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Preface & Acknowledgements


The 7th International Student Conference in Tourism Research (ISCONTOUR) was held at the campus of the MCI Management Center Innsbruck, Austria, on May 13-14, 2019. The annual ISCONTOUR was collaboratively founded in 2013 by Christian Maurer, Professor at IMC University of Applied Sciences Krems, Austria, and Roman Egger, Professor at Salzburg University of Applied Sciences, Austria.


In 2019 the MCI Management Center Innsbruck became a new cooperation partner of IMC University of Applied Sciences Krems and thus ISCONTOUR was held for the first time in Innsbruck, the heart of the Austrian Alps.


The aim of ISCONTOUR is to provide international students and graduates of Bachelor, Master and PhD Programmes with a platform where they can present their tourism related research papers based on their approved Bachelor and Master Theses or work-in-progress PhD theses. In particular, ISCONTOUR strives to encourage students and graduates to engage in academic research and foster the knowledge transfer between academic education institutions and the tourism industry.


The first day of the ISCONTOUR 2019 starts with the Research Methodology Workshops. The submitted research papers will be presented on the second conference day. In total 40 full research papers by 70 authors from 12 countries were submitted to ISCONTOUR 2019. Each submission went through a thorough blind review process with at three members of the ISCONTOUR 2019 Research Programme Committee assigned as reviewers. The authors then received the comments of the reviewers and had to revise the papers accordingly. Only papers of authors who adhered to this process were accepted for the conference. As a result, 32 full research papers were accepted for presentation at the conference and are included in these proceedings.


The conference covered a wide variety of topics, ranging from consumer behaviour, experience, virtual reality and artificial intelligence, marketing, information and communication technologies, destination management, and sustainable tourism management. This does not only indicate the variety of the tourism system, but also how relevant and impactful applied research projects conducted by students and graduates can be for the further developments in tourism in particular and the society in general. We hope these proceedings will serve as a valuable source of information on applied tourism research for students, scholars and practitioners.


Above all, we want to thank all authors who submitted their papers for the conference. We further appreciate the considerable time put in by all members of the ISCONTOUR 2019 Research Programme Committee who helped us to ensure that the content of the research papers was of high quality. We are also grateful for the support we receive from the management board, rectorate and colleagues of both the IMC University of Applied Sciences Krems as well as the MCI University of Applied Sciences Innsbruck.


We are also indebted to the conference keynote speakers Anita Zehrer and Frank Cuypers and to the research workshop presenters Alina Schoenberg, Dan McCole, Claus Ebster and Nils Mevenkamp.


Furthermore, we want to express our gratitude to the sponsors and supporters of ISCONTOUR 2019, namely our host destination and main sponsor Tyrol Tourism Board, International Federation for IT and Travel & Tourism (IFITT), incert, Innsbrucker Nordketten Bahnen, Farmholidays Austria.


Last but not least, we are grateful to the management boards and colleagues of both the IMC University of Applied Sciences Krems and the MCI Management Center Innsbruck for their invaluable support in the organisation of ISCONTOUR 2019.


We hope that ISCONTOUR will continue to establish an international community that motivates more students and graduates to engage in applied research and submit papers to ISCONTOUR 2020.


Christian Maurer & Hubert J. Siller


ISCONTOUR 2019 Conference Chairs


Krems / Innsbruck, May 2019
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Abstract


This research aims to investigate the determining factors of leadership networks within Tyrolean tourist destinations. Therefore, the leadership networks were explored in regard to the establishment and development; and the responsibilities the networks possess. Especially the simultaneous availability of competition and cooperation, co-opetition, is emphasized and considered. Out of the 34 Destination Management Organizations (DMO) in Tyrol, twelve destinations portait the total research sample. The data was obtained by qualitative interviews, a semi-structured interview guide was applied. The respondents clearly state, that actors within the destination work together to a certain degree. To ensure this collaboration, trust among the partners is the most essential factor. Several destinations reveal that a co-opetitive environment is available and recognize the need to compete and cooperate at the same time. Thus, the competition should not be seen as the actors within the same destination, but rather (non-Austrian) touristic places. Consequently, the quality of the touristic product is positively influenced by the availability of co-opetition in a destination.


Keywords: leadership networks; co-opetition; trust; improvement of product/destination quality.


1 INTRODUCTION


The destinations tourism development depends on the degree of collaboration of the actors within this network (Beritelli, 2011b). The term leadership evolved during the 1700th century (Stogdill, 1974). However, leadership networks started being subject to research in the last couple of years. Beritelli (2011a) states, that actors within a destination need to cooperate in order to guarantee the realization of projects and the development of the overall destination.


Thus, the supply network can be considered as interrelated and interdependent on each other due to the management of internal and external relationships and understanding the leadership of the network (Pechlaner, Volgger, & Herntrei, 2012). Therefore, the responsible DMO cannot solely consider single entities, however, must manage the holistic supply network. Thus, collaboration among the actors of a destination are considered as useful. Yet, these networks require determinants and conditions under which these networks are being established and can prosper.


In the course of the years, scholars identified a new business thinking, which refers to the simultaneous competition and cooperation between companies in the same industry. Some studies were carried out in the touristic field, which implicate, that this new concept is found in a touristic setting, too (Fong et al., 2018; Pant & Yu, 2018; Wang & Krakover, 2008). And, co-opetition entails valuable advantages which can strongly influence the development of a destination and benefit all actors. Unfortunately, there is no evidence to which degree the co-opetition can be found among actors in Tyrolean destinations. Therefore, the investigation of the leadership networks within the Tyrolean region to determine the degree to which co-opetition can be found in touristic networks is valuable for further research in this direction. Thus, the managerial implication of this paper is to provide relevant insights into the leadership networks of Tyrolean destination, indicate to what extent co-opetition is recognizable and give credible recommendations on how to establish successful networks particularly in the tourist industry.


2 THEORETICAL BACKGROUND


To provide an appropriate foundation for the study on hand different topics have been investigated. First of all, there are two destination types: Community and Corporate Model (Flagestand and Hope, 2001). The corporate model is mostly dominated by a business corporation. As an example, Flagestad and Hope (2001) allege that North American skiing destinations largely suit the corporate model. The skiing destination has one large ski corporation, a few independent actors, the local government is less involved, and the tourism organization seems insignificantly compared to the community model. The main aim of the corporation is to generate profits, therefore, the corporation strategically selects the business units which are incorporated by ownership or contracts. Ski corporations have a strong influence on the operation of the destination and possess a strong political power related to the development of the destination (Flagstad & Hope, 2001). Thus, the degree of integration of the involved parties is considerably lower than in the community model due to the dominance of one or few major companies (Flagestad & Hope, 2001). Bieger (1998) claims, that this model most extremely redefines the assignments of a destination and business reengineering, which results in a centralized leadership of one entity. This mean that the corporate model has similarities with a single entity.


Nonetheless, Pikkemaat et al. (2018) claim, many Tyrolean destinations fit into the community model due to the large amount of family-owned and managed businesses and traditional values. Hence, the rest of the paper will focus on the community model. Within the community model, the DMO resumes mostly marketing related activities. Actor collaboration and compromises between the involved parties are crucial for planning and decision-making. Furthermore, the service providers work in a decentralized way and dominant administrative power or ownership are non-existent in this model. However, strategic leadership is present in the model. This leadership is concerned with the sustainable development, planning and destination marketing. “For community-type destinations, the development process involves informal connections, knowledge, and trust, making the dynamic dimension (and therefore a historical view) crucial for the analysis of the formation and evolution of the network" (Beritelli et al., 2007, p. 97). The focus of this type is on informal relationships with numerous other actors within the destination. Clarkson (1995) differentiates between two types of stakeholders (due to consistency named actors in this paper): primary and secondary actors. Primary actors are dependent on the participation in the tourism in order to survive. The participation for secondary actors is not essential for the existence, however, these actors can influence and are influenced by the touristic network or development. Based on the importance of leadership in the community model, the development of destination management was highlighted.


Pearce (2015, p. 2) claims, the core literature defines destination management as being “an over-arching process or approach which addresses the need to manage the diverse facets of a destination”. The St. Gallen Consensus on Destination Management (2013) summarizes the leading activities of tourism destination management as the following: planning, lobbying, marketing and service coordination (Laesser & Beritelli, 2013). According to Beritelli (2011b), the term destination governance evolved over time. Firstly, scholars were addressing the term “destination planning”, which involved mostly decisions and actions. At the end of the 1990s, scholars emerged with the topic of “destination management” which is the dimension of policy and strategy. Since the mid-2000s, scholars talk about “destination governance”. According to Volgger and Pechlaner (2014), the effective destination governance and the management of the DMO lead to the success of community-based destinations. And, networking capabilities are especially important in community-based destination governance. Thus, there can be seen a hierarchy in some form since network capabilities increase power, and power and hierarchy add up to each other. This means, that there exists a relation between destination governance and the destination leadership. Additionally, Beritelli and Bieger (2014) argue, that destination leadership was established after the term destination governance, around ten years ago, started


being investigated by scholars. According to the authors, destination leadership contributes to the shaping of a future destination and the involvement of all members jointly working towards a common good is required. Kozak et al. (2014, p. 169) argue that destination leadership “is about proactively shaping the future development of territories. Without doubt, this development needs to respect and thoroughly consider local networks and the history of these networks”.


Due to the diversity of actors within a destination and influence by the performance of the destination, leadership can be different compared to usual entities. Hoppe and Reinelt (2010, p. 601) defined leadership networks as “a network connecting leaders who share common interests and who have a commitment to influencing a field of practice or policy”. There is almost no scientific proof when and how leadership networks evolved (Emery et al, 2011). However, since the world is changing rapidly, several authors see the necessity to collaborate and solve complex problems. Furthermore, within a cooperative setting, leaders are especially required to divide the power amongst the partners, increase the benefits and establish synergies of joint actions (Zehrer et al., 2014).


Based on several definitions and statements of field-experts, the following elements are considered to be significant for definition of leadership network:




	share a common interest, having a commitment (Hoppe & Reinelt, 2010), mutual trust (Zehrer et al., 2014),


	influencing the practise (Hoppe & Reinelt, 2010),


	establishment of a cooperation or cooperative setting (Zehrer et al., 2014),


	at least two actors are involved (Corsten, 2011),


	guaranteeing the destinations development and planning (Zehrer et al., 2014).





Hoppe and Reinelt (2010) introduced four different forms of leadership networks, namely: peer leadership networks, organizational leadership networks, field-policy leadership networks, and collective leadership networks. In order to understand how to strengthen, use and evaluate network structures, these forms were introduced. Every of these forms possesses characteristics and a nature which could be imagined to be found in a touristic setting. Since the main goal of a leadership network is to develop the destination further (Zehrer et al., 2014), some network forms may apply better to the behaviour of community-based destinations than to the behaviour of corporate-type destinations and vice versa. The variety of tasks leadership networks have is twofold: to ensure the development of the touristic destination and fostering the network and the common goals further. The development of the touristic destination and all responsibilities around ensuring the sustainable development are considered to be strategical responsibilities. On the other hand, fostering the network and keeping the actors together imposes present operational responsibilities of the leadership network within a destination.


Power is an important factor related to destination leadership and leadership networks. In 1620, Frances Bacon already stated that “knowledge itself is power”. Thus, the importance of knowledge and obtaining knowledge to prevail. Power and the division of power can decide how the destination is developed and to what degree the development can be determined “successful” (Blichfeldt et al., 2014). “Leadership networks may be intentionally created, or they may emerge from a strong need or desire among leaders to connect” (Hoppe & Reinelt, 2010, p. 601). Within a touristic setting, the (sustainable) development of a destination is for most actors who are considerably dependent on the touristic sector, the main goal. Thus, mutual trust and mutual assistance are according to Zehrer et al. (2014) the most important network characteristics.


Besides power and mutual trust, knowledge possession and influence within the network and cooperation (Beritelli, 2011a; Blichfeldt et al., 2014; Presenza & Cipollina, 2010; and Zehrer et al., 2014) determining the leadership network. Due to the suitability and applicability of the topic to the touristic topic, co-opetition is also seen as a determining factor for leadership networks. Co-opetition and leadership networks have a remarkable overlap of factors. Scott et al. (2008) already implied the simultaneous competition and cooperation which is available at destinations network to benefit and shape the environment.


The American business man Noorda invented the term co-opetition after recognizing the simultaneous cooperation and competition between emergent computer and networking companies. Nevertheless, the game theory was not invented to primarily serve the field of economics. Thus, to make the game theory of von Neumann more suitable for the business environment, Nalebuff and Brandenburger (1996) prioritized value creation and centralized it. Additionally, the authors introduced five other aspects: players, added value, rules, perception and scope. Players and added value are considered as fundamental elements in the applied game theory. This theory forms the foundation and explanation of the phenomenon co-opetition, which is part of the main research question of this paper. Co-opetition or a co-opetitive environment entail at least two organizations agreeing to working together. Actually, trust is one of the decisive factors for establishing a collaboration between two (or more) organizations. The authors argue, that research regarding trust in the tourism industry is extremely under-explored compared to other industries. Within the tourism industry the amount of literature is not over-extensive, however, some scholars found proof, that co-opetition also exist within destinations or other tourism related branches (Beritelli, 2011; Chin et al., 2008; Fong et al., 2018; Scott et al., 2008). Nevertheless, publications related to leadership network and co-opetition do not clearly examine to what extent co-opetition can be found in leadership networks and which determining factors are pivotal. The pioneers in the topic of co-opetition, Nalebuff and Brandenburger (1996), share the opinion that co-opetition will lead to improving performance of single and the network of companies. In addition to that, Bengtsson et al. (2010) share the opinion that “a balanced co-opetition paradox is beneficial for performance”. The fundamental activity of co-opetition is to create value which involves customers, suppliers and complementors inside a network (Chin et al., 2008).


3 METHODOLOGY


3.1 Research instrument and data collection


The central research questions were formulated as follows:




	Which actors form the leadership network?


	Which leadership network type describe community-based destinations most adequately?


	Which responsibilities do the actors of a network possess?


	What are the determining factors for the leadership network?


	Which function does co-opetition in the leadership networks have?





The primary aim is not to generalize, but to get a deeper insight into the topic and several leadership networks of destinations within the Tyrolean Alpine region. Thus, this study can be considered as an explorative study, yet, a qualitative method was chosen. The overall research sample was depicted by all 34 DMO’s of Tyrol, Austria. Ultimately 12 DMO’s decided to participate in the study, which represents more than one third of the total sample. To ensure the validity and reliability of the data the CEO of the DMO was the approached and interviewed person. Yet, the discussion might arise, how a holistic view can be gained when solely interviewing one group of actors within a destination. This is a legitimate question, however, since this project was carried out as a master thesis, the extent of the research would have been too comprehensive. Nonetheless, in-depths interviews were chosen to be most suitable way to gather data. Furthermore, the data was collected by means of a semi-structured interview guide, which was formulated based on the literature and theoretical foundations of the concepts. Obviously, the research questions above were not part of the interview guide but were answered with the information given by the respondents.


3.2 Data analysis


After the in-depths interviews have been conducted, the obtained data has to be analysed. To enable the content analysis after Mayring (2000), all interviews have to be transcribed. The transcripts are produced with the help of the programme f4transcript to safe time. Due to the region of data collection, the interviews were conducted and transcribed in German, however, analysed in English. Mayring (2000) distinguishes between inductive and deductive method to analyse the retrieved data. The deductive method implies that the categories and codes are based on the theory, whereas in the inductive method, the codes and categories develop themselves based on the data revealed by conducting the interview. For the research on hand a mixed method has been applied. Thus, the main codes derived from literature, the sub-codes were established from the retrieved data from the participants. Mayring (2000) argues, that it is a common method to combine both methods due to the strong relation the literature and the interview materials of the interviewees. In contrary to the interview language, the coding of the interviews has been done in English due to the analysis and interpretation of the outcomes based on the assigned codes.


4 RESULTS


The purpose of this study is twofold: one academic perspective and a managerial goal. For academic reasons the purpose is to enrich the existing knowledge of determining factors of leadership networks, particularly within the new business environment co-opetition, effecting the establishment and the successful development of Tyrolean destinations. The managerial goal is to provide relevant insights into the leadership networks of Tyrolean destination, indicate to what extent co-opetition is recognizable and give credible recommendations on how to establish successful networks particularly in the tourist industry. For the purpose of the study, the information obtained from the 12 informants is organized and presented following the order of the topics found back in the research questions.


Actors of the leadership network. Out of the 12 participants of the study, 9 clearly indicated that the touristic sector is important for the industry and prosperity of the region. Without exception, all participants express with certainty, that the DMO possesses a leading role within the destination. Afterwards the participants were asked about the leadership network in the destination. The actors participating in the network vary for each destination. Throughout all interviews, the community was the most mentioned player of the network. 10 out of 12 DMO’s stated, that the community is part of the network in the destination and that the DMO collaborate with the committee of every village, which is responsible for the welfare of the local companies. Furthermore, 8 out of the 12 DMO’s explicitly name that some big hotels are included in the network. One destination clearly distinguishes between the big hotels and the smaller hotels, B&B’s and apartment houses. These are mostly influenced by the overall network, however, do not possess a position in the centre of the network. Among all participants the cable cars were mentioned as a player within the network. 9 DMO’s indicate, that the cable cars are a key player in the network and for the product development. The cable cars are crucial for the destination development and, that hotels and recreation service providers owe the success and existence to the cable cars. Interestingly, the participants distinguish between the corporate structure of the cable cars. As one example, one participant states that the cable car in the destination is a corporation where the main task is not the development of the destination, but to generate profits. Additionally, one destination hosts seven privately-held cable car providers, which are inter-organized and communicate with each other. Thus, the community, the DMO and the cable car together are often working together for projects and in decision-making processes. The set-up of the touristic network varies for each destination. The DMO exists out of a management and a board of directors. Within these committees, owner or workers of local companies are part of these companies, which makes the set-up of the touristic network very complex. In addition to the political set-up of the network, two destinations indicate that companies work together in teams which are concerned with certain topics as infrastructure, destination management or smaller topics like hiking. These teams are formed based on the topic and the member of the team vary for each subject. Another interesting point regarding the set-up of the touristic network is the fact, that 95% of the companies are family-run businesses. Some regions of the participating DMO’s exist out of several communities merged under one DMO.


The experiences and opinion about the topic of hierarchy in the network differ. In some destination some hotels in the destination have a stronger position than others, whereas in one particular destination the hierarchy is absent in the network and the positions between management and member and small and larger hotels and between communities are equal. The vision is provided by the DMO and the member have to carry this vision. Another aspect related to the hierarchy is the financial issue. One region explicitly outlines that hotels in the region have superior financial resources to carry out marketing activities than the DMO. On the contrary, three destination clearly support the opinion that due to the payment of fees to the DMO, the organization should take the lead in marketing activities.


Leadership network type. The goal of the leadership network is to develop the destination and to ensure the prosperity with means of tourism. especially the infrastructure and the development of services implies the main goal of the leadership network. In addition to that, the leadership network produced a strategy paper for the next five to ten years. However, one destination states that within the destination of the DMO, there is no overall goal of a leadership network. Motivation to realize projects and the success of the destination as well as of the companies within the destination are considered as values of the network. Additionally, leadership networks are beneficial due to the short ways and the non-bureaucratic setting. Without exception, all DMO’s agree, that the contact among the companies within the leadership network is mostly informal. In some destinations the contact is less available and existent than in the rest of the destinations. As can be seen, some destinations find a cooperative setting among the companies, in other destinations the contact remains less. This difference can also be seen in the degree to which companies share information with the contender. Two Tyrolean destinations present a team established from the DMO with the aim to inform and support the companies and both consider the contact among the companies as very important. Furthermore, the digital communication is one trend, which increased the information exchange among the companies. This exchange was not always as present as it is nowadays, however, the exchange is essential for all actors. The knowledge and information exchange entails room for improvement and it works better if the DMO takes the lead. On the other hand, one participant recognizes a high degree of cooperation and willingness to share information and another claims, that the actors exchange information daily. Even though the degree of information exchange varies among the interviewed destinations, 9 respondents explicitly state that shared interests are recognized and part of the network. 2 out of the 12 DMO’s clearly define the strengths of a destination related to the bundled strengths of all actors of the network. Additionally, one CEO underlines the main goal as working together for the destinations development in the future.


Zehrer et al. (2014) found out, that the Tyrolean destinations are classified as field-policy leadership networks. The data retrieved from the participants of the study underlines the applicability of the field-policy leadership networks. Thus, the most suitable type of leadership network defined by Hoppe and Reinelt (2010) are the field-policy leadership networks. Next to the high importance of trust, the respondents emphasized the mutual interests, the short ways of communication and the willingness to shape the destination to a sustainable development and to jointly benefit. These statements obviously align with the aim of policy-field leadership networks.


Responsibilities of the actors. 6 DMO’s explicitly mention, that the leadership networks are important for the organization itself. Without the members, the DMO would not possess any tasks. The actors are especially important for the development of the whole region, and new ideas are developed and realized together. However, next to developing and approaching the DMO with new ideas, the actors are responsible for providing the service for the guests. One CEO claims that without the help of the DMO, the actors within the destination do not automatically take on responsibilities. Other named responsibilities are: the development of the landscape or working with the guest and establishing a relationship with the guest. In addition to that, that the actors are responsible for the communication, infrastructure and development of the destination itself, which involves the product development. 7 out of the 12 DMO’s precisely claim, that the strategical responsibilities are carried out of the local DMO. This means that the DMO is responsible for the strategical positioning of overall destination. Besides that, the touristic organization possesses the responsibility to offer the actors within the region the possibility to open during the off-seasons. Thus, the DMO tries to increase the demand of the tourists in the region by inventing and realizing new events during a season, in which many accommodations close due to the low demand. To avoid that some tasks are carried out double or that DMO and actors presume the same responsibilities, the local DMO has a coordinative role. Half of the DMO’s do not recognize that tasks or responsibilities of DMO and actors within the region have an overlap. Further, the DMO should execute those tasks, which a private company is unable to fulfil (better) than the DMO. Nevertheless, the participants, have identified changes over the past years. One destination introduced the digital communication which increases the knowledge exchange or finding suitable employees. These trends were identified among several Tyrolean destinations.


Determining factors of the network. The literature defines several determining factors for the leadership network. The determinants outlined with help of the literature, were asked during the interviews.


Trust and cooperation were among the interviewees the most identified and acknowledged determinants. Without exception, all interviewees confirm that trust is the most important factor within the leadership network. If the basis, thus the trust, is non-existent, the collaboration between the actors is harmed. 9 DMO’s indicate, that there is nothing comparable to trust when it comes to the leadership network and collaboration. One out of the 9 DMO’s include the insight that all actors aim for the prosperity of the region, is a basis for a successful cooperation of a network. 5 DMO’s disclose, that information or certain topics are initially discussed with a smaller, inner circle. This circle serves to test an idea amongst the most important players and to establish a feeling if the actors are enthusiast or are likely to refuse the idea. Out of these 5 DMO’s, 3 DMO’s clearly indicate, that some actors are preferred to other actors within the destination. With these trusted individuals, difficult topics are addressed. 3 DMO’s clearly state that the more trusted a person is, the more influence this person has within the network. Furthermore, if an entrepreneur is also part of the committee, this results in higher credibility. This means, due to the insights and experience this person has, people consider the information shared by the person as very credible and reliable.


Based on the literature, cooperation was found to be a determinant of leadership networks. All DMO’s share the opinion that cooperation is useful for the development of the destination. However, 3 DMO’s indicate, that cooperation is not recognized among the actors. Cooperative settings mostly take place if the DMO takes the initiative or lead. The other DMO’s confirm, that cooperative behaviour is identified and valued within the destination. Furthermore, 4 DMO’s explain that the actors build associations with competing companies to provide additional service and added value to the guests. Critical success factor which complicate the establishment of cooperation include: Firstly, if the actors value their own village higher than the region itself. Secondly, if the actor does not have guests in a segment of the built association, the willingness to cooperate is lower. Thirdly, one destination mentions the issue of jealousy among the actors detain the degree of cooperation.


The participants were asked about the importance of knowledge and information for the leadership network. 6 DMO’s confirm that knowledge possession and information is crucial for the network to function. Without knowledge and information, it is not possible to convince other players in the destination, that the project works and is beneficial for the whole region. Additionally, the relation between being competent and gaining the trust of the actors is referred to. The interviewee alludes to the situation, that the DMO capably executes the tasks, therefore, the actors trust the DMO. 4 DMO’s reveal that knowledge is a way to gain a powerful position in a destination and is related to power. 2 DMO’s explicitly mention, that financial resources have an influence on the position of the actor. This means, that some actors possess superior financial resources than others and this results in a powerful position. The two DMO’s relate this situation to marketing expenses. Another determinant mentioned of the interviewees were the change in operating persons. 7 DMO’s explain that personnel changes can have an influence on the network and how the networks function. This personnel change is not solely owed to elections, but also that a new generation inherited or took over the company of the elder generation. Hence, the functionality of the leadership network is strongly influenced by the structure of the ownership. However, also the fact that the persons remain the same has an influence on the network. Other determinants mentioned by the interviewees were: clearly defined timelines and goals and the willingness to develop, to be honest and fair with the situation in the region, being able to work together in line with the well-being of the region and its inhabitants and to understand the vision of the overall destination.


Importance of co-opetition. The respondents were asked if a co-opetitive environment is available in the represented destination. One CEO claims, that the competition has become stiffer in the course of the last years. This implies to think out of the box. Yet, the respondent does not refer to the competition within the destination, but rather with other tourism destinations. The main competitors of all Tyrolean destinations are not to be found in the same federal state but are cruise ships and beach destinations. Hence, the actors of a destination are not solely in a competition with other actors of the same destination but also with the international market. However, the co-opetitive environment cannot be identified in all participating regions. 3 respondents cannot identify the simultaneous competition and cooperation. The competition in price is especially seen, since the accommodations relate the prices to other suppliers. The other 9 DMO’s identified the co-opetitive environment among the actors within the destination and noticed a few benefits of the co-operative environment. The most mentioned benefit of a co-operative environment is the increase in quality of the services and products (7 out of 12 DMO’s), which is related to the stimulation of other actors to constantly improve the service quality. Three destinations explain that jealousy is nonexistent in the region. If a co-opetitive environment ends in jealousy and the actors do not grant the other actors a successful development of the own business, is considered as a drawback by two Destination Management Organizations. Nevertheless, an increased willingness to cooperate with other actors of the region, would make it for the DMO easier.


Changes in the network. In the end, the participants were asked how the leadership network change in the course of time. The CEO’s of the DMO’s already recognized, that the networks are developing towards open networks and the factor cooperation became more important in the past years. Two reasons for the leadership network to change were the personnel changes within the network based on elections and the continuous change of the tasks and responsibilities of the DMO. The overall opinion of the interviewees is shared, that there are issues and trends which can affect the leadership network. Other name concrete topics which are widely discussed within the network and participants avoid making speculations about the changes.


5 CONCLUSION


In the following section, conclusions will be drawn based on the data retrieved from the interviews. In addition to that, guidance for the practise will be outlined.


Hoppe and Reinelt (2010) allege, that the society is changing. Due to the change in the society, the economy and the business community must react to the change. A hand full respondent of the empirical study shared the opinion, that a new thinking is needed to ensure the sustainable success and development.


Additionally, Wang and Krakover (2008) identified the need within the touristic setting of collaboration. However, due to the services and products offered in a region, actors are forced to compete and collaborate simultaneously. The respondents of the empirical study connected this business environment to the collaborations for major events. The destinations saw an improvement in the quality, which represented the most important benefit of this situation. The literature does not provide any insight into the quality improvement within co-opetitive environments. Yet, this business environment entails, that actors of a destination understand, that the neighbour is not a primary competitor, but can help to ensure the successful development of the overall destination. Beritelli (2011a) already mentioned, that a single company can never influence the prosperity of a whole region. Cooperation with other actors of the destination is needed to steadily develop further and to benefit from the outcome as a whole network. Due to the change in business society, the stiff competition amongst international tourist destinations and the fact that a single company will never change the whole destination, co-opetition can be a mindset and success factor for the tourism industry. However, it is important to add, that a leadership network will never be able to apply a co-opetitive mindset without ensuring a certain level of trust (Li, 2015).


The co-opetition mindset and business thinking sound promising, when reading about it. Yet, it involves changes and effort of the actors to move towards a co-opetitive environment. Beneath, practical implications are outlined, which are important for the actors to fulfil:




	The local DMO represents trustworthiness and builds trust among the actors;


	Move towards a mutual understanding, that the actors within the destination are not the main competitor but are valuable for the own prosperity and success;


	Increase the knowledge exchange amongst actors;


	Include the actors in the creation and establishment of a vision for the next five to ten years;





The above-mentioned practical implications serve as first steps towards a co-opetitive environment. Most of the DMO’s agreed, that trust is pivotal for collaborations. Yet, the degree of trust among the actors in some destinations remains low. Thus, the first and most essential step is to build trust with and among the actors. This trust can be built by sharing information and giving the actors the feeling of being included in the process. As the study and literature (Bacon, 1620; Kozak et al., 2014; Aberg, 2014) reveals, knowledge and the possession of knowledge is power and results in a powerful position within the network. To make the actors understand, that the other hotel, which was originally seen as the main competitor, can ensure the own prosperity, is the most difficult implementation. However, since the DMO in all participating regions possesses a leadership function, the DMO should actively convey the feeling that the success of a destination is not carried by one actor but jointly. Nevertheless, the actors remain competitors in the wider sense, since every business needs to survive financially.


The collaboration becomes more and more vital for the leadership network of a destination. This is understood by the most participants of the study. However, following the practical implications above, will help moving towards the co-opetitive environment, increase the quality of the overall destination and represent the whole network in a body. Financial resources can be bundled to realize infrastructural projects or marketing activities for the benefit of every actor (Le Roy & Czakon, 2015). However, Le Roy and Czakon (2015) regarded the establishment of tensions among the actors as a drawback. While building up trust and collaborating with the actors, these tensions must be avoided by open communication.


Concludingly, it can be said that the majority of the participating DMO’s understood, that the key to success is collaborations among the actors and with the DMO. The DMO’s possess a leadership position and recognized a change of the tasks over the past years. The DMO see themselves mainly as a moderator and a service provider for the members of a destination. Together with the local government or community and the cable car, the strategic directions are decided. The actors of the destination mostly embrace operational tasks, such as product development and innovation, and are exchanging with the guests.


Furthermore, within the leadership networks the co-opetitive environment is partially seen. Some destinations recognize it in the increase of quality or for a major event happening in the destination. Other destinations clearly state, that the actors have a low degree of collaboration and mainly aim for the own success and profitability. Nevertheless, a hand full of DMO also consider that the real competition is not the neighbour company or organization, but the international tourist destinations. Thus, resources and strengths have to be bundled to create added value and be outstanding in the service the destination provides. This again, is only possible with joint forces. Yet, determining factors for the leadership networks and the collaboration are trust and the willingness to see the overall benefit instead of focussing on the own welfare. The respondents also emphasize, that the change in operating persons has an influence on the network. Since the DMO has election every five years, the leadership network is influenced as well. However, not only the election influences the operating persons, but the take-over of the parental company as well. Hence, the younger generation enters the network and changes it as well. This change in operating persons, does involve benefits and disadvantages. Changing the leadership network is not necessarily a negative one. But, not arranging the succession is considered as a drawback.


Nevertheless, the DMO recognize to shift even more towards a collaboration, where knowledge exchange and trust are crucial. Some even initiated possibilities to support the members. Thus, change in the business society and in the responsibilities of the DMO are similarly seen in Tyrolean tourist destinations.


The information revealed by the literature is surprisingly often underlined by the data given by the respondents. Solely the benefit of the increase in the service quality cannot be found in the literature, however, surely represents a topic needing further investigations.


5.1 Outlook for further research


Basically, there are more studies needed to investigate leadership networks and the importance of co-opetition within these leadership networks in a touristic context. Especially with the influence of the improvement of the overall service or product quality. The study on hand has an explorative character and has not been applied in this manner within the Tyrolean destinations. The topic co-operation has never been explored or researched in relation to leadership networks in touristic destinations. Further, it would be interesting to further explore the benefits of the tourism development of the destination. Thus, quantitative research is needed to validate the outcomes and to be able to generalize the outcomes to the whole Tyrolean area and other European destinations. Notably, the investigation about the increase in service quality relating to the availability of co-opetition is interesting to be investigated in the future. And, within this study the majority of destinations is heavily dependent on the tourism industry. It would be interesting to compare Tyrolean destinations focussing on another industry and, again, compare these outcomes with tourism dependent destinations. Lastly, this study solely focussed on the point of view of the DMO’s. Thus, the investigation and validation of the information of the actors’ point of view is useful and indispensable. Nevertheless, the study offers a suitable insight into the leadership networks with regard to the co-opetitive setting. It indicates that the co-opetition as introduced by the literature during the last years, is found in the tourism industry and in Tyrol as well. Yet, it entails valuable benefits for the destination development, especially for ensuring the tourist product quality.
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Abstract


Overtourism is a serious threat to the tourism industry. Especially European city destinations, that traditionally attract an enormous number of visitors, identify the need to adapt their strategy in order to mitigate this matter. Digitalisation in all economic sectors also offers new approaches within the travel industry to manage the issue of overtourism. Within this context, the paper deals with the consequences of overtourism and the application of smart technology solutions. A literature analysis explains the state of technology profoundly and investigates further in best practice examples using digital solutions. More precise, this paper will conclude in a comparison of Tourist Cards using NFC technology and mobile applications as ways of directing visitor streams. The result indicates that a combination of these new technologies may be the key component to smooth the situation of overtourism in European city destinations.
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1 INTRODUCTION


The tourism industry is currently facing severe challenges. One of these threats is the so-called “overtourism”. The phenomenon is induced by growing tourist numbers and tourists only concentrating on a few destinations. Since 2017, the term overtourism is all over the news and many destinations complain about receiving too many tourists (Francis, 2018b). Newspapers report a variety of negative occurrences caused by overtourism; from demonstrations by residents via incidents between tourists and locals through a new developing fear among the local population – the “tourism-phobia” (Canadian Travel Press, 2017). The situation is grave and requires action.


On the one hand, especially European city destinations, that are traditionally touristic hotspots, identify the need to adapt their tourism strategy. Growing world population, rising Human Development Index (HDI), globalization and internationalisation in the private sector are only attempts to explain why the tourism industry is expanding (World Tourism Organization [UNWTO], 2018a p. 4). On the other hand, cities must cope with more and more residents. More than 50 % of the world’s population lives in urban areas and this figure is expected to grow (UNWTO, 2018a, p. 3).


Political restrictions do not seem be enough anymore to handle the issue in an adequate way. Digitalisation in all economic sectors also offers new possibilities within the travel industry to manage the problem of overtourism. As the society strongly relies on new technologies which also have a huge impact in all industries and people’s everyday life, they need to be considered in terms of tourism as well (Lamsfus et al., 2015, p. 372). The so-called “smart technologies” use devices that interlink the entire customer journey and try to process data for the purpose of influencing the user's behavior. Moreover, integrating digital innovations in the tourism industry enriches the tourist experience and helps to analyse visitor streams (Gretzel et al., 2015b, p. 181).


Additionally, cities design holistic concepts of turning the entire city into a “smart city”. Tourism, as a crucial element of these concepts, demands a more sustainable management in the context of overtourism (Dichter and Guevara Manzo, 2017, p. 43).


Thus, the goal of this paper is to analyse how smart technology solutions may help to mitigate overtourism. Within this, the paper focuses mainly on how to prevent overcrowding in European city destinations. The methodology applied by the authors is based on a profound literature review. Therefore, the outcome is a conceptual paper.


Under which criteria may smart technologies dealing with overcrowding and visitor streams be compared? How may these solutions be adapted to city destinations in order to reduce overtourism?


2 THEORETICAL BASIS ABOUT OVERTOURISM


Goodwin (2017, p. 1) defines “overtourism” as a situation when visitors and/or residents have the perception of too many visitors in a certain destination. Thus, the quality of experience for visitors and/or the living conditions for local residents decline. Repeatedly both parties, visitors and residents, do not accept this status and organise steps against it. Apart from that, overtourism can be described as the “antithesis of responsible tourism”. The term was firstly described by Krippendorf (1984, p. 206). The idea of responsible tourism consists of using tourism to create better living conditions for the locals as well as increase the quality of the touristic experience for the visitors. In this context tourism must be used by the local population to help encourage sustainable processes (Goodwin, 2011, pp. 23-27). Often it is the opposite, that tourism makes use of the destination, what we then call overtourism (Goodwin, 2017, pp. 10-11). Although, both definitions have their raison d’être, the authors chose the first definition to be more suitable in the context of this paper.


The concept of “carrying capacity” depicts the maximum number of people that visit a destination at the same time, without harming the physical, economic and socio-cultural environment and not reducing the quality of visitors’ satisfaction (WTO, 1981 as cited by Coccossis et al., 2002, p. 30). Talking about overtourism, the carrying capacity is said to be a crucial element of the planning process of destination management organisations (Coccossis et al., 2002, pp. 35-36).


2.1 Drivers of overtourism


In 2017, international tourist arrivals in Europe grew by of 8.4% in comparison to the previous year (UNWTO, 2018b, p. 4). Some destinations are more attractive to visitors than others. Inevitably, more tourists and hotspot destinations conclude to an unbalanced distribution of tourists to destinations (Krippendorf, 1984, p. 183). According to Dichter and Guevara Manzo (2017, p. 12) only 20 countries receive up to two-thirds of all inbound visitor arrivals, that leaves only one-third for the rest of the world. This phenomenon continues even within borders; Paris records three times more visitors than the entire region of Champagne for instance (Dichter and Guevara Manzo, 2017, p. 13). The result of this are overcrowded destinations, especially overcrowded cities.


The drivers of overcrowding originate from the tourism industry as such, but also from the global environment. Due to changes of preferences and safety concerns tourists also change their travel behavior and concentrate on less destinations than before. New competitors on the world market as well as recently developed destinations relocate visitor flows and come up with new dynamics in the travel industry. Peer-to-peer platforms, e.g. Airbnb, reduce travel expenses significantly compared to regular hotels. Also, the emerge of low budget airlines makes traveling cheaper and thus affordable for people with a smaller budget. Mega trends such as climate change, globalisation, digitalisation, etc. may influence the tourists’ mind-sets in numerous ways. New touristic attractions were founded or others were improved, which result in higher visitor numbers. Tourism seasonality is also predicting overcrowding in some destinations through a limited period of time. Developments in infrastructure make destinations easily accessible. Successful marketing campaigns bring more visitors to destinations. These drivers shape the travel industry constantly and emphasise the need for adaption. This adjustment recognises different challenges to accomplish (Weber et al., 2017, p. 188; Goodwin, 2017, pp. 5-7; Francis, 2018a).


2.2 Challenges associated with overtourism


The McKinsey report by Dichter and Guevara Manzo (2017, p. 17) concentrates on five major problems provoked by overtourism. These problems address tourists, locals and the government. The five issues can be summed up as the antagonized locals (1), the decline in quality of tourist experience (2), the overuse of infrastructure (3), the destruction of nature (4) and the danger to heritage and culture (5).


Firstly, a combination of unfortunate framework conditions causes antagonized residents. Tourism on the one hand creates job opportunities, but on the other hand most of these jobs are poorly paid and without a bright prospect. Jobs are also time-limited; when the peak season is over often employment contracts end likewise. With a growing number of tourists, the prices for real estate and living conditions increase. The local population is often not being involved enough in touristic processes, which also leads to a lack of touristic awareness. Residents who do not participate will not be able to understand what the economic sector of tourism means to them. This leads to residents who are willing to rebel against tourism (Canadian Travel Press, 2017, p. 5). Behavior wise tourists can also attract negative attention. With the rise of tourist numbers, the probability for crime offenses grows, too (Weber et al., 2017, pp. 192-193). The quality of the touristic experience is genuinely shaped by the visitor itself. When the visitor feels that a place is overcrowded, the infrastructure is overloaded, services are poorly performed, or safety and hygiene standards drop, the experience diminishes (Weber et al., 2017, p. 192). Especially the overloaded infrastructure is another severe challenge. Public transportation as well as streets are used by residents and tourists at the same time. Inevitably, this causes traffic jams and congestions. Similar situations can be observed at touristic hotspots. Sights are cramped and result in undesirable long queues (Weber et al., 2017, p. 193; Dichter and Guevara Manzo, 2017, p. 18). The destruction of nature depends on the ecological circumstances of a destination. Often the overuse of natural resources, such as water and energy, plays an important role, but also the outcome of touristic activities such as waste, noise, pollution, etc. must be managed sustainably (Weber et al., 2017, p. 192). Eventually, overtourism can also impact culture and heritage in a negative way. A destination has a spiritual and physical integrity; the spiritual integrity depicts the culture of a destination and can be harmed through visitors’ misbehaving or intercultural misunderstandings. Whereas the physical integrity alludes to heritage and can also be harmed through actual destruction of historical sights (Dichter and Guevara Manzo, 2017, p. 19).


Destinations where overtourism is already an issue are likely to face more than one of these challenges. Often the challenges are interlinked and predict each other. For local authorities the next step is to identify which challenges effect their destination up to which extent. After a sound situation analysis measures must be taken to prevent the situation from escalating (Weber et al., 2017, p. 193).


2.3 Tactics for addressing overcrowding


Dichter and Guevara Manzo (2017, p. 41) identify several methods to tackle the challenges of overtourism. The McKinsey report talks about changing prices to result in different supply and demand (1), limiting accommodation (2), introducing access restrictions (3), distributing visitors across touristic hotspots (4) and lastly spreading tourists evenly during the time (5) (Dichter and Guevara Manzo, 2017, p. 41). These factors are based on a range of combined metrics analysing the mentioned challenges of overtourism. Data dealing with the importance of tourism, tourist arrivals, tourism density and tourism intensity, but also measures for air pollution, historic site prevalence, attraction concentration, seasonality and negative reviews was gathered and combined to understand the current situation of a destination. The information stems from various sources like e.g. the World Travel & Tourism Council, Oxford Economics, TripAdvisor, etc. (Dichter & Guevara Manzo, 2017, pp. 20-21).


To increase costs is a simple tool to adjust demand and supply. Higher prices attract different customer groups, but also leave others out (Francis, 2018b). Most of the touristic sights belong to public realm and are therefore financed by taxes paid by the local community. Apart from some exceptions, tourists do not pay taxes dedicated to the preservation of historical sights (Goodwin, 2017, p. 2). With the additional revenue, tourists would in fact contribute to the preservation of sights. The regulation of accommodation supply divides itself in setting bed caps for hotels and limiting the numbers of apartments rented daily by peer-to-peer platforms like Airbnb. As an answer to touristic misbehavior and/or when overtourism reaches a critical state, often activities related to tourism are also being limited or banned completely. Examples in this context are drinking bans in the streets of Majorca or the prohibition of opening additional souvenir shops in the city center of Amsterdam (Dichter and Guevara Manzo, 2017, p. 49). To smooth the problem of overtourism an improved distribution of tourists within a destination is crucial. Marketing can be used as a tool to promote alternative routes and new attractions to lead tourists to less visited places (Dichter and Guevara Manzo, 2017, p. 44-45). Also, clearly steered “De-marketing”1 can reduce overcrowding significantly (Kotler and Levy, 1971, p. 75; Goodwin, 2017, p. 3). Overtourism is mainly caused by a limited time frame when tourists come to visit. Firstly, this includes seasonality with peak season and off season at destinations relying merely on climate conditions. Secondly, destinations can impose entrance limits e.g. to National Parks where tickets are issued. Thirdly, technology can be used to direct visitor streams actively. By the help of smart technologies, information about congestions and visitor concentrations can be transferred in real-time to tourists. Also, data about typical visitor streams can be gathered in order to give better suggestions where to go and what to visit at a certain period of time (Dichter and Guevara Manzo, 2017, p. 43).


Destinations – moreover cities – differ a lot from another. A tactic that is effective in one city, does not need to be effective in another city. There is no one-size-fits-all-solution to the complex issue of overtourism. As it is a matter of common interest, overtourism needs to be managed strategically. A holistic concept taking more than one of the mentioned tactics into consideration may be the most effective way to mitigate the issue of overcrowding (Dichter and Guevara Manzo, 2017, p. 49).


3 SMART TECHNOLOGIES IN TOURISM


Apart from the present tactics helping to overcome the issue of overtourism, there exist several digital approaches in order to minimise this matter. Especially European city destinations increasingly implement these solutions. Regarding to Taleb Rifai, the UNWTO Secretary-General, smart tourism is a development of high importance that will influence the tourism industry in the long run. The aim of this long-lasting outgrowth is to improve destinations regarding their accessibility, sustainability and attractiveness for tourists as well as for residents (Bu, 2018, p. 144).


3.1 Definition of “smart”, “smart city” and “smart tourism destination”


”Smart“ became an often-used term when distributing products and services particularly with focus on their technological attributes and advances (Nabben et al., 2016, p. 8). It is more likely used as a slogan describing multifunctional efforts in technology as well as in the economy and society. According to Gretzel et al. (2015b, pp. 179-183) “smartness” strongly relies on big data and innovative processes within informativity, multifunctionality and connectivity. Resulting from that, smart technologies characterise technologies adapting particular functions such as the collection of data including its intelligent storage and an analysis of the selected data in order to offer enriched services and operations. Smart technologies in tourism are described as a current trend which is going to influence the industry any time soon (Buhalis and Amaranggana, 2015, p. 378). In addition, "Smart cities” are urban areas that implement new technologies to gain a sustainable outgrowth and to overcome issues like overtourism (Bakici et al., 2013, p. 137).


Capturing the meaning of the so-called “smart tourism” or “smart tourism destinations”, literature provides several different terminologies. Smart tourism destinations may be defined as regions, that implement technologies like Artificial Intelligence (AI), Cloud Computing and the Internet of Things (IoT) for the purpose of offering the tourist more individual information and enhancing the provided services (Boes, 2015, p. 12; Wang et al., 2013, p. 60). Furthermore, smart tourism destinations are often seen as an enlargement of the concept of smart cities, which then is applied to the touristic infrastructure in order to improve the experiences of tourists as well as residents (Lamsfus et al., 2015, p. 367; Gretzel et al., 2015b, p. 180; Gretzel et al. 2015a, p. 43). To sum up the definitions given above smart tourism can be perceived as rural and urban areas adopting technology in order to extend the value for tourists as well as the benefits for organisations (Boes, et al., 2015b, p. 394).


3.2 Development towards smart tourism


The technological evolution leading to the present smart tourism approach had its start in the early stage of the Internet. Buhalis and Law (2008, p. 2) state that in the 1980s Information Communication Technologies (ICTs) began to change the tourism industry in an international context. ICTs are technologies, which generate benefits for organisations by using the collected data effectively. An integrated system is processing and communicating this data by associating hardware and software (Buhalis and Law, 2008, p. 11). As touristic products are intangible and cannot be observed before their utilisation, ICTs provide the missing information and descriptions that need to be given in order to make the customer feel guarded when purchasing intangible tourism services (Buhalis, 1998, p. 3). Moreover, ICTs empowered the globalisation of the tourism industry (Buhalis and O’Connor, 2005, p. 7).


Since 2005 social networks (e.g. Facebook) and virtual communities are of high relevance. When smartphones had their breakthrough, social media and mobile tourism (Travel 2.0) were about to evolve. The approach of the so-called Travel 2.0 is to adapt social networks and communities to the tourism industry (Buhalis and Law, 2008, p. 8; Xiang et al., 2015a, p. 245). Today, social media networks are part of the main sources for tourists to gather information and inspiration for travel planning and for sharing their experiences on the trip.


According to Gretzel et al. (2015b, p. 181) the developed smart ICTs consist of three main components that are the key to enrich the entire tourism experience. Firstly, they forecast tourists needs by using special tools and offer them customised recommendations. Secondly, the user’s on-trip experience may be improved by offering information regarding his location, his needs and his level of interaction. Thirdly, tourists need to be empowered to share their experiences during their travel.


3.3 Impact on the customer journey


The general aim of using smart technologies in tourism is to enhance the tourist’s experience and generate added value as well as to increase the competitiveness (Ritzer and Jurgenson, 2010, p. 30; Neuhofer, et al., 2015, p. 245). Smart technologies contain various attributes, which diversify them from conventional digital technologies. Corresponding to No and Kim (2015, p. 568) there exist four main characteristics. Accessibility (1) displays the possibility that tourists get access to content easily and therefore are able to gather information. Beyond that information trust (2) describes the trustworthiness of information distributed over an online infrastructure. Personalisation (3), as one of the most important attributes, facilitates the possibility for tourists to gain individualised information suiting their personal wants and needs. Lastly, interactivity (4) depicts the immediate reaction of tourists when using smart technologies (Huang et al., 2017, p. 760). During the journey smart technologies are being used in order to connect and navigate the tourist. Further, the short-term decision-making process is influenced (Gretzel et al., 2006, p. 10; Wozniak et al., 2018, p. 90). As a matter of fact, all four attributes influence the decisions and experiences on-trip and therefore play a significant role.


In the following chapter this paper examines two smart technology solutions and compares them under certain criteria. Because European city destinations put great effort in these innovations, best practice examples from European cities will be analysed in order to answer the question how these technological solutions may be adapted to city destinations in order to reduce overtourism.


4 CONCEPTS OF SMART TECHNOLOGY SOLUTIONS


Due to “[...] a range of hardware devices and software platforms and applications […]” (Neuhofer et al., 2015, p. 245) tourism providers and tourists have a higher degree of interaction during the customer journey, which causes enrichment in experiences and therefore may also help to smooth the issue of overcrowded city destinations (Neuhofer et al., 2015, p. 245; Neuhofer et al., 2012, p. 11). By now there have only been few researches on the topic of smart tourism destinations, which predominantly referred to the ICTs used in destinations (Guo et al., 2014, p. 59; Wang et al., 2013, pp. 59-61). Since the issue of overtourism has intensified rapidly during the last few years, smart technologies need to be considered in terms of their utility to mitigate this matter. Further, smart technologies can be utilised to build a data-based knowledge how visitor streams evolve. Therefore, the carrying capacity of a destination may be set to a certain limit. Following Dichter and Guevara Manzo (2017, pp. 8-9) the number of people having access to tourism and travel will increase to an addition of one billion people. Therefore, destinations need to adapt strategies in terms of sustainable outgrowth of the industry.


4.1 Basic features of two smart technology solutions


City Tourist Cards


A particularly interesting adaption of ICTs in tourism are touristic cards. In recent years numerous European cities issued destination cards as an element of the city marketing strategy. From a customer point of view, city cards mean convenience, added on values and a wide range of activities (Pechlaner and Zehrer, 2005, p. 19). Tourists visiting a new city buy a card at the tourist information or similar and, eventually, enjoy the different options the card offers, e.g. free transportation, free admissions to museums or free walking tours (Sedláková et al., 2014, pp. 3-4). Pechlaner and Zehrer (2005, pp. 22-23) explain the diverse motives behind this phenomenon, such as encouraging tourism loyalty, simplifying public transportation for foreigners, providing incentives when utilizing touristic facilities, etc.


Basic technology behind NFC: Radio-Frequency Identification (RFID) is a technology which uses radio waves to scan physical tags on goods (Franz, 2008, p. 22). Near-Field Communication (NFC) is a specialisation of RFID that transfers information from a sender to a target using electromagnetic induction. This contactless interface technology has been advanced to function in close proximity in order to secure the transmission process (Egger, 2013, pp. 121-122). Destination cards make use of this technology and have integrated NFC chips. The “near-field” technology enables data exchange between people and objects as well as objects and objects (Dickinson et al., 2014, p. 93).


Usage customer wise: For the user no additional skills are required to utilise an NFC device (Boes et al., 2015a, p. 436). This makes the use process easy understandable and accessible. There are different modes of application depending on the terms and conditions of the touristic card. For example, when there is a discount for a museum's entry with the destination card; once the tourist card is hold closely to the NFC reader, the discount is recognised at the checkout and the information is gathered. The process can be described as fast and human centric (Pesonen and Horster, 2012, p. 4). Recent studies have proven that the end-user shows a high degree of acceptance towards NFC technology and describes the practical application as intuitive (Madlmayr and Scharinger, 2010, p. 87).


For instance, Amsterdam’s tourist card called “Iamsterdam”, which allows the beholder to use the public transport and gives access to a wide range of attractions, is equipped with an NFC chip saving information about the tourists’ entrance to sights (e.g. museums). Data about tourist behavior and visitor streams is being collected. According to Ellwood (2017) most of Amsterdam’s visitors go to the Van Gogh Museum in the morning and go on a canal boat in the afternoon. With this knowledge typical touristic movement patterns can be created (Concha Agredo et al., 2015, p. 43). In the next step, data analysts are obliged to process the data in a common understandable way. So, tourists and people who are related to tourism know where to go at what time of the day to avoid cramped points of interests. In the end, this eases congestion in the urban area of Amsterdam (Coffey, 2017).


Mobile Applications


In accordance with many beliefs, smartphones and mobile applications (apps) are of high relevance in people’s everyday life as well as during their touristic experience. Stating Wang et al. (2014, p. 20) this consequently affects the utilisation of smartphones during the travel process. Moreover, smartphones are the only digital connection from providers to tourists while they are on their trip. Hence, it makes them to the key for interaction and co-creation during the tourism experience (Gretzel et al., 2015b, p. 183; Wozniak et al., 2018, p. 93). Types of mobile applications: Dickinson et al. (2014, pp. 89-91) define four different categories of mobile applications. Two-way sharing capabilities (1) are apps, which make it practicable for users to share their personal or location-based data with other users or the app supplier. Context awareness applications (2) utilise digital compasses, GPS data as well as basic permissions on the utilisation of microphone, photo etc. provided by the smartphone. This type of app has become a benchmark in nowadays mobile phone industry. Tagging applications (3) offer the user access to further information by implementing Quick Response (QR) codes that need to be scanned inside the app. Lastly, information applications (4) simply provide the user with further information.


Basic technology: Mobile applications interact with users. They collect data about the users, their environment and other objects to offer them personalised products and services (Lamsfus et al., 2012, p. 5280; Lamsfus et al., 2017, p. 364). The core function of mobile applications is to interlink a mobile phone and its embedded applications. Often integrated applications need to get access to other technologies within the smartphone like photos, camera or microphone to offer a great variety of interaction opportunities (Dickinson et al., 2014, p. 84). Often context awareness apps store depersonalised motion data from a specific period of time on a server in the background. Afterwards it is possible to compile movement patterns (Thimm and Seepold, 2016, p. 45).


Usage customer wise: The mobile application technology in combination with the quick acceptance by users lead to a need for applying this development to the tourism industry (Lamsfus et al., 2015, p. 372). Travellers may use a large number of applications in the different stages of the customer journey. The different encounters may be distinguished into direct and indirect. Direct encounters occur, when the user actively interacts with the smartphone application e.g. by searching for specific information. Indirect encounters comprise the mobile points of contact users have with applications within their day-to-day life, for instance when they access their social media applications (Wozniak et al., 2018, p. 90). A study conducted by Brown et al. (2013, p. 428), during which an application got invented, found that tourists may be directed by giving them various incentives. These incentives were sent to the tourists’ smartphone via push notifications.


In terms of tourism in i.e. Barcelona is already offering various mobile applications. Barcelona understood the opportunities smart technologies such as mobile applications give them in managing visitor streams and overcrowding. The city leaders of Barcelona have the strategy of collecting data from apps to understand movement patterns and thus spread visitors evenly (Ajuntament de Barcelona, 2017, p. 70). Hence, this European city is a best practice example for implementing mobile apps that help to smooth the emerging issues resulting from overtourism.


Beneath the mentioned technologies the authors focused on, there are various other smart technology solutions, such as iBeacons working via Bluetooth and location-based services (Nabben et al., 2016, p. 8; Buhalis and Law, 2008, p. 14).


4.2 Comparison of solutions


This comparison does not strive for completeness; it resembles an overview of the findings based on the named literature. The aim is to answer the question how the solutions may be adapted to city destinations in order to reduce overtourism.


Table 1. Comparison of two smart technology solutions (Dichter and Guevara Manzo, 2017, pp. 18–19; Weber et al., 2017, pp. 192–193; Gretzel, et al., 2006, p. 10; Wozniak et al., 2018, p. 90; Madlmayr and Scharinger, 2010, p. 77; Dickinson et al., 2014, pp. 89–91; Gretzel et al., 2015b, pp. 179–183)





	Criteria

	Sub-criteria

	Tourist Card using NFC technology

	Mobile applications





	Required Devices

	Hardware

	NFC Card, NFC Reader/Writer

	Smartphone





	

	Software

	Electromagnetic induction, Radio waves

	Need access to the Internet





	

	Permissions

	Need access to personal data of the customer

	Microphone,  photos and/or location





	Real-time delivery of information

	

	
	Data must be analysed and  structured to form statements  about overcrowding

	No possible way to interact with the customer: information cannot be transferred




	
	Push Notifications enable fast communication

	long-time storage of depersonalized motion data

	creates timely accurate movement patterns








	Influence on the customer journey in tourism

	Pre-trip

	Increase city attractiveness

	
	Tourists gather information fast & easily

	Constant comparison of alternatives








	

	On-Trip

	Offer a wide range of activities, transportation, etc. (depending on the tourist card)

	
	Short-term decisions

	Self-explaining navigation








	

	Post-Trip

	Physical card as a souvenir

		Sharing the experience Possibility to increase customer loyalty







	Strengths

	

		Safe data transmission process



		Large spread of   smartphone ownership







	Weaknesses

	

		Intuitive handling No  real time delivery of information



		Fast reachability Data security







	Effectiveness

	Distributing visitors across touristic points of interests

	
	Actively directing visitor streams to less visited areas

	Promote off-the-beaten-track alternatives




	
	Incentives via Push Notifications

	Display waiting times

	Priority access to attractions








	

	Spreading tourists evenly during the time

	Not possible

	Offering discounts





	

	Enhance tourist  experience

	
	New Digital ways to communicate

	Low effort by tourists




	
	Low effort by tourists

	Personalisation of the information










4.3 Best practice examples


Based on the enumerated literature specific European urban areas dealing with the issue of overtourism can be identified. The following table shows the consequences resulting from overcrowding as well as their own approaches tackle the problem.


Table 2. Best practice examples (Ajuntament de Barcelona, 2017, Dichter and Guevara Manzo, 2017, pp. 17-19, pp. 42-43; Goodwin, 2017, pp. 15-16, Weber et al., 2017, pp. 17; Concha Agredo et al., 2015, p. 43; Coffey, 2017; Ellwood, 2017)





	City

	Major problem

	How they deal with it





	Dubrovnik

	
	Threats to culture and heritage

	alienated local residents




	
	Visitor tracking through video surveillance

	Decrease number of cruise ship arrivals (especially during peak times)








	Venice

	
	Alienated local residents (population decreased from around  110.000 to 55.000)

	Many cruise ship arrivals




	
	Counting people by using technological installations

	Prohibition of new accommodation (e.g. Airbnb) in historic city centre








	Vienna

		Overloaded infrastructure due to seasonal arrivals



		Different strategies like “Vienna Tourism 2020” or “Smart City Wien”







	Prague

		Overloaded infrastructure



		Prohibition of segways in historic city centre







	Barcelona

		Overloaded infrastructure due to seasonal arrivals



		Various mobile Applications (e.g. 22@Barcelona district)







	

		Alienated local residents



	





	Amsterdam

	
	Overloaded infrastructure

	Bad tourist behaviour




	
	Prohibition of beer bikes, additional souvenir shops

	Touristic cards “Iamsterdam” to create movement patterns










5 CONCLUSION


Overtourism is a touristic dilemma especially European cities experience for the last 20 years. The growing tourism sector as well as growing cities aggravate the situation within these urban destinations. Overtourism is the perception of too many tourists at a certain destination at the same time. The drivers of overtourism are extremely diverse and compound the problem to a certain extent e.g. changes in tourist preferences, new competitors, development of peer-to-peer platforms, mega trends, seasonality and marketing campaigns. In order to tackle the problem of overtourism adequately, political restrictions carried out by the local authorities should be backed up with digital innovations. The main goal of smart technologies in the service sector is to enrich the customer experience. The authors identified two different smart technology solutions that not only improve the customer experience but also have ways to direct visitor streams to prevent overcrowding. The NFC technology built in touristic cards is a way to create specific movement patterns of tourists and give assumptions for less visited points of interests. Mobile applications use GPS data in real-time to generate similar touristic movement patterns. Through push notifications incentives can be made to direct visitors away from overloaded sights.


In this context these two technology solutions were compared under the following criteria: required devices, real-time delivery of information, influence on the customer journey in tourism, strengths, challenges and effectiveness. Also, different European cities were enumerated, that deal with the topic of overtourism in an individual way. Eventually, the


authors conclude that a holistic concept combining different solutions and items of technology is the best way to address the topic of overtourism. Smart technology solutions observed individually yet are helpful but interconnected with other components even more efficient.


Furthermore, there exist several barriers like privacy concerns, potential overload of information, the acceptance of push-notifications or the adoption of the tourist card, when it comes to smart technologies. These topics are of high interest when it comes to the tourist acceptance of smart technologies.


For the future the authors have the impression that touristic cards made of plastic are outdated. The NFC technology can be integrated into the smartphone that replaces the physical cards entirely. This next step also underlines the earlier stated combination of mobile applications and NFC that is required to solve the issue of overtourism in a sustainable way.
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Abstract


Africa is home to some of the fastest growing economies in the world and a fast-growing middle class, which might change the continent’s tourism prospects. Besides the constraints faced on the continent, the tourism potential is also under-realised, since Africa only attracts approximately 6% of global international tourism arrivals, although tourism to the continent is growing fast. Also, only 3% of outbound Africans travel internationally with intra-African travel dominating African outbound travel. The goal of this research is to investigate Africa’s tourism competitiveness using various economic theories and models to determine the determinants (variables) of tourism arrivals. This research provides an overview of the changing patterns in tourism to, within and from Africa and explores the reasons for these changes and its implications. Various methods were employed for inbound (GMM and LSDV), Intra-African (Gravity model, Linder’s hypothesis, comparative advantage theory and H-O theory), Outbound (Almost Ideal Demand System) travel. The results for each are revealed with some practical implications for placing Africa on the map.
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1 INTRODUCTION


Many Westerners are unaware of Africa’s actual size and 54 individual countries that form the second largest continent of the planet. The 54 countries that make up the vast 30,37 million square kilometres, covers 6% of the Earths total surface or 20% of entire land area, is also the second most populated continent after Asia, accounting for nearly 16.64% of total world population. The size of the continent is impressive. It does contribute to various concerns and challenges associated with such expansive territories. Another major concern is the fact that more than 60% of African countries (33 of 54) are classified as least developed countries based on poverty, human resource weakness, and economic vulnerability (United Nations Department of Economic and Social Affairs [UNDESA], 2019). The remaining African countries are considered developing countries, which exasperates political, social and other economic dimensions. Still, Africa’s potential for tourism is rather astonishing, especially considering the challenges faced by many African countries.


Tourism has been identified as a catalyst for economic growth for Africa, yet, tourism is such a multi-disciplinary and multi-sector industry that many development challenges constrain Africa’s tourism potential. The advantages that Africa possesses to compete more efficiently in the global market include Africa's price competitiveness, affinity for tourism, abundant natural resources, and efforts toward environmental sustainability. The challenges that deter tourism development are obstacles related to safety and security, health and hygiene, poor infrastructure, and the need for skilled human capital. The opportunities for the African tourism industry include visa schemes, community-based tourism, utilising natural resources to benefit the poor and leveraging Africa’s cultural assets (African Development Bank [AFDB], 2015). The United Nations Conference on Trade and Development (UNCTAD, 2014) confirms that over the past two decades most African countries have shown significant growth and stabilisation of their economies, increased government spending on education reform and feeding schemes.


Moreover, African countries have improved access to health care and have devised policies and procedures to ensure their success in future. Nonetheless, it is still detrimental to investigate if these developments and improvements will result in larger market shares of domestic, regional and international tourism, and if so, which of those improvements would have the most satisfactory results. This paper investigated the current state of Africa's tourism industry, by identifying the persistent trends within inbound (international tourists from outside Africa), outbound (African's travelling abroad outside of Africa) and intra-African travel (Africans travelling within Africa). This approach offers a more holistic image of what Africa has to offer within the global tourism marketplace. Moreover, this research identified the determinants that contribute to Africa’s role as a competitive tourism role-player and thereby placing Africa firmly on the map. The remainder of the paper will include a discussion on the study background, mainly focusing on the inbound, intra-African and outbound tourism. After the discussion of the methodology, the results will be presented, followed by implications and the conclusion.


2 BACKGROUND TO THE STUDY


In this section, a brief overview is given to the inbound, outbound and intra-African travel markets and the determinants that influence the number of arrivals. Panel data studies focusing on Africa are scant except Naudé and Saayman (2005). Naudé and Saayman (2005) conducted the first-panel data analysis of inbound arrivals to Africa for the period 1996 to 2000 (5 years) for 43 African countries. This research emulates the latter since an investigation into the inbound arrivals, as well as; the intra-African and outbound African travel market is analysed. Therefore, a more recent overview of Africa's tourism potential is provided. Subsequently, the following discussion will rely on the economic theories that contribute to tourism, and that the theoretical considerations are based on the economic lens/frameworks of earlier research on panel data, trade theory and demand systems. For each investigation, a brief overview is also provided in an African context.


2.1 Theoretical framework


The theoretical framework for each of the type of investigations is briefly described. The inbound tourism analysis is based on the work by Naudé and Saayman (2005), relying on panel data methods to determine the factors/variables that influence travel to Africa. Two approaches were applied, namely the Generalised Method of Moments (GMM) and the bias-corrected least square dummy variable (LSDV). To address the long-run challenges of the panel data set the GMM, which requires pooling the individual groups and allowing the intercepts to differ across the groups is used (Blackburne & Frank, 2007). The GMM estimate the parameters of the model, which is designed for data sets with many cross-section members (N) but few time periods (T), and still requires no autocorrelation in the individual errors. Observed bias in panels characterised by small N; small T; or both necessitates the importance of comprehending the properties of different estimators on the estimated fixed effects (Buddelmeyer, Jensen, Oguzoglu & Webster, 2008). One solution to counter the bias within small panels is to make use of a bias correction technique. In recent years the bias-correction Least Square Dummy Variable (LSDV) have become popular. The techniques based on Kiviet (1995) and Judson and Owen (1999), which outperformed GMM and Instrumental variables (IV) in Monte Carlo calculations (Bun & Carree, 2005). The analysis was performed to evaluate Africa holistically, as well as, per region. Both static and dynamic panel estimators were employed during the analysis.


A trade theoretical approach was used to determine intra-African travel. Trade theory was concisely reviewed, advising the methods and approaches that were used in the analysis, namely the gravity model, Linder’s hypothesis, the comparative advantage with the Heckscher-Ohlin (H-O) theory. Bun and Klaassen (2002) state that the gravity model concept can explain bilateral trade (attraction) by national incomes of trading countries (mass) and distance (similar in physics). Gravity model estimations of international trade are adequate procedures to investigate international trade flows, especially concerning trading blocs and economic areas (Mátyás, 1997). Augmentation of the model has incorporated many other variables such as population size, trading bloc and currency union dummies as well as common cultural or ethnic characteristics. Unsurprisingly, adapting the model to suit specific investigations like tourism demand has also been popular in recent studies (see Witt & Witt, 1995; Morley, Rosselló & Santana-Gallego, 2014; Santana-Gallego, Ledesma-Rodríguez & Pérez-Rodríguez, 2016). Country similarity theory, also known as Linder’s hypothesis, explains international trade between countries with similar characteristics (Zhang, 2008; Gandolfo, 2014). For Linder’s hypothesis, four Linder dummies were created: Linder 1 (absolute value of the difference of two countries GDP) and Linder 2 (absolute value expressed as a ratio of the sum of GDP of origin and destination country). Linder 3 (absolute value of the difference of two countries urbanisation rate) and Linder 4 (absolute value expressed as a ratio of the sum of urbanisation rate of origin and destination country). The H-O trade theory states that comparative advantage arises from the differences in factor endowments, for example, the differences in countries are associated with the factors of production which that country has, while products differ as the factors required to produce them are not the same (Cho & Moon, 2013).


Outbound tourism from Africa was analysed using the Almost Ideal Demand System (AIDS). The use of the AIDS model has been extensively explored in the literature. The Almost Ideal Demand System (AIDS) is the preferred methodology in tourism demand literature. The AIDS model is a very useful tool in assessing the economics of tourism as it examines the entire set of price and expenditure elasticities while addressing the sensitive nature of tourism demand (Durbarry & Sinclair, 2003). Specific determinants contribute to tourism demand, to try and explain why some people have the propensity to participate in tourism. Tourism demand determinants (income and price) and demand elasticities (the sensitivity in the changes in income and price) contribute to understanding tourism demand (Vanhove, 2012). The difference between the Marshallian demand and Hicksian demand is that; Marshallian demand only indicates the relationship between the price of goods and the quantity demanded, while the Hicksian demand suggests the relationship between the price of goods and the quantity demanded, assuming that the price of other goods and the level of utility remain constant (Alston & Larson, 1993). The application in an African context is limited. Static and dynamic AIDS models were estimated.


2.2 African inbound tourism


Most reports compiled by the World Bank, World Economic Forum, and United Nations World Tourism Organisation indicate that Africa attracts around five to six percent of global tourism arrivals, compared to Europe receiving half of the global arrivals. The UNWTO (2018) suggests that during 2017 growth numbers of 8% for Europe and Africa respectively, 6% for Asia and the Pacific, 5% for the Middle East and 3% for the Americas were realised. When one delves deeper into the African tourism arrival numbers, a consistent increase of up to 63 million arrivals in 2017 was achieved, a remarkable increase from 14.8 million in the 1990s. Looking at arrivals per region, in order of prominence, Northern, Southern, and Eastern Africa lead the way, followed by Western Africa and lastly Central/middle Africa with the least number of arrivals. The increase in arrivals is also very prominent to selected countries with Egypt, Morocco, South Africa, and Tunisia recording the highest number of arrivals on average during 2011-2014. The 2011-2014 arrivals to these four countries account for 64% of arrivals to Africa. These arrivals are vital economic injections of foreign receipts with Northern Africa, banking as much as 43% of tourism export revenue in 2011-2014, followed by Southern Africa (26%) and Eastern Africa (20%).


Nonetheless, much of this success is still backed by the traditional source markets and investors in Africa. The conventional source markets have strong colonial ties within Africa especially France, Britain, Portugal, Belgium, Germany, Spain and The Netherlands. These Western European countries and the United States are not only the traditional source markets to Africa but have historically been the most significant investors in Africa. New markets are interested in Africa with growth in Middle and Eastern Europe, South America and Asia, and especially China. Based on inbound arrivals (UNWTO, 2013) per region to Africa, it is clear that the vast majority of arrivals are European, followed by arrivals from Asia, North America, South America and Oceania. Therefore, it is crucial for African countries to attract the traditional source markets, yet, ensure engagement with the emerging economies (Russia, India, China and Brazil) which have trade ties within Africa (South Africa), since they are becoming new source markets to Africa and subsequently the “future” tourist. Various studies have identified the determinants of inbound tourism to Africa by applying multiple methodological approaches, for example, cross-sectional and panel data, dynamic gravity models and dynamic panel data results. While it is difficult to compare the findings from these studies, identified determinants included political stability, communication infrastructure and marketing, level of development, price sensitivity, tourism infrastructure, health risks (Naudé and Saayman, 2005), political instability, crime rate, exchange rate, consumer price index, the number of telephone lines (Kareem, 2009), land size, regional trade agreement, common border, language, religion, distance and colonial ties (Fourie and Santana-Gallego, 2013).


2.3 Intra-African tourism


Around the world, domestic and regional travel is considered the backbone of the tourism industry, with as much as 80% of international visitors travelling within the same region or every 4 out of 5 visitors (UNWTO, 2014; Karuhanga, 2017). This is dependent on various factors that permit travellers to freely move around a particular region without too much bureaucracy or red-tape. Nearly 21 million arrivals are considered intra-African. It should be noted that due to a lack of data availability, this image is not entirely representative. The argument of tourism promoting trade and vice versa, are both valid. Since trade can promote tourism in Africa, it implies that regional integration is necessary to foster regional tourism. To better understand the determinants of intra-African tourism, trade theories and estimations relating to the gravity model, Linder’s model which reveals comparative advantage, and the Heckscher-Ohlin (H-O) model are often applied in the literature. For example, Keum (2010) indicates the use of real GDP (origin and destination country), distance (between source and destination, as nautical miles) and Linder variable (difference of real GDP per capita between two trading partners). Bilateral international tourism flows would increase where the income or economic size of the origin and destination countries is larger, and the distance between the two partners is closer. Santana-Gallego, Ledesma-Rodríguez and Pérez-Rodríguez (2016) made use of exports, tourism arrivals, distance (between capital cities), common border, colonialism, colonial relationship post 1945, common coloniser, common language, landlocked dummy, common religion, common members of regional free-trade agreement, number of islands, common currency union, entry procedure (a number of legal procedures to open a new business), and entry cost (sum of entry cost as % of GDP). The results indicated that tourism might reduce fixed and variable trade costs due to new information provided by visits, improved tourism infrastructure facilitating trade, and reducing cultural distance.


2.4 Outbound African tourism


In 2013, outbound tourism from Africa accounted for 3% of global air service market of which 30% were international travels outside the African region (International Air Travel Association [IATA], 2014:32). For the vast majority of Africans, travelling outside Africa is more than a luxury product or service, but it is an unattainable reality, because of the high costs associated with international travel and strict visa requirements. As Africa’s economies are expanding and more countries are classified as low-medium and high-medium income countries, this trend will change over time as more Africans will have the financial resources to travel. Economic freedom is not the only inhibitor to travel or the only factor that influences destination choice. What shapes the demand for international travel for Africans? To determine the tourism demand of African countries for other international destinations, as well as the role of price and expenditure elasticity in the country of reference, the Almost Ideal Demand System (AIDS) is used.


3 METHODOLOGY


In this section, particular attention is given to the methodology especially regarding the data and variables employed, as well as, the analyses and approaches.


3.1 Data and variables


The data for this research was primarily based on tourist arrivals (dependent variable) data provided by the United Nations World Tourism Organisation. The independent variables were sourced from different agencies, depending on the analyses and approach utilised per travel type. The data and variables, as well as sources, are indicated in Table 1. Since data on Africa is scarce, the 25 African countries listed in Table 1 were included in the analyses throughout ten years (2001-2010). The data consisted of a balanced panel to ensure a complete data set. The data panel, therefore, comprises of 25 countries (N) over ten years (T). The model was estimated by applying the complete panel of African data that was available (i.e. balanced panel of N=25, T=10), as well as applying the smaller panels that represented specific regional areas (section 3.4). For northern Africa, the panel consisted of four countries and data of a period of10 years (N=4, T=10); the data panel and period of time reflected for eastern Africa was N=7 and T=10, the panel and time period for the region of western Africa reflected N=5 and T=10, for southern Africa the panel consisted of six countries (N=6) and data of 10 years was used (T=10); and for central Africa the panel comprised of three countries (N=3) and data extended over 10 years was used (T=10). As indicated in Table 1, the variables and sources of the data are shown. The table provides an overview of the inbound, intra-African and outbound tourism travel variables. Tourism data related to arrivals were received from the UNWTO, while the other data was retrieved from international data banks such as the World Bank Development Indicators (WBDI), Centre d’EtudesProspectives et d’Informations Internationales (CEPII), the United Nations, and International Monetary Fund – International Financial Statistics (IMF-IFS). The table also indicated the regional grouping of the 25 African countries per geographic regions (North-, East-, South-, West- and Central Africa), as well as, the continental groupings of countries (Asia, Europe, North America, South America, Oceania and Africa).


Table 1. Variables and sources





	Inbound African travel

	Intra-African travel

	Outbound African travel





	Variable

	Source

	Variable

	Source

	Variable

	Source





	Arrivals to Africa1


	UNWTO

	African arrivals to African countries

	UNWTO

	African arrivals to all regions

	UNWTO





	Relative Consumer Price Index (CPI)

	World Bank


Development Indicators (WBDI)

	GDP per capita

	WBDI

	African outbound travel expenditure

	UNWTO





	Advanced country Gross Domestic Product (GDP)

	WBDI

	Total population

	WBDI – Population division

	The ratio of exchange rates based on 2010 arrivals (US$)

	International Monetary Fund – International Financial Statistics (IMF-IFS)





	Tuberculosis

	WBDI

	Relative price

	WBDI

	Average CPI (2010=100)

	IMF-IFS





	Safety and rule of law

	WBDI

	Bilateral distance (km)

	Centre d’Etudes Prospectives et d’Informations Internationales (CEPII)

	
Asia - Afghanistan, Azerbaijan, Bahrain, Bangladesh, Bhutan, Brunei Darussalam, Cambodia, China (Mainland, Hong Kong & Macao), India, Indonesia, Iran, Iraq, Israel, Japan, Jordan, Kazakhstan, Korea, Kuwait, Kyrgyzstan, Laos, Lebanon, Malaysia, Maldives, Mongolia, Myanmar (Burma), Nepal, Oman, Pakistan, Palestine*, Philippines, Qatar, Russia, Saudi Arabia, Singapore, Sri Lanka, Syria, Taiwan*, Tajikistan, Thailand, Timor-Leste, Turkey, Turkmenistan, United Arab Emirates, Uzbekistan, Vietnam, Yemen.





	Internet users

	WBDI

	Common language

	CEPII

	
Europe - Albania, Andorra, Armenia, Austria, Belarus,





	Urban population

	WBDI

	Common coloniser

	CEPII

	Belgium, Bosnia and Herzegovina, Bulgaria, Croatia,





	Death rate

	WBDI

	Common border

	CEPII

	Cyprus, Czech Republic, Denmark, Estonia, Finland,





	Terrestrial protected areas

	WBDI

	Gross bilateral trade (total imports and exports)

	United Nations Comtrade

	France, Georgia, Germany, Greece, Hungary, Iceland, Ireland, Italy, Latvia, Liechtenstein, Lithuania, Luxembourg, Macedonia, Malta, Moldova, Monaco, Montenegro, Netherlands, Norway, Poland, Portugal, Romania, San Marino, Serbia, Slovakia, Slovenia, Spain, Sweden, Switzerland, United Kingdom.





	Marine protected area

	WBDI

	Urbanisation rate

	WBDI

	
North America - Anguilla, Antigua and Barbuda, Aruba, Bahamas, Barbados, Belize, Bermuda, Bonaire*,
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