing patterns of frequencies of WFH and business meet-
ings. In the case of WFH, both “increase” and “decrease” changing patterns exist,
depending on the pandemic situation and related restriction measures in the city. This
means that, in the short-term range, the percentage of “the decreasing patterns of the
WFH-frequency” (from the ratio of 2020/2019 to that of 2022/2021) would be higher
if the pandemic situation improved, but on the other hand, the percentage of “the
increasing patterns of the WFH frequency” would be higher if the pandemic situation

No. of days
working home

Beijing Shanghai Guangdong Zhejiang Jiangsu Sangdong Liaoning SUM

0 day 40.2% 9.3% 58.8% 46.0% 63.4% 68.0% 56.9% 50.0%

1 day 9.5% 4.1% 11.5% 16.1% 3.6% 10.2% 10.3% 9.5%

2 days 20.8% 14.9% 13.4% 17.9% 13.4% 12.9% 15.0% 15.5%

3 days 15.5% 30.1% 7.7% 10.6% 10.1% 4.2% 9.7% 12.1%

4 days 6.0% 4.5% 2.2% 6.5% 4.5% 1.8% 3.2% 4.1%

5 days 6.3% 34.9% 3.2% 2.9% 5.1% 2.4% 4.1% 7.7%

6 days 1.8% 1.1% 3.2% 0.0% 0.0% 0.6% 0.6% 1.0%

7 days 0.0% 1.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.1%

SUM 100% 100% 100% 100% 100% 100% 100% 100%

AVERAGE 1.63 3.31 1.05 1.24 1.04 0.71 1.07 1.39

≥40%, 30%≤ <40%, 20%≤ <30%, 15%≤ <20%, 10%≤ <15%.

Table 2.
Distribution of WFH-days per week (2022 DATA).
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worsened. However, in the case of business meetings, the decreasing pattern from
the ratio of 2020/2019 to that of 2022/2021 becomes higher over the years. This
implies that these self-restrictive behaviors have gradually spread to working styles
to reduce the risk of contagion. However, with the spread of the pandemic and
related restrictive behavioral measures, many workers were deprived of going out for
business meetings. In any case, it is not easy for us to reach a decision to forecast
future trends in working styles, that is, how the WFH and business meeting
frequencies per week would remain in China in the post-pandemic era. Therefore,
it is essential to collect data on the changes in working styles in relation to the
spread of the pandemic. In addition, we should turn our attention to other
sociodemographic factors, such as ICT innovations and what types of industry can

Mostly used travel modes Employees Self-employed Total

Walk(only) 0.8% 1.4% 0.9%

Bicycle 9.7% 9.0% 9.6%

Busses (BRT) 12.0% 3.5% 10.8%

Carterd busses 0.2% 0.3% 0.2%

Subways 10.0% 6.6% 9.6%

Rails 1.2% 0.0% 1.1%

Streetcars/LRT 1.0% 0.7% 1.0%

Taxi 1.4% 2.4% 1.6%

Cars 63.6% 76.1% 65.3%

Others 0.0% 0.0% 0.0%

SUM 100% 100% 100%

No. of individuals 1773 289 2062

≥15%, 10%≤ <15%, 7%≤ <10%.

Table 3.
Distribution of most-used modes for commuting (2022 DATA).

Figure 1.
The ratio of 2020/2019 and that of 2022/2021 regarding the changing patterns of frequencies of WFH and
business meetings.
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allow high productivity of WFH, because they would clearly determine the future
trend toward a post-pandemic society.

Figure 2 shows a comparison of the ratio of 2020/2019 with that of 2022/2021
regarding the changing patterns of frequencies of public transport- and car use in
commuting. In the case of public transport use, we found the same changing pattern
in the targeted cities in China as in European cities, as previously mentioned. People
have shifted their commuting modes from public transport to their own cars. Figure 2
also indicates that in the case of car use, the decreasing patterns from the ratio of
2020/2019 to that of 2022/2021 become higher over time. This suggests that other
reasons as to why they decreased car use may exist; for example, the decrease in the
total number of commuting trips by car due to the penetration of WFH over the years,
and the shift from cars to other modes such as e-scooters and e-bikes.

3.3 The COVID-19 impact on daily shopping behavior

Table 4 presents a comparison of the basic characteristics of shopping behavior
during the last week between two points of time: 2020 and 2022. The table indicates
that the average net value of shopping behavior frequencies in 2022 increases to 2.37
in three cities, compared with the value of 1.93 in 2020. This implies that the COVID-
19 impact had been slightly relieved, showing signs of returning to previous shopping
patterns.

Figure 2.
The ratio of 2020/2019 and that of 2022/2021 regarding the changing patterns of frequencies of public transport-
and car use in commuting.

No. of days /week for shopping 3 cities: 2020 DATA 3 cities: 2022 DATA 3 cities: 2022 DATA

The percent of ‘0 day in a week’ 8.8% 4.6% 14.4%

AVERAGE [Gross] 1.76 2.26 1.98

AVERAGE [Net] 1.93 2.37 2.32

Note: 3 cities: Beijing, Zhejiang, and Jiangsu (targeted cities in 2020 DATA).
7 cities: Shanghai, Guangdong, Shandong, and the above 3 cities.

Table 4.
Frequency of days going out for shopping in the latest week.
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On the other hand, Figures 3 and 4 show the comparisons of the ratio of 2020/
2019 with that of 2022/2021 regarding the changing patterns of both frequencies of
shopping trips per week and those of public transport- and car use, respectively.
Figure 3 indicates that in the case of shopping trips per week, the percentage of the
decreasing pattern from the ratio of 2020/2019 to that of 2022/2021 increases by 22
points over the years. This may pose a question to us: How can we explain why the
average number of days per week going out for shopping would increase, although the
decreasing pattern increases over the years? We cannot definitely state anything at
this moment, because we lack an understanding of shoppers’state dependencies under
the different situations of the pandemic over the years.

Figure 4 shows a comparison of the ratio of 2020/2019 with that of 2022/2021
regarding the changing patterns of frequencies of public transport- and car use in
shopping trips. Figure 4 indicates that the result of the mode-use pattern for shopping
trips has a similar tendency to that of commuting trips, as shown in Figure 2. When
focusing on the extent to which the decreasing pattern of public transport use has
changed over the years, the percentage of shopping trips increased by 17 points, but
that of commuting trips increased by 10 points. This implies that the changing pattern
in shopping trip frequency is more sensitive than the commuting trip frequency.

Next, we introduce the results of the COVID-19 impact on the attitude and
perception of the risk of coronavirus infection in daily shopping activities and travel
patterns, using the datasets of the web-based survey at two points in time. Table 5

Figure 3.
The ratio of 2020/2019 and that of 2022/2021 regarding the changing patterns of frequencies of shopping trips per
week.

Figure 4.
The ratio of 2020/2019 and that of 2022/2021 regarding the changing patterns of frequencies of public transport-
and car use in shopping trips.
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shows a comparison of the distribution of the primary reasons why each individual did
not go shopping in the last week of 2020 and 2022. In the case of the 2020 data, the
top-ranking reason is, “‘I happened to not need to go shopping by myself or I asked
my family member to do it,” accounting for 42.4%. The second reason is “I use
delivery services instead of going out for shopping as much as possible” (30.4%), and
the third is “I abstain from going out for shopping with the intention of avoiding the
COVID-19 infection risk” (27.2%). On the other hand, in the case of the 2022 data, the
top-ranking reason is “I abstain from going out shopping” and the percentage jumped
to 60.2%; on the contrary, the percentage of the reason “I happened to not need to go
shopping by myself” dropped to 11.9%.

Our surveys asked respondents to answer the question of how they mitigated
COVID-19 risks during their daily shopping activities and travel behaviors in the last
week. Figure 5 shows the distribution of behavioral attitudes toward COVID-19 in
daily shopping activities and mobility, choosing the corresponding alternative from
the following six options:

Alternative 1: I try to abstain from going out for shopping with the intention of
avoiding COVID-19 infection risk and/or I take delivery services instead of going out
for shopping as much as possible.

Reason for 0 day
for shopping

Beijing Shanghai Guangdong Zhejiang Jiangsu Sangdong Liaoning SUM

abstain from
going out

75.9% 69.2% 40.5% 42.9% 58.3% 42.1% 58.5% 60.2%

take delivery
services

17.2% 27.3% 31.1% 42.9% 33.3% 31.6% 26.8% 28.0%

not necessary to
go out

6.9% 3.5% 28.4% 14.3% 8.3% 26.3% 14.6% 11.9%

SUM 100% 100% 100% 100% 100% 100% 100% 100%

Table 5.
Distribution of the primary reasons for respondents not going shopping in the latest week (2020 DATA and 2022
DATA).

Figure 5.
Distribution of the intention of visiting Japan and the average of evaluated scores under the improved situation of
the COVID-19 pandemic by targeted city (2022 DATA).

237

The Long-Term Impact of COVID-19 on Inbound Tourism from China: Using 2020/2022…
DOI: http://dx.doi.org/10.5772/intechopen.112329



Alternative 2: I try to avoid using congested public transport (busses and subways)
to access shopping places.

Alternative 3: I avoid shopping at congested supermarkets and shops.
Alternative 4: I try to reduce the duration of staying in shopping places.
Alternative 5: I try to maintain social distancing between people and wear a mask.
Alternative 6: Others (other reactions/behavioral attitudes toward COVID-19

infection risk).
Figure 6 indicates that these behavioral attitudes in both the 2020 and 2022

data were distributed equally, except for the sixth alternative (others). The
percentage of Alternative 5, “I try to keep social distancing between persons and wear
a mask,” increases from 12.5% in 2020 to 25.8% in 2022, and the percentage of
Alternative 1, “I try to abstain from going out for shopping,” does from 13.1% to
17.9% as well. This implies that attitudes toward COVID-19 infection risk in relation
to daily shopping behaviors vary widely; however, it takes a long time for individuals
to respond to the spread of the pandemic and related governance measures in China
(Table 6).

Figure 6.
Result of the standardized parameter estimates of the SEM-model (in case of the 2020 DATA).

How to care for COVID-19? 2020 DATA 2022 DATA

abstain from going out shopping 13.1% 17.9%

avoid using public transit 22.5% 18.0%

avoid the congested 26.9% 19.2%

diminish the duration 25.0% 19.1%

put on mask 12.5% 25.8%

other reactions of COVID-19 0.0% 0.0%

SUM 100% 100%

Table 6.
Distribution of behavioral attitudes toward COVID-19 in daily shopping activity and related mobility (2020
DATA and 2022 DATA) (multiple answers).

238

Post-COVID Tourism – Tendencies and Management Approaches



4. Discussion: the long-term impact of COVID-19 on the intention of
visiting Japan

4.1 The pandemic risk and intention of overseas travel (including
visit-to-Japan tours)

Our web-based surveys in 2020 and 2022 matched the timing of implementation
with the spread of the pandemic and corresponding governance measures in China,
respectively. The 2020 web-based survey was conducted in November 2020. This
timing was chosen because the government declared a victory over the first wave of
the COVID-19 pandemic at the National People’s Congress in May 2020 and cele-
brated the containment of the pandemic in July 2020 through governance measures
(such as gate-checks by introducing health care app and an automatic tracking sys-
tem) were successively led to relieve behavioral restrictions in the targeted cities of
China until the end of October 2020.

However, when we started to design questionnaires for the 2022 web-based sur-
vey, they experienced the rapid spread of COVID-19 owing to the appearance of new
types of coronaviruses in China. Under the circumstances of the return of the pan-
demic to China, the Chinese government had been maintaining the zero-coronavirus
measure, that is, the perfect lockdown in the infected districts/cities, including traffic
restriction/prohibition and quarantine/isolation rules. As a result, many cities in China
are diversifying both the inhabitants’ attitudes toward infection risks and actual
behavioral changes.

In the 2022 WEB-based survey, respondents answered questions about the per-
ceived level of COVID-19 infection in their residential areas. The perceived level was
classified into seven categories: Level 1 (no restriction but social distancing) to Level 7
(lockdown in the whole city). Table 7 shows the distribution of the levels of respon-
dents’ perceptions of the spread of COVID-19 infection in the whole of 7 targeted
cities. Table 8 presents the city distributions.

Table 7 indicates that the percentage of relatively low levels of perceived infection
(from Level 1 to Level 3) only accounts for 50%, and the remaining half of the
respondents perceived more severe levels of COVID-19 infection in their residential
districts/cities. Table 8 indicates that in Shanghai, the percentage of such low levels of
infection is only 25%, but that of the middle levels (levels 4 and 5) accounts for

Level
(4 classes)

Level
(7 classes)

Level of restriction for COVID-19 in surveyed point in time
{2022DATA]

SUM

Lowest Level 1 no restriction but social distances 3.4%

Low Level 2 health-coding identification required 27.0%

Level 3 restrictive to use facilities 19.2%

Middle Level 4 promoting remote-work and stay-home 29.2%
13.2%

Level 5 restriction on the movement (permission required)

High Level 6 prohibition on the movement in a specific district 4.8%

Level 7 lock-down in the whole city 3.1%

SUM 100%

Table 7.
Distribution of levels of behavioral restrictions as an indicator of the perceived COVID-19 infection.
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approximately 60%. The table also indicates that the perceived levels of infection were
widely distributed in other targeted cities.

In China, the government tends to invoke strong-arm political tactics to achieve
complete prevention against the pandemic, but at the same time, the people have
often suffered from lack of information about the actual spread of the pandemic and a
tight situation for beds in hospitals. Such problems, although specific to China, maybe
one of the causes of diversification in the perception of the COVID-19 pandemic and
attitudes toward infection risk.

Next, we introduce results on how Chinese individuals intend to travel overseas
during the current situation of COVID-19, that is, at the surveyed point in time
(November 2020 in the case of the 2020 data and March 2022 in the case of the 2022
data). The question was ‘How do you think your overseas travel is in the current
situation?’ A single answer was selected from the following five alternatives:

Alternative 1: ‘1. cannot think of my overseas travel for a while.’
Alternative 2: ‘2. it is difficult to think about my overseas travel’.
Alternative 3: ‘3. unwilling to think my overseas travel’.
Alternative 4: ‘4. would reduce overseas travel opportunities’.
Alternative 5: ‘5. would like to positively think my overseas travel’.

How do you think your overseas travel under the current situation of
COVID-19?

2020
DATA

2022
DATA

(1) can not think about my overseas travel 18.6% 18.3%

(2) difficult to think about my overseas travel 37.7% 32.2%

(3) not willing to think about my overseas travel 10.2% 9.2%

(4) reduce overseas travel opportunity 10.9% 14.2%

(5) would like to enjoy my visit to Japan 22.7% 26.1%

SUM 100% 100%

Table 9.
Distribution of the intention of overseas travel during the current situation of the pandemic (2020 DATA and
2022 DATA).

Level Beijing Shanghai Guangdong Zhejiang Jiangsu Sangdong Liaoning

1 Level 1 5.4% 2.3% 3.4% 5.7% 2.9% 3.1% 1.1%

2 Level 2 25.7% 12.9% 27.4% 38.6% 19.7% 39.7% 25.1%

3 Level 3 15.1% 12.0% 26.9% 15.1% 22.6% 22.0% 20.9%

4 Level 4 34.0% 44.3% 33.7% 22.0% 26.9% 19.7% 23.7%

5 Level 5 11.7% 14.6% 6.6% 10.6% 18.9% 10.3% 20.0%

6 Level 6 5.4% 7.4% 1.7% 4.0% 5.7% 2.9% 6.6%

7 Level 7 2.6% 6.6% 0.3% 4.0% 3.4% 2.3% 2.6%

100% 100% 100% 100% 100% 100% 100%

average 3.47 4.05 3.19 3.21 3.70 3.12 3.66

≥40%, 30%≤ <40%, 20%≤ <30%, 10%≤ <20%, 5%≤ <10%.

Table 8.
Distribution of levels of behavioral restrictions as an indicator of the perceived COVID-19 infection by targeted city.
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Table 9 shows distributions of the intention of overseas travel under the current
situation of the pandemic at two points of time; 2020 data and 2022 data. Table 10
indicates the result of such distribution by city in the 2022 data. Table 9 results that
those intentions of overseas travel in the current situation in China vary widely
between alternatives and that there is little difference in distribution and ordering
between the two points of time.

It is however noted that when our dividing such distribution of the intentions into
two parts; ‘negative’ (Alternative 1 and 2) and ‘positive’ (Alternative 3, 4, and 5), the
percentage of ‘negative’ versus the one of ‘positive’ in 2020 is 56.3% versus 44.7%, but
on the other hand, 50.5% versus 49.5% in 2022 and that the percentage of ‘positive’ in
2022 increases with 5 points comparing with that in 2020. Table 10 also indicates that
in the case of the 2022 data, the distributions of such intentions by target city differ
significantly from each other. These results may partly reflect the heterogeneity of
individuals’ behavioral attitudes toward COVID-19, assuming that such heterogeneity
could be created through various changes in socioeconomic circumstances due to
COVID-19 infection in the city.

In both our web-based surveys in 2020 and 2022, we asked a question about the
intention to visit Japan under the precondition that the COVID-19 situation would
improve and overseas travel restrictions would be lifted. Each respondent answered this
question on a five-point Likert scale ranging from 1 (very negative) to 5 (very positive).

Let us denote three groups; “negative group,” “neutral group,” and “positive
group.” The negative group is here defined as those who select “1. very negative” and
“2. negative.” On the other hand, the positive group contains those who select “4.
Positive” and “5. very positive” and the neutral group is equal to “3. neutral.”

Table 11 shows a comparison of the distribution of the intention to visit Japan and the
average of the evaluated scores under the improved situation between the 2020 and 2022
data. Figure 5 shows the distribution of these intentions and the average for the targeted
city. Each respondent answered the question under the hypothesized situation of the
pandemic, that is, under the condition that the situation surrounding the COVID-19

How do you think
overseas travel?

Beijing Shanghai Guangdong Zhejiang Jiangsu Sangdong Liaoning

(1) can not think overseas
travel

17.4% 20.3% 13.7% 15.7% 18.3% 23.7% 19.1%

(2) difficult to think
overseas travel

28.0% 32.3% 32.9% 38.9% 28.0% 37.7% 27.7%

(3) unwilling to think
overseas travel

10.9% 9.4% 15.4% 8.6% 6.0% 5.7% 8.3%

(4) reduce overseas travel
opportunity

21.4% 12.3% 15.7% 15.4% 12.3% 10.9% 11.4%

(5) would like to enjoy
visiting Japan

22.3% 25.7% 22.3% 21.4% 35.4% 22.0% 33.4%

100% 100% 100% 100% 100% 100% 100%

≥35%, 30%≤ <35%, 25%≤ <30%, 20%≤ <25%, 15%≤ <20%, 10%≤ <15%,
5%≤ <10%.

Table 10.
Distribution of the intention of overseas travel during the current situation of the pandemic by targeted city
(2022 DATA).
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pandemic could be improved. The results indicate that the percentage of positive inten-
tion to visit Japan in the 2022 data decreases by 15.2 points, but that of neutral intention
increases by 12.1 points. This implies that such negative changes in attitudes toward
overseas travel occurred partly because of the prolonged impact of the pandemic.

Figure 5 indicates that, in the case of Shanghai, the average evaluated score of
intention to visit Japan under the improved situation is 2.95 in 2022 data and it was the
lowest among all the targeted cities. We may say that the seriousness of the pandemic in
many districts of Shanghai in those days may be one of the causes of such a low intention
to visit Japan, even in an improved situation. On the other hand, in the case of Zhejiang
and Jiangsu, the average scores are highly regarded; 3.34 in Zhejiang and 3.35 in Jiangsu.
The results suggest that the actual situation of the pandemic had relatively gone into
remission in those days, and the attitudinal factors regarding the risk of uncertainty of
COVID-19 could have restrained its performance. In addition, the negative factors deter-
mining the intention to visit Japan under the improved situation were also controlled.

Selecting the subsamples from our pooled 2020 and 2022 datasets, the SEM-model
(SEM; Structural Equation Modeling) is here applied to identifying the causal struc-
ture underlying the intention of visiting Japan in anticipation of the post-pandemic.
SEM studies have recently spread the range of fields applied not only to travel behav-
ioral data but also to tourism marketing data. This is partly because statistical software
packages, such as IBM SPSS Amos [45], have become more popular in these fields
[46–47]. Kurihara et al. also developed an SEM model to explore the causal relation-
ship between integrated mobility services and the intention to revisit Japan using 2019
interview survey data from Chinese tourists who visited Japan and left Osaka Inter-
national Airport (KIX) for China [48]. Basically, the causal structure of our developed
SEM model is similar to that of the previous model, which is featured with simplifi-
cation for the purpose of verifying the basic causality between the COVID-19 impact
and the intention of visiting Japan in the post-pandemic period.

In our developed SEM model, there are two latent variables: One is called “Indi-
vidual characteristics” and the other is “COVID-19 attitudes.” These two variables
play the role of latent factors that represent causality among the observed variables,
such as the intention to visit Japan, the attitude and perception of the COVID-19 risk,
and the experience of visiting Japan, including individual attributes. Table 12 presents
the definitions of the variables used in this study.

Figures 6 and 7 show the diagrams representing causal paths between “Intention
of visiting Japan” and two latent variables revealing the estimation result of

Evaluation of intention to visit JP 2020 DATA 2022 DATA

1 very negative 6.4% 5.2%

2 negative 13.0% 17.2%

3 neutral 27.8% 39.9%

4 positive 40.9% 29.7%

5 very positive 12.0% 8.0%

SUM 100% 100%

AVERAGE 3.39 3.18

Table 11.
Distribution of the intention of visiting Japan and the average of evaluated scores under the improved situation of
the COVID-19 pandemic (2020 DATA and 2022 DATA).
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standardized parameters of causal paths in the SEM- model in the case of the 2020/
2022 pooled data set in which the individuals who live in Beijing and Zhejiang are
targeted. Note that all observed variables and estimated parameters of causal paths are
distinguished between two points in time, although the values of the indicators of
goodness of fit, such as GFI, AGFI, CFI, and RMSEA, are the same in both figures.

The following are the results from the parameter estimates.

• The goodness of fit indicators for the model (GFI = 0.880, AGFI = 0.823,
CFI = 0.519, RMSEA = 0.093) met the standard level under the assumption of a

Variable Definition

Gender l = male, 0 = female

Age 1 = 40, 50, 60’s, 0 = 20, 30‘s

Income 1 = 1, 2 = 3,3 = 5, 4 = 7,5 = 9,6 = 12.5, 7 = 17.5,8 = 22.5,9 = 27.5,10 = 60 (thousand yuan)

Household size l = single, 2 = two, 3 = three, 4 = four, 5 = more than five

LCS l = family with children, 0 = others

Job l = self-employee, 0 = others

Shopping
attitude

l = abstain from going out for shopping, 0 = others

Same-day tour l = decreased, 0 = other

Overnight tour l = decreased, 0 = other

Visit intention l = very negative to 5 = very positive

Travel attitude l = abstain from travel abroad, 0 = others

Visit Japan l = have been to Japan, 0 = have not been to Japan

Table 12.
Definition of used variables in the SEM model.

Figure 7.
Result of the standardized parameter estimates of the SEM-model (in case of the 2022 DATA).
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simple model structure. Almost of the null hypotheses are rejected with a 1%
significant level except for the parameter estimate of ‘Gender.’

• When focusing on the causal path from COVID-19 attitudes to intention to visit
Japan, the sign of the parameter estimate in 2020 is positive, but that in 2022 is
negative. It is however noted that the sign of the causal paths related to the
observed variables except “shopping attitude” are reversed between two points
of time. This implies that the direct effect of ‘COVID-19 attitude’ on ‘Visit
intention’ tend to weaken over the years.

• Also, the values of the indirect effect of ‘Travel attitude’ on ‘Visit intention’ are
�0.602 in 2020 and � 0.067 in 2022. This result suggests that the risk of overseas
travel tends to weaken rapidly over time.

• On the other hand, the values of indirect effect of ‘Overnight tour’ on ‘Visit
intention’ are �0,133 in 2020 and � 0.245 in 2022. This means that those who
had a tendency to abstain from overnight tours during the pandemic would
intend not to visit Japan, even in the post-pandemic era.

4.2 Perspective and challenges of inbound tourism demand in the
post-pandemic era

Our analytical hypothesis is that the intention to visit Japan in the post-pandemic
era could be formed as an extension of the changes in both the behavioral attitude and
perception toward the COVID-19 infection risk and substantive mobility and lifestyle
during these three years, that is, during the pandemic period. This study aimed to
identify the challenges in verifying the hypothesized causal structures underlying the
intention to visit Japan during the post-pandemic era.

Here, we discuss inbound tourism demand from China during the post-pandemic
era. Many tourism marketing researchers, including airlines, travel agencies, and
tourism-related industries, have vigorously discussed the impact of COVID-19 on
international tourism demand from the perspective of “disruptive innovation in the
economy.” However, we are aware that most of their discussions started and ended
with the COVID-19 impact on manageable issues, such as the decreased level of
services with a reduction in the number of flights, cutbacks of airline workers, and
serious financial troubles in hotels and tourism retailing and services industries. Many
scenario analyses for predicting the future trend of tourism demand from the
marketer-oriented approach tend to lead to a certain type of optimistic prospect that
international tourism demand will come around soon if only the level of services on
the supply side, such as the number of carriers, returns to normal. Focusing on the
long-term impact on the inbound tourism market in the post-pandemic era, it is
essential to examine how factors relating to both the marketers’ supply side and
tourists’ demand side would determine the tourism market rebuilt in a post-pandemic
society. Moreover, the supply-side-oriented approach would lead us to misunderstand
our perspective of future demand if changes in lifestyles and values are assumed to be
significant demand-side factors under the disruptive market mechanism.

While we reviewed COVID-19 impact studies in European cities, the basis of their
tone was that COVID-19 has led to an innovative urban transport system such as MaaS
to the newly disruptive innovation (see [26]). Such a tone seems to reflect a sense of
crisis and may be exaggerated too much, but their raised challenges regarding the
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long-term impact of the COVID-19 pandemic should be shared with our discussion
from the perspective of inbound tourism demand from China. One of the most
important challenges is the successive collection of longitudinal tracking data to mon-
itor dynamic changes in individual activity and mobility patterns during repeated
waves of the pandemic. These longitudinal tracking data, including repeated cross-
sectional survey data, are useful for adopting an activity and travel behavior approach.
In particular, they are expected to contribute to an accurate representation of the
causal structure underlying tourists’ needs to travel overseas, as well as their intention
to visit Japan.

On the other hand, several macroscopic econometric modeling approaches, such as
System Dynamics and advanced urban simulation techniques, including the Machine
Learning (ML) model and AI-based models, have already been applied to the scenario
analysis of the future trend of travel demand post-pandemic. As another promising
quantitative approach, we would like to add the model, which we have applied to
forecast the long-term trend of the Tourism Area Life Cycle (denoted TALC) in
targeted tourism destinations. Butler (1980) developed a prototype describing the
evolution of tourism destinations. Nishii et al. developed the TALC model to analyze
the trend in the number of tourists visiting Hokkaido in Japan, focusing on the effect
of external factors determining the carrying capacity, such as natural disasters, infra-
structure projects for improving the level of transport services in airlines, express-
ways, Hokkaido Shinkansen (Japan’s Bullet Train), and events and campaign
performance for promoting tourism marketing in Hokkaido [49]. The TALCmodeling
approach makes the most of the benefits of incorporating a variety of factors relating
to both supply and demand into the relatively simplified time-series model structure.
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