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FOREWORD 
 

Agrotourism can contribute to regional development, a priority goal of each country in 
the region.  Very similar to ecotourism, agrotourism emphasizes on cultural aspects of the 
rural areas that also help in improving the economy of the area, yet promoting 
agrobiodiversity.  Rural tourism also encompasses ethnotourism, project tourism, health 
tourism, historical tourism, cultural tourism or adventure tourism Therefore, researches 
relating to rural tourism and agrotourism hope to bring awareness to the farmers, tourists, and 
people concerned with the fate of both the people in and our mother planet. Furthermore, 
cultural and biological conservation in the rural areas can be harmonized.  
 
The International Journal of Agricultural Travel and Tourism (AT&T) is a peer-reviewed 
journal published twice a year by the School of Tourism Development, Maejo University, 
Thailand. This journal is the second volume (number 1) that publishes original research 
papers, invited review articles, and short communications (scientific publications) include the 
following: 1) Basic Steps on Rural Tourism Sustainable Development: The Example of 
Greece, 2) Cycling Recreation Experiences and Facilities: A Case Study of the Danshui 
Riverside Bike Path, Taiwan, 3) Exploring the Role of Rural Tourism for Sustainable 
Regional Development, 4) State Intervention in Local Development: Festivals and 
Sustainable Development in Baihe, Taiwan, 5) Marine and Island Ecotourism in the 
Pescadores Archipelago, Taiwan, 6) OTOP Business Networking Management Model for 
Community Based Tourism of the Upper Northern Thailand, 7) Packaging Heritage Tourism: 
A Value Chain Approach for Creating Heritage Tourism Experiences, 8) Elephant Camps and 
Their Impacts to Community: Case Study in Keud Chang, Chiang Mai Province, Thailand, 
and 9) SPA Tourism in Japan and Hungary: A Comparative Analysis of Perceptions and 
Potential.  
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ABSTRACT 

 
For some sectors such as rural tourism, which have developed strongly   in  the  recent 

years, to be viable the right conditions are essential from  the  beginning.   The  purpose of 
this article is through a literature review to develop the rural tourism sector  with  the  help 
of vocational training and education,  due to special  features as stated  in  the  example  of 
Greece. 
 

This is the right time for the industry to be developed by training people who want 
and can deal with it by creating a 5-stage development so as to create and integrate the 
culture conditions and the proper development of Agro-operation with objective criteria of 
quality and continuous improvement processes and with benefits that directly or indirectly 
arise from the development of the sector.  
 

In the present study we attempt to identify the main steps that should be taken by the 
state or by a tourism authority in order to set the essential preconditions for the sustainable 
development of the rural tourism sector. We believe that the present study will assist the 
stakeholders as a point of reference for the successful development of the rural tourism 
sector.  
 
Key words: Rural tourism, agro-operation, sustainable development 

 
 
INTRODUCTION 
 

In recent years all companies have 
tended to turn to quality in relation to the 
goods and provide services directly aimed 
at creating a competitive advantage and 
providing sustainable "quality" to their 
customers. A lot of researchers have  

 
examined the quality issue (Asubonteng et 
al, 1996 Babakus και Boller, 1992˙ Buttle, 
1996˙ Carman, 1990˙ DeMoranville and 
Bienstock, 2003˙ Fick and Ritchie, 1991˙ 
Higgs et al, 2005˙ Landrum, et al, 2007) 
Therefore, there are existing businesses 
seeking to comply with certain standards 
(e.g. national or iso) and they are certified  
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by a third party under a standard. There 
have also been created at times a number 
of industry or professional standards in 
many countries for companies to "prove" 
compliance with the theoretical model and 
provide a certain level of services or 
products to their customers.  
Αccording to Varvaresos (2009), the 
Greek tourism development model has 
entered a phase of crisis since the 1990's. 
It therefore seems likely that a number of 
distortions that characterize the present 
model of tourism development in the 
country will become more pronounced 
with the spread of the global financial 
crisis.  
 

If the Greek tourism wants to survive 
in international competition and to remain 
as a significant economic factor (income, 
employment) it should attempt a 
restructuring of the product in terms of 
forming a new development model. This 
new model should be guided by the 
qualitative and sustainable development of 
rural tourism.  
 

The success of the rural tourism 
enterprises depends on the exploitation of 
data such as current information, special 
offers, training in combination with the 
quest of competitive advantage (Pazek, 
Majkovic και Borec, 2005). In a 
competitive and constantly developing 
market, the quality of the providing 
services becomes more and more crucial 
for the survival of the businesses. The 
quality of services in rural tourism is a 
significant factor which is taken into 
account by the customers/consumers in 
their choice of rural tourism unit for their 
stay (Potocnik, 2006). Therefore, there is a 
clear need for estimation of the providing 
services in the rural tourism units; 
however, the problem becomes 
complicated due to the various services 
provided to the visitors. 
 

The aim of the present study is to 
examine the rural tourism development  in  

 
Greece and to determine the five basic 
steps which each country should take in 
collaboration with the local community 
and the other stakeholders, in order to 
create the base for the rural tourism 
development which will be beneficial to 
all the stakeholders. 
 

Examining rural tourism in Greece 
 

Rural tourism in Greece has a 
relatively short history. Its roots can be 
found in various types of countryside 
tourism which are common in Greece and 
take place during religious celebrations 
(Christmas, Easter, local Saints days) and 
at the weekends. This type of countryside 
tourism was renamed as “rural tourism” in 
the 1980s and concurred along with two 
crucial events. The first was the entering 
of Greece in the European Economic 
Community in 1981, which was followed 
by the promotion of a series of 
programmes for the local and rural 
development. The second important 
development was the emphasis on issues 
such as the equality of the sexes and the 
upgrade of the living conditions for the 
rural population, mainly of mountainous 
and disadvantageous areas. (Gidarakou, 
1999). 
 

Rural tourism in Greece, depending 
on the region where it takes place, is 
classified  into the following categories 
(Balamou and Psaltopoulos, 2006):  
 

 Rural tourism in large agricultural 
operations, where the visitor stays 
in especially designed parts of the 
farm and can voluntarily take part 
in the agricultural or rural 
activities. 

 Rural tourism in rural regions, 
where the visitor-tourist stays in a 
rented room or guest room and 
takes part in rural or recreation 
activities (hiking, climbing, etc.).  

 Rural tourism in islands or coastal 
regions, where the visitor-tourist  
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stays in simple lodgings and 
participates in recreation activities 
of the sea and the village life.  

 Rural tourism in traditional 
settlements, where the visitor-
tourist stays in simple traditional 
houses which have a local 
character and a different 
architectural aspect and are 
provided with local products and a 
variety of activities.  

 Rural tourism in villages of special 
natural beauty or protected areas, 
which are villages or national 
parks close to beautiful sites (e.g. 
lakes, rivers, biotopes etc.) which 
attract the tourists because of their 
natural beauty. 

 Rural tourism in corporate units 
which are small hotels in a friendly 
environment surrounded by a lot of 
agricultural operations which 
promote the cultural and natural 
characteristics of the region. 

 
There are many reasons which make a 

country like Greece to turn to Rural 
tourism, since the agricultural sector 
currently involves a percentage of 3.4% of 
GDP, while those employed in agriculture 
make up approximately 11.5% of the 
workforce. The Role of the agricultural 
sector is declining not only quantitatively 
but also qualitatively. The reason for this 
deterioration is the fact that instead of 
taking advantage of European aid to 
restructure the rural productive sector, we 
have been involved in a customer 
character distribution in agriculture 
(Masialos, 2010). Moreover, the 
educational level of farmers in relation to 
the level of other professions is lower; of 
the 663,766 employed in agriculture, there 
is a 69.5% rate of primary school 
graduates, 15% of high school graduates 
1.2% of maximum degree holders. 
(Ministry of Rural Development and Food, 
Special Secretariat 2009) 
 

Rural tourism can be successful and  

 
sustainable, according to the authors, if 
some basic steps are followed before the 
development of the activity.  
 
Basic steps for sustainable rural tourism 
development 
 
In any business process it is necessary to 
have a strategic plan for an argument to be 
measured, evaluated and improved and, 
above all, be sustainable. If we would like, 
for example, to involve two areas in a 
long-term planning by creating a new 
national product (e.g. rural tourism) it 
should be established on solid foundations 
with measurable objectives and emphasis 
on quality.  
 

1. Creating a National Plan  
The state in cooperation with the 
interested institutions should set goals 
in order to finance the project and 
oversee the process to be within the 
design and to provide official 
information.  
It is typically necessary to carry out a 
detailed investigation by the county, 
but not a limited one 
 

 Mapping the dynamics of the 
county in rural tourism 
activities and characteristics 
(e.g., culture, tradition, 
environment, architecture) 

 Mapping of local county crops 
and products that can support 
rural tourism activities 

 Recording every county of the 
potential human resources that 
can support rural tourism 
activities 

 Creating "proposals" on how 
rural tourism units must work 

 
2. Vocational education and training  

 
To address the major problem of the 
lack of training it is necessary to 
educate interested parties before they  
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start dealing with rural tourism in 
stages:  
 

Stage 1: 
Training of people wishing to work in 
the field, on legislation issues and 
basic principles of business 
development. 

 
Stage 2: 

Training of people who will definitely 
take care of the area, on business 
planning, to know all the design 
parameters of a business.  

 
Stage 3: 

Training of people who will surely 
deal with the field of technical 
marketing, management and quality 
issues. Informing the interested 
parties about the basic concepts of 
Marketing and management to 
develop the business knowing how. 
This dimension of quality is important 
as it affects both the expectations of a 
customer before using the service and 
the perception of quality of service 
offered through the experiences 
(Gilbert and Joshi, 1999). The interest 
of managers and employees focuses 
on the need for security and 
satisfaction from their work; they 
want respect and appreciation from 
the client; they want to take pride in 
the company and are still working 
because the quality creates loyal 
customers and more tolerant to errors 
(Spanos, 1993).  

 
Stage 4: 

Create a personal profile entrepreneur 
based on the company that created the 
knowledge acquired the deficiencies 
that still exist (eg foreign languages). 
Mainly this  is a kind of evaluation of 
the company and the entrepreneur and 
referral to education. In this case, 
there have been at times created rules 
for rural tourism facilities, typically a 
significant  effort  was  made  through  

 
action which has received EC funding  
with title: Eurogites quality 
assessment standards for rural tourism 
accommodations (international level) 
These standards represent a common 
understanding of rural tourism 
accommodation quality as they were 
approved by 24 member countries of 
Eurogites (European Federation of 
Rural Tourism) at the General 
Assembly in 2005. The standards 
comprise those aspects which are 
present in quality schemes of all 
Eurogites members. The standard 
criteria are grouped in five clusters: 
 

1. Equipment 
2. Surroundings  
3. Services at the accommodation 

and in surroundings 
4. Intangible aspects such as 

personal attention, privacy, or 
ambience  

5. Security and safety 
(http://quality.eurogites.org) 

 
Stage 5:  

Create "rules" for running quality 
agro units and improve or review 
them every three years for further 
improvements and best practices  

 
Stage 5:  

 
Monitoring of individual entrepre-
neurs to financial results and busi-
ness development proposals over 
the next three years. These stages 
can be developed to support the 
activities of rural tourism and 
incorporate the principles of adult 
education which has its own 
particularities. The stages are 
defined over a horizon of five 
years and can be allocated to 
individual frequent targets in more 
detail to provide the greatest 
possible benefit. Also, through this 
process there is no "certification" 
for the quality of agro units, as we  
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know today, but we incorporate the 
quality in the mindset of the 
entrepreneur.  

 
 
CONCLUSION 
 

In times of crisis different areas 
sufficient to support the state can develop. 
In the case of the tourism sector which 
will show growth in the coming years it is 
necessary to create a solid foundation.  
 

Therefore, we propose to develop the 
area in five stages with a strong feature of 
the training because the educational level 
of potential employees in the sector and 
the interest can exist by themselves, 
typically referred to the opinion learners 
entrepreneurs in tourist areas: Positive 
view of the training were: 96% (Kepa 
Pierias, 2005). With long-term planning 
and proper development of the industry 
there will certainly be long-term survival 
requirements of companies with strong 
local benefits and rural development and 
other alternative forms of tourism.  
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ABSTRACT 
 

In recent years, rising interest in reducing lifestyle-related energy consumption and 
carbon emissions has helped transform cycling from a mode of transportation into a 
symbol of health, recreation, and energy savings. Many cities have established bike routes 
adapted to local characteristics, but the provision of more diverse services may be required 
to meet the demands of different types of recreational users. For example, some areas now 
offer high-quality guided tours to provide an enriched sightseeing experience. The 
question, thus becomes how to best use create a market identity around a unique bicycling 
travel and recreation experience. We present a case study on cycling paths along Taipei’s 
Danshui River to create a profile of the cycling experience between Guandu and Bali 
Right River-Bank Park. Surveys results collected from 387 bicyclists were subjected to 
SPSS reliability analysis and efficiency analysis to create an Importance-Performance 
Analysis (IPA).  These analyses provide an insight into the bicyclists’ subjective 
experience of the design of the bike paths, visual landscapes, and other facility, along with 
an understanding of what bicyclists’ deem as important in their biking experience. The 
results of this study show bicyclists demand improvements in road width, night lighting, 
toilets, and signage. These findings can aid local government and related agencies, both in 
Taipei and other cities, on how to better plan, manage, promote and maintain bike paths.  
 
Key words: Bike tour, ecotourism, IPA, Taipei 
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INTRODUCTION 

 
Bicycling for fitness and recreation 

began to attract research attention in the 
1970s (Wilson, 1975), and interest in the 
phenomenon reached Taiwan about 20 
years ago (Huang et al., 1999). More 
recently, government agencies in Taiwan 
have responded to new interest in carbon 
emission reduction and new demand for 
fitness and recreation by building many 
cycling paths. These facilities are 
frequently used, particularly by residents 
of metropolitan areas such as Taipei City 
and New Taipei City. According to an 
online survey conducted by a web-based 
travel agency (http: //travel.1111.com.tw, 
2010/), approximately 65% of people in 
Taiwan own a bicycle and, on average, 
67% of cyclists have gone on bike tours, 
and nearly 10% of these have cycled 
around Taiwan. Survey respondents 
indicated their greatest concerns were a 
deficiency of bike lanes, bicycle theft and 
poorly-maintained roads, while concerns 
specific to long-distance cycling trips 
included greater access to information 
including dining and accommodation 
options. Over 50% of respondents 
indicated their primary purpose in cycling 
was fitness and leisure. These results 
indicate, to raise the service quality of 
bicycling leisure and tourism in Taiwan, 
the Government must take the initiative to 
improve cycling hardware and software 
and raise public awareness regarding road 
safety. Thus, a review of current bicycling 
facilities and conditions is critically 
necessary.  

 
Many other studies have estimated the 

potential demand for metropolitan bike 
path networks (e.g., Ortúzar et al., 2000; 
Pucher et al., 2010). Pucher et al. (2010) 
surveyed 139 instances of bike path 
construction to assess the necessity of 
bicycling facilities, such as safe bike paths 
and convenient bike parking.  Chang & 
Chang (2009) studied the environmental 

preferences and satisfaction for bicycling 
facilities in a science-park based city, and 
found environmental factors, such as bike 
path facilities and resources, are a primary 
factor in determining the satisfaction 
derived from cycling.  

 
However, case studies have revealed 

some problems. Traffic injuries result 
from poorly-designed bike paths exposing 
cyclists to car traffic (Gårder et al., 1994; 
Rasanen & Summala, 1998; Leden et al., 
2000; Phillips et al., 2011), and 
better-designed facilities are regarded as 
enhancing cyclists’ safety (McClintock & 
Cleary, 1996).  Another finding was that 
collisions result from an increased 
reluctance of bicyclists and car drivers to 
yield to each other in traffic (Phillips et al., 
2011). Krizek & Roland (2005), argued 
that having a bike path merge with car 
traffic poses potential risks to cyclists, and 
isolating bike paths from auto traffic is a 
critical factor to ensuring safe and 
comfortable cycling in urban areas. 

 
With the exception of Tilahun et al. 

(2007), very little research has addressed 
the issue of how to build safe off-road bike 
paths, and very little research has been 
conducted on off-road bike paths and their 
safety issues in Taiwan (Chang & Chang, 
2009). 

 
Generally speaking, off-road bike 

paths are completely isolated from motor 
vehicles and pedestrians, and are 
exclusively used by bicyclists. Off-road 
bike paths are frequently provided for 
recreational use. These paths, usually 2.5 
to 3.0 meters in width, are commonly 
found in parks, and along abandoned 
railway routes and riverbanks. They are 
designed to keep cyclists isolated from 
motor vehicle or pedestrian crossings, thus 
enhancing cycling safety and comfort, but 
require greater space and entail higher 
costs.  
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Yang (2006) studied off-road cycle 

paths in Taichung City’s Tung-feng, from 
Tungshih to Fengyuan districts, and 
proposed guidelines for their improvement 
including establishing shading and rest 
areas, safety facilities on both sides of the 
path, separate travel lanes for different 
directions, and toilet facilities. Quality 
facilities and services provided along bike 
paths improve the recreational experience 
for users, and the main concern in the 
promotion of recreational cycling 
currently is how to best provide cyclists 
with the desired facilities and services. 
The current study focused on the Danshui 
Riverside Bike Path mainly because, since 
the 16th century, the Danshui  area  been  
 

 
occupied by Portuguese, Spanish and 
Dutch colonials, leaving a range of 
heritage resources to complement the 
area’s natural beauty. Winding along 
Taipei’s main river between two 
mountains to the sea, the area has long 
been prime recreation area for residents of 
northern Taiwan and visitors. The Danshui 
Riverside Bike Path was the first bike path 
to be built along a coastal estuary in 
Taiwan (see Figure 1). Located along the 
border of Taipei City and New Taipei City, 
the path passes through an area of 
high-quality leisure and recreational 
attractions. From end to end, the path links 
the riverbank, the immediate community 
and neighboring space, providing 
excellent recreational opportunities.  

 

 
Figure 1. Areas of study, the bike paths from Guandu to Bali in Taipei Metropolitan Area 

 
 
 
METHODOLOGY 

 
Importance - Performance Analysis 

(Martilla & James, 1977; Ritchie, 1998) is 
used here to provide insight into the public 

experience of cycling facilities, in attempt 
to provide relevant agencies with guidance 
needed to meet user needs for the 
management and improvement of various 
bike path sections.  
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The SPSS 17.0 statistical package was 

used to analyze and verify relevant data, 
applying major analytical methods 
comprised of descriptive statistics and 
reliability analysis, and supplemented by 
Importance-Performance Analysis (IPA) to 
express users’ recreational experience 
level of facilities and services on the 
Danshui Riverside Bike Path. The study 
further applied the average score of 
satisfaction and importance to produce a 
two-dimensional map for determining the 
correlation of location and significance. 
The satisfaction addressed in the study 
primarily refers to satisfaction derived 
from recreational cycling, including 
cyclists’ experience and perception of 
environmental safety, comfort, and interest. 
The IPA model is based on the average 
score of importance and performance for 
products or services, which is drawn in a 
two-dimensional matrix and is subjected 
to spatial correlation analysis for product 
or service importance and performance 
status (Martilla & James, 1977; Ritchie, 
1998) using the x-axis as product or 
service performance and the y-axis as 
importance. IPA was initially designed for 
evaluation and assessment in the car 
maintenance industry, but it can also be 
used to evaluate the SERVQUAL method 
developed by Parasuraman et al. (1985). 
IPA analysis requires the following three 
assumptions:  

   
1. There is a correlation between 
importance and performance.  
2. When the correlation between 
importance and performance is negative, 
sufficient performance correlates with 
reduced importance. Maslow’s Hierarchy 
of Needs theory also suggests that when a 
consumer’s need is fulfilled, it ceases to be 
motivation to consume. Herzberg et al. 
(1959) also suggested that the hygiene 
factor can eliminate customer 
dissatisfaction but will not contribute to 
customer satisfaction.  
 

 
3.  Importance is the derivative function 
of performance ( x ); in other words, 
changes in performance ( x ) will lead to 
changes in the importance ( y ) function. 
The research design and methods are 
described below.  
 

Sampling method. 
 

A study of bike rentals in Guandu on 
the Danshui River showed that annual bike 
rentals increased from approximately 
15,000 in 2005 to over 30,000 in 2009, 
indicating rapid growth in the popularity 
of recreational bicycling along the 
Danshui River 
(http://www.taipeitravel.net/). A follow-up 
survey was conducted from February 6 to 
March 20 of 2010, and surveyed 
recreational cyclists on the bike path 
between Guandu and Bali between 
13:00~18:00 on Saturdays and Sundays. 
Descriptive statistical analysis on the 
distribution of rentals, including the 
gender, age, occupation, education, and 
monthly income of renters were applied to 
provide insights into the basic properties 
of cyclists, requirements, and distribution 
of satisfaction variations for bike path 
facilities and services.  

 
Reliability analysis. 

 
We tested the internal consistency of 

the Importance-Performance Evaluation 
Scale for the bike path Facility and 
Services Survey. A Cronbach’s α value 
between 0.70 and 0.98 is regarded as 
indicating high reliability, whereas a value 
below 0.35 should be abandoned.  

 
IPA.  

 
The study used the total average 

values of importance and performance as 
the breaking point, dividing the space into 
Quadrants I, II, III and IV using the x and 
y axes and marking each property in the 
two-dimensional space (Martilla & James,  
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1977). Expectation Importance 
(Importance) is the vertical (y) axis and 
the Actual Experience Satisfaction 
(Performance) is the horizontal (x) axis. 
The total average value of Expectation 
Importance (Importance) and the Actual 
Experience Satisfaction (Performance) 
divides the x and y axes into Quadrants I, 
II, III, and IV. The study thus presents the 
various facilities and services on the given 
section of bike path that require 
improvement to gain better insight into the 
distinction and relationship between 
importance and performance for users of 
various facilities (Fang, 2009).  

 
Research procedure. 

 
The study first established the 

research topic, research motivation, and 
purpose as to design a questionnaire 
posing questions related to cycling 
recreational experience based on a 
literature review. The study further 
established appropriate times for issuing 
and recovering the questionnaire. The 
results were then summarized with 
recommendations based on statistical data.  

 
ANALYSIS OF RESEARCH RESULTS 
 

Four hundred questionnaires were 
distributed between February 6 and March 
30, 2010. Thirteen questionnaires were 
invalid, leaving an effective recovery rate 
of 96%. The first part of the questionnaire 
focused on demographic information 
including gender, age, occupation, 
education level, monthly income, and 
residence location. The second part 
conducted importance analysis of 
recreational cyclists a focus on the 
importance placed by cyclists on facilities 
along the Danshui River bike path. The 
third part queried cyclists’ satisfaction 
characteristics towards Danshui River bike 
path facilities.  

 
Reliability analysis was conducted 

using the SPSS17.0 package with results 
shown in Table 1. Cronbach’s α 
coefficients for both the subscale and total 
scale of cyclists’ expected importance, and 
satisfaction with individual facility-types 
exceeded 0.75, indicating internal 
consistency.  

 
 

Table 1. Dimensional Reliability Analysis for cycling facilities.  
 

Facility Dimension Cronbach’s α 
Importance Satisfaction 

Bike path .843 .839 

Route Design .820 .800 

Visual Landscape .827 .805 

Interpretation of Information .830 .832 

Bicycle Rest Area .858 .859 

Total Reliability .896 .908 
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Table 2. Respondent basic Information 
 

Basic 
Information 

Item 
No. of 

Samples 
Percentage 

(%) 
Basic 

Information 
Item 

No. of 
Samples 

Percentage 
(%) 

Gender 
Male 228 58.9 

Education Junior High 
School (or below) 

27 7.0 

Female 159 41.1 
Senior High 
School 
(Vocational) 

93 24.0 

Age 
<20 36 9.3 

University 
(College) 

210 54.3 

21-30 149 38.5 Graduate School 57 14.7 

31-40 109 28.2 
Individual 
Monthly 
Income 

No Monthly 
Income 

2 0.5 

41-50 56 14.5 
Under 
*NT$20,000 

101 26.1 

51-60 29 7.5 NT$20,001-40,000 146 37.7 
> 60 7 1.8 NT$40,001-60,000 104 26.9 

Occupation Student 77 19.9 NT$60,001-80,000 17 4.4 
Financial 
Service 

47 12.1 Above NT$80,001 17 4.4 

Manufacturing 62 16.0 Residence New Taipei City 155 40.1 
Service 
Industry 

110 28.4 Taipei City 149 38.5 

Military,Public 
Servant, 
Teacher 

29 7.5 Keelung City 23 5.9 

Agriculture, 
Forestry, and 
Fishery 

2 0.5 
Other Northern 
Taiwan 

47 12.1 

Freelance 29 7.5 Central Taiwan 12 3.1 
Homemaker 16 4.1 Southern Taiwan 1 0.3 

 Others 15 4.0     
Remarks: *NTD (NT$) = New Taiwan Dollars, 1 NT$ = 0.34 USD ($).
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Table 3. Tourism type analysis 

 
 

 
 
 
 

Basic Information 
No. of 

Samples  

Percentage 

(%) 
Basic Information 

No. of 

Samples 

Percentage 

(%) 

First Visit 
Yes 100 25.8 

Primary 

Information 

Source 

Prior 

Visits 
191 49.4 

No 287 74.2 
Word of 

Mouth 
131 33.9 

Average 

Monthly Visits 

1-3 Visits 181 46.8 Internet 30 7.8 

4-7 Visits 73 18.9 Magazines 25 6.5 

7-10 Visits 16 4.1 
Radio or 

TV 
6 1.6 

10 Visits or 

more 

17 4.4 Travel 

Agent 
4 1.0 

Stay Periods Less than 1 

hour 
85 22.0    

1-3 Hours 127 32.8 Travel 

Companion 

Families 143 37.0 

3-6 Hours 156 40.3 Couples 42 10.9 

1 Day and 

more 
19 4.9 

Friends, 

Peers, 

Colleagues 

145 37.5 

Purpose of 

Visit 

Stroll 45 11.6 Clubs 2 0.5 

Bird Watching 19 4.9 
Group 

Tour 
2 0.5 

Cycling 197 50.9 None 53 13.7 

Walking Dogs 8 2.1    

Others 118 30.5     

Primary 

Transportation 

Walking 32 8.3 Number of 

Companions 

None 48 12.4 

Bicycle 156 40.3 2-5 289 74.7 

Scooter 52 13.4 6-10 37 9.6 

Automobile 87 22.5 11-20 10 2.6 

Public 

Transportation 
60 15.5 21-30 3 0.8 
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Table 4. Means of cycling facilities (Importance) projects  

 

Project Sub-project Mean Project Sub-Project Mean 
Bike Path Pavement 

materials (Pm) 4.23 

Bicycle 
Rest Area 

Toilet (Tl) 4.40 

Road width (Rw) 4.32 Awnings (Aw) 4.18 
Drainage design 
(Dd) 4.17 Open seat (So) 3.96 

Route Design Separated bike 
lanes (Ls) 4.43 Trail (Tr) 4.11 

Road signs (Rs) 4.33 Lighting (Lt) 4.36 
Visual 
Landscape 

Clean 
environment (Ec) 4.21 Parking spaces 

(Pn) 3.96 

Vegetation 
maintenance 
(Vm) 

4.10 Trash can (Tc) 3.99 

 
Interpretation 
of 
Information 

Number of 
interpretive signs 
(Sn) 

4.38 
Maintenance 
equipment 
(Me) 

4.11 

Interpretive sign 
clearly (Sc) 4.33   

Remarks: Likert Scale. 1 = Least Important, 2 = Not Important, 3 = Average, 4 = Important,  

5 = Very Important. 

  
   Table 5. Cycling facility (performance) average score 
 

Project Sub-project Mean Project Sub-Project Mean 
Bike Path Pavement 

materials (Pm) 3.56 Bicycle 
Rest 
Area 

Toilet (Tl) 3.28 

Road width (Rw) 3.33 Awnings (Aw) 3.13 
Drainage design 
(Dd) 3.44 Open seat 

(So) 3.27 

Route Design Separated bike 
lanes (Ls) 3.39 Trail (Tr) 3.39 

Road signs (Rs) 3.37 Lighting (Lt) 3.34 
Visual 
Landscape 

Clean 
environment (Ec) 3.53 Parking space 

(Pn) 3.25 

Vegetation 
maintenance 
(Vm) 

3.53 Trash can (Tc) 3.15 

Interpretation 
of 
Information 

Number of 
interpretive signs 
(Sn) 

3.32 
Maintenance 
equipment 
(Me) 

3.18 

Interpretive signs 
clearly (Sc) 3.4   

Remark: Likert Scale. 1 = Least Satisfied, 2 = Dissatisfied, 3 = Average, 4 = Satisfied,  
5 = Highly Satisfied. 
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Demographic information and 
visitor types. 

 
(1) Respondent basic information. 

 
Table 2 presents the descriptive 

statistical analysis of the 387 valid 
questionnaires. Male respondents 
accounted for 58.9% of the sample. In 
terms of age, 38.5% of respondents were 
21-30 years old, followed by 31-40 
(28.2%). The largest percentage of 
respondents were employed in service 
industries (28.4%), followed by students 
(19.9%). In terms of education, most 
respondents (54.3%) were university 
graduates, followed by senior high school 
graduates (24.0%). Over a third (37.7%) 
reported monthly income between 
NT$20,001 and NT$40,000 (US $ 6,800 
and US $ 13,600). The largest percentage 
of respondents was made up of residents 
of New Taipei City (40.1%), followed by 
Taipei City residents (38.5%).  

 
 (2)  Visitor type analysis. 
     

The 387 returned valid questionnaires 
showed that over half of visitors (74.2%) 
have visited Danshui more than once. 
Among these, nearly half (46.8%) made 
1-3 visits to Danshui per month, followed 
by 4-7 visits (18.9%). Over 40% (40.3%) 
of visitors stayed in the area for 3-6 hours, 
followed by those staying for 1-3 hours 
(32.8%). A majority (50.9%) visited 
primarily to go cycling. The main means 
of traveling to Danshui was by bicycle 
(40.3%), followed by driving (22.5%). 
Nearly half of respondents (49.4%) 
indicated that their primary source of 
information about the area came from 
prior visits, followed by word of mouth 
(33.9%). Travel companions consisted 
mainly of friends, peers and colleagues 
(37.5%), and family and acquaintances 
(37%). Most visitors (74.7%) came in 
groups  of  2-5  people, while  12.4%   

came  alone.  
Analysis of the data in Table 3 shows 

that visitor types considered in this study 
consisted mainly of people who live 
nearby in northern Taiwan. Most derived 
their knowledge of the area from prior 
visits, and their primary purpose in 
visiting was cycling. Their travel 
companions consisted mainly of friends, 
peers and colleagues, and they generally 
stayed between 3-6 hours. Thus, we can 
induce that visitors to the area mainly 
come for to take advantage of the cycling 
facilities and services available in Tanshui. 

 
Cycling facilities importance 
analysis.  

 
   Table 4 presents average “importance” 
scores for cycling facilities and services, 
as perceived by cyclists. The results show 
that visitors rated cycling facilities and 
services around 4 on average, indicating 
an importance between “important” and 
“very important”. Several items fell 
between “average” and “important”, 
including the provision of open seats 
(m=3.96), number of parking spaces 
(m=3.96) and the number of trash cans 
(m=3.99). All other items averaged above 
4, between “important” and “very 
important”: separate bike lanes (Ls) 
(m=4.43), toilets (Tl) (m=4.40) and 
number of explanations (Sn) (m=4.38).  
 

(1) Cycling facilities performance 
analysis.  

 
Table 5 presents average 

“performance” scores for cycling facilities. 
Overall, visitor satisfaction for cycling 
facilities performance was lower than the 
scores given for importance. All average 
performance scores fell between “average” 
and “satisfied”, including pavement 
materials (m=3.56), clean environment, 
vegetation maintenance (m=3.53),  
drainage design (m=3.44). 



16

International Journal of Agricultural Travel and Tourism                        ISSN: 1906-8700 
Vol. 2 (1) 7-19, April, 2011    
Cycling Recreation Experiences and Facilities: A Case Study of the  
Danshui Riverside Bike Path, Taiwan              W. T. Fang, et. al.  

 

Figure 2. Importance-Performance Analysis of cycling facilities along                            
        the Tanshui Riverside Bike path. 

 

Figure 3. Danshui riverside bike path (photo by Wei-Ta Fang, 2010). 
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RESULTS AND DISCUSSION  
 

This section presents survey results, 
including basic demographic information 
and visitor type. This investigation of 
visitors’ recreational cycling experiences 
and assessment of facilities is analyzed 
and discussed in the context of prior 
research. Conclusions drawn from 
empirical analysis of the survey results are 
as follows:  

 
The majority of visitors were 
younger people. 

 
A slight majority of respondents were 

male, aged 30 years old or younger. Most 
had university educations and were 
employed in service industries, making 
between NT$20,001 and NT$40,000 (US 
$ 6,800 and US $ 13,600) monthly. These 
characteristics can be inferred to be 
indicative of most visitors engaged in 
recreational cycling on weekends or 
holidays which, in turn, indicates the new 
recognition and attitude of this generation 
towards bicycling as a form of recreation 
rather than transportation.  

 
Importance of cycling facilities to 
visitors.  

 
Overall, respondents’ means value for 

facility importance (m=4.19) and 
satisfaction (m=3.34), with individual 
scores consistent within a narrow range 
across all items, indicate their evaluation 
of various cycling facilities showed 
positive and affirmative trends. A further 
IPA analysis (Figure 2) tested the 
importance and performance of cycling 
facilities for visitors for “Separate bike 
lanes (Ls),” “Road signs (Rs)” and 
“Interpretive signs clearly (Sc)” in the first 
quadrant (continuation zone); “Toilets,” 
“Road width (Rw),” “Lighting (Lt) ,” and 
“Number of interpretive signs (Sn)” in the 
second quadrant (strengthening and 
improvement zone); “Awnings(Aw)” in 

the third quadrant (low priority zone); and 
“Clean environment (Ec)” in the fourth 
quadrant (over-supply zone). For all 17 
items, visitor “importance” ratings were 
greater than “performance” ratings.  

 
Cycling path facilities requiring 
improvement. 

 
Figure 2 shows four types of facilities 

in the quadrant II strengthening and 
improvement zone. Of these “Road 
Width” and “Lighting” are safety 
considerations. Our study revealed that a 
relatively lower proportion of women 
were among recreational cyclist groups. 
Moreover, “Toilets” were also found in the 
strengthening and improvement zone. In 
general, women have a slightly higher 
demand for public toilets than men, thus 
convenient toilet facilities should be taken 
into consideration when assessing 
engagement in recreational activities. The 
foregoing discussion indicates that 
improvement in this regard may help 
improve the balance of male and female 
recreational cyclists. In addition, female 
cyclists have been found to prefer to use 
bike paths which are more isolated from 
motorized traffic (Garrard et al., 2008). 
Taken together, these two factors may 
contribute to the relatively lower 
preference for cycling among women.  

 
In addition, the satisfaction rating for 

“Number of interpretive signs” has 
improved, but the distribution of 
interpretive signs is inadequate, and fails 
to provide an in-depth experience for 
cyclists to fully appreciate the area 
surrounding the bike path. 

 
 
RECOMMENDATIONS AND 
CONCLUSIONS  
 
   These analyses provide an insight to 
cyclists’ experience of bike path planning,  
 

RESULTS AND DISCUSSIONS
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visual landscape, and facilities, and what 
cyclists’ deem to be important in their 
cycling experience. The results of this 
study show that road width, night lighting, 
toilets, and the number of interpretive 
signs are important. 
 
   Recommendations for critical issues 
including insufficient path width, poor 
lighting, insufficient toilets, and 
insufficient interpretive signs are proposed 
as follows: 
 

Increase path widths. 
 

The width of a bike path is determined 
by the basic width of the bicycle and rider, 
with a sufficient margin for passing. 
However, both single and two-lane bike 
paths must meet the following minimum 
requirements:  
(1) All paths within a bike path system 
should adhere to a standard width.  
(2) Major two-lane bike paths should be 
between 2.5m to 5m wide though, due to 
local terrain limitations or to minimize 
environmental impact, this can be 
narrowed in places to single-lane paths of 
between 2.5m to 3m in width.  
(3) Broaden inside turns in consideration 
of the curvature radius at turns.  
(4) Turning radius of at least 4m.  
 

Improve lighting. 
 

Nighttime lighting should be installed 
in areas of low visibility. Lighting should 
be installed so that it avoids directly 
blinding cyclists. Where possible, lighting 
should be solar or wind-powered. 

 
Increase toilets. 

 
Build clean, water-saving public 

toilettes in convenient locations. 
 
Increase the number of 
information/explanatory signs. 

 

 
The rich natural environment along 

the Danshui River can be made more 
accessible to visitors through the provision 
of commentary guides and interpretive 
signs at appropriate sites. Improving and 
increasing such signage allows cyclists to 
gain a deeper understanding of the area. 
These signs should feature graphics 
provide maps with trip distance 
information, and be positioned so as to 
maximize cyclists’ convenience in reading 
them.  

 
Taiwan’s current cycling systems are 

mostly cycling paths and recreational 
transportation networks in and around 
metropolitan areas. Combining existing 
scenic routes or trail systems could 
provide new public leisure and recreation 
opportunities. Bike paths should be closed 
to motor vehicles to avoid collisions. 
Compared to cars, bicycles require 
narrower paths, and create less noise, 
vibration and air pollution, making 
bicycles an environmentally-friendly 
mode of transportation. Thus, the current 
paper recommends coordinating the 
establishment of bike paths with 
community ecological recreation develop- 
ment projects in the Taipei metropolitan 
area. A bike path network can also be 
designed to provide recreational routes 
and facilities that not only do not damage 
the local environment, but which add to 
the experience of local ecology and 
culture.  
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ABSTRACT 

 
Nowadays tourism constitutes one of the largest and fastest developing industries. 

The rapid tourism growth as well as the differentiation of tourism products and destina-
tions has increased the need for new alternative types of tourism. That’s why it is thor-
oughly believed that rural tourism power can solve some of the serious problems rural ar-
eas face. The interest in rural areas has been heightened due to the decline in agriculture 
and outward migration, and the reduction of funds with the enlargement of EU. The de-
velopment of the countryside involves environmental, socio-cultural and economic rea-
sons. Rural development demands an integrated approach because it focuses on society, 
economy and environment, and depends on co-operation and collaboration with involve-
ment of local community as a basis for sustainable rural development. 
 

Although rural tourism is a powerful tool for development, it is not a panacea, since in 
many cases it might not achieve to succeed to illustrate sustainable development since all 
the territories are different and they don’t have the same capabilities for tourism growth.  
Rural tourism can contribute considerably to the economic development of rural areas, and 
it can also help to sustain and upgrade the life quality in these areas. Rural tourism entre-
preneurs are significant for the sustainable development of rural tourism. They usually are 
the ones who break the rules and care only about profit. Sustainable development is a de-
mand and we are trying with our paper to focus on rural tourism development under the 
prism of sustainable development. 

 
Key words: Rural tourism, sustainable development, public sponsoring, sustainable  
                     rural development 
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INTRODUCTION 
 

Throughout the years great changes 
take place in habits and people’s lifestyle, 
as well as in their choices regarding the 
type and the destination of their holidays. 
Living in a demanding environment and in 
societies where everything changes rapid-
ly, people seek ways to escape this tough 
reality and its routine through alternative 
forms of entertainment and alternative 
tourism destinations. The usual forms of 
entertainment and the traditional tourism 
destinations “seem” to be “congested”, in 
people’s minds, which results in seeking 
alternative forms of entertainment and es-
cape from the daily routine. 
 

Simultaneously, the rural sector has 
recently been through and still is in a peri-
od of decline, with low prices for the rural 
products and cuts in the tourism subsidies, 
resulting in the vertical reduction of the 
rural income. This combination of the two 
facts led to the development of a new type 
of tourism, “rural tourism”. 
 

Although there are no recorded data 
on rural tourism, it constitutes a tourism 
product promoted in many destinations in 
order to supplement the rural income. 
Concerning the visitor, rural tourism is a 
process which promotes a type of trip with 
respect to environment and tradition, 
based on “meeting” the local culture, his-
tory and everyday life. A complete experi-
ence in which the visitor contacts the local 
style of living and combines recreation 
with learning and sensitizing to the social, 
historical, environmental and other issues 
of each region. There have been a raising 
number of tourists who are interested in 
rural tourism because of the trend to return 
to nature and tradition trough local prod-
ucts as well as through experiencing life in 
the countryside. 
 

Several researchers examined rural 
tourism demand incentives (Putzel, 1984; 
Nickerson et al. 2001; Ingram, 2002; Wil 

 
son et al., 2001) and others analyzed rural 
tourism supply incentives (Sidali, et al., 
2007; Schulze, et al., 2006; McGe-
hee/Kim, 2004). There are studies on 
women partnerships and their role in rural 
tourism development (Iakovidou and 
Turner, 1995; Karasavvoglou and Florou, 
2006; Anthopoulou, 2010), the role of lo-
cal communities (Andriotis, 2005; Eroto-
kritakis and Adriotis, 2006), small enter-
prises (Kornilaki, Thomas and Font, 2006) 
and local authorities (Adriotis, 2002). Alt-
hough the research on rural tourism is de-
veloping at a very fast rate, there are few 
articles about the growth of this sector and 
the lack of studies. Sharpley and Roberts 
(2004) attempt to explain the concept and 
the evolution of rural tourism during the 
decade 1994-2004.  
 

It is important to underline the differ-
ence between the term rural tourism and 
tourism in rural areas, which is more ap-
propriate, because there are elements of 
leisure in rural areas which are not typical-
ly “rural”. However, there arises the ques-
tion of what is meant by the term “rural”. 
The definition varies across different 
countries regarding scale and philosophy. 
Rural areas are clearly identified by three 
main characteristics:(i) population density 
and size of settlement, (ii) land use and 
economy(based on traditional agrari-
an/forestry or the extraction of natural re-
sources) and (iii) traditional social struc-
tures(sense of community, local rather 
than cosmopolitan cultures and a way of 
life, which is slower, more ‘natural’ and in 
harmony with nature). Additionally, the 
definition of “rural” is associated with the 
assumption that “countryside life is what 
urban life is not”, which means that the 
attraction of countryside lies in what city 
life cannot provide. (Hall, 2001) 
 

Since tourism is understood as a tem-
porary escape from everyday life in order 
to gain experiences (Michalkó 2004) tour-
ist experience is a many-sidedness process 
(Maslow 2003; Csikszentmihalyi 1998),  
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which is developing ploddingly (Hoffman 
et al., 2000; Entrikin and Berdoulay 2005) 
and that’s why tourism activities in rural 
areas are described by a variety of terms: 
agro tourism, farm tourism, soft tourism, 
alternative tourism, ecotourism, etc. The 
European Community (EU) has decided to 
use the term “rural tourism” to refer to all 
tourism activities in rural areas. However, 
according to research it constitutes a much 
more complex activity, which involves 
everything from farm-based tourism to 
educational travel, health tourism, ‘ethnic’ 
tourism and ecotourism. 
 

Basic characteristics of ‘pure’ rural 
tourism - Located in rural area - Function-
ally rural: built upon the rural world’s spe-
cial features of small enterprise, open 
space, contact with nature and the natural 
world, heritage, ‘traditional’ societies and 
‘traditional’ practices - Allows participa-
tion in the activities, traditions and life-
styles of local people - Offers personalized 
contact - Rural in scale – both in terms of 
building and settlements – and therefore 
usually small-scale - Traditional in charac-
ter, developing  slowly and organically 
and associated with local families. It will 
often be extensively controlled locally and 
developed for the long-term benefit  of the 
region - Of many and various types, repre-
senting the complex pattern of rural envi-
ronment, economy, history and location - 
A high percentage of tourism revenue 
benefiting the rural community -Contact 
with nature and ‘rurality’ . 
 

The alternative forms of tourism, such 
as agro tourism and ecotourism offer to 
the visitors something different from the 
familiar model of tourism and provide a 
renewed contact with the natural world. 
These forms of tourism have become very 
popular during the last ten years, as the 
‘rurality’ of an area, which is either actual 
or perceived, may be attractive in contrast 
to modern urban life. 
 
 

 
Tourism has been concentrated up to 

now on the beach and in the cities. There-
fore, the rural areas have not been devel-
oped to a large extent for tourism and rural 
tourism represents a relatively small sector 
in the total tourism market worldwide. 
However, local authorities and other bod-
ies in Europe have started recently to deal 
with rural tourism as a basic part of their 
efforts for local development with specific 
focus on use of the local heritage. Rural 
tourism enjoys varying degrees of state 
support (Gartner 2004, Hall & Jenkins 
1998) since it is believed that it can be an 
engine of economic growth and develop-
ment (Ratz & Puszko 1998). Rural tourism 
is not a panacea (Singouridis and Fotiadis 
2005) since rural tourism seems to have 
not only positive but also negative conse-
quences (Mason & Cheyne, 2000, Johnson 
et al 1994) We wonder if rural tourism is 
about to fulfill all these roles, if it can be 
developed in a way that ensures the long-
term sustainability of the resources and 
that of the development progress itself. 
How can sustainability be monitored and 
promoted in rural destinations? We make 
an attempt to answer these questions by 
presenting the benefits and dangers of ru-
ral tourism and what kind of changes this 
phenomenon might cause.  
 

Benefits and dangers  
 

It is argued that rural tourism can pro-
vide economic, social and cultural bene-
fits, and dangers as well. Regarding econ-
omy it can serve to diversify the local 
economy, to offer new markets for local 
products and services, to provide new 
sources of income for farmers and to pro-
mote the formation of new businesses and 
enterprises (Papageorgiou and Fouli, 
2002). 
 

Regarding the social and cultural ben-
efits, these can involve contact between 
the tourists and the local people, greater 
acknowledgement of the value of heritage   
and  need for  its  protection  be- 

RESULTS AND DISCUSSIONS
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tween both tourists and local people, pro-
motion of the identity and unity of local 
community and more extensive viable use 
of local services, such as transport. There-
fore, tourism can help rural communities 
economically, while maintaining life qual-
ity, heritage and social values. 
 

As far as dangers resulting from rural 
tourism are concerned, they involve: an 
increase in values of land and houses, an 
increased cost on public services, crowd-
ing and congestion that may disturb the 
privacy of local people and the quality of 
life, an increase in criminality rates and in 
anti-social behaviour, pollution and ex-
ploitation of the natural world , lack of 
balance in the job market due to the great 
focus on seasonal, part-time or female 
jobs, temptation to people to leave jobs in 
agriculture or other trades. Moreover, 
when local heritage and culture become 
‘co-modified’ into tourism product, this 
may affect the self perception of the local 
residents and the local identity. 
 

Sustainable development 
 

Sustainable Development was first de-
fined by the World Commission on Envi-
ronment and Development, called Brund-
tland Report in 1987 as “development, 
which meets the needs of the present 
without compromising the ability of future 
generations to meet their own needs.” Five 
basic principles were identified: the idea 
of holistic planning and strategy making; 
the importance of preserving essential eco-
logical processes; the need to protect both 
human heritage and biodiversity; to devel-
op in such a way that productivity can be 
sustained over the long term for future 
generations; achieving a better balance of 
fairness and opportunities between na-
tions. 
 

The achievement of sustainable de-
velopment demands a new approach to 
development planning whereby the total 
costs and benefits are considered and fully  

 
integrated into the planning process from 
the beginning. 
 

Sustained economic development and 
quality of life depend on the quality of the 
environment. Although economic growth 
itself leads to increased production and 
consumption, more efficient use of envi-
ronmental resources and a reduced reli-
ance on waste and emissions is required. 
Therefore, economic development and so-
cial prosperity, which are basic for devel-
opment planning, should be integrated 
closely with environmental enhancement 
and protection. 
 

Similarly to the concept of sustainable 
development the concept of sustainable 
tourism has evolved, which according to 
WTO (2002): “Meets the needs of present 
tourists and host regions while protecting 
and enhancing opportunities for the future. 
It is envisaged as leading to management 
of all resources in such a way that eco-
nomic, social and aesthetic needs can be 
fulfilled while maintaining cultural integri-
ty, essential ecological processes, biologi-
cal diversity and life support systems”.  
 

The interest in sustainable tourism has 
grown steadily over the past decade, par-
ticularly in 1992 during the U.N. confer-
ence in Rio. One of the outcomes of the 
Earth Summit of 1992, where the concept 
of sustainable development was given 
worldwide recognition, is the Agenda 21 
for Travel and Tourism. This emphasizes 
the advantages that tourism can provide to 
rural areas and the need for planning and 
management of rural tourism. This de-
mands a long-term perspective and an at-
tentive examination of the various ways in 
which tourism and the environment inter-
relate. It would be ideal if the tourism ac-
tivities and facilities were specified within 
the carrying capacity of an area so that its 
natural environment and the local commu-
nities are not disturbed (Flavin et al, 
2002). 
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Nevertheless, this requires a holistic 

approach to the factors which affect sus-
tainability (economic, social, cultural, po-
litical, managerial, equity and fairness), an 
awareness of how market economies oper-
ate, the ability to resolve conflicts of inter-
est over the use of resources when they 
arise and also the involvement of all 
stakeholders in the decision-making. 
 

Rural tourism represents one part of a 
greater issue-sustainable rural develop-
ment. According to an assumption, rural 
tourism can provide real benefit to the lo-
cal people, the economy and the environ-
ment of rural areas if it is integrated with 
other aspects of rural life. Without that 
integration, rural tourism may be a failure 
or a risk to the place or to its residents. 
 

Rural areas are changing 
 

There are many differences between 
rural areas regarding their character, their 
geographical location, the potency of their 
local economies, etc. Therefore, the prob-
lems that rural development faces and the 
possible solutions to them are not stand-
ard. However, they are all affected by 
changes, such as the radical changes in 
agriculture. Until the 1980s the rural re-
gions were primarily associated with the 
production of food, and the main objective 
of the rural policy was to encourage the 
production of more food in low prices. Af-
ter that two important events dramatically 
changed the scenery. Firstly, the success 
of the Common Agricultural Policy (CAP) 
in the early 1980s produced, for the first 
time, a surplus of milk, meat, wheat, wine 
and related products within the European 
Union. Secondly, in 1989 came the col-
lapse of the Soviet Union, which quickly 
removed the Soviet market upon which 
European farmers had depended.  
 

These two major events along with 
other factors, affected the European poli-
cies regarding agriculture which started to 
change at a fast rate. World trade negotia- 

 
tions may require the European Union to 
reduce its financial support to farmers and 
its export subsidies on food, and to open 
the European food market to countries 
outside the EU. Moreover, there is an in-
creased public awareness about animal 
welfare on farms, about livestock diseases 
and their potential impact on human 
health, and about the impact of intensive 
agriculture upon environment.  
  

The previously mentioned factors 
have caused a shift from the ‘more food at 
a low cost’ approach to a wider concern 
about the well being of the people, the 
economy and the environment of rural ar-
eas. More particularly, the basic concern is 
to strengthen and diversify the economy 
and the environment of rural areas. Rural 
tourism is no longer the dominant sector 
of rural economy and the farmers are not 
only producers of food, as they have 
adopted other roles as entrepreneurs in 
other fields, producers of resources to 
which value can be added in the local 
economy, providers of space for recreation 
or leisure activity, protectors and main-
tainers of the natural and cultural heritage.  
This is a context within which rural tour-
ism can play an enlarged role as a signifi-
cant sector within diversified local econ-
omies and as a source of new activity and 
income for farmers.  
 

All the tourism regions are broadly 
divided into urban, costal and rural. There 
are four categories according to the re-
gion’s capacity to receive tourism and the 
nature of the tourists’ experience. This 
categorization represents a wide variety 
from organized mass tourism to the expe-
rience of undiscovered places (Cohen, 
1972), including: 

 
 Organized mass tourism destina-

tion   
 Individual mass tourism destina-

tion  
 Explorers’ destinations  
 Drifters’ (wonderers) destinations  
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As far as rural regions are concerned, 

they may fall anywhere in the above men-
tioned range. In order to specify and dif-
ferentiate the models and stages of rural 
tourism development, we need to refer to 
the relative importance of tourism in the 
local economy. We could, for example, 
distinguish three kinds of regions by tak-
ing into account the scale or the impact of 
tourism: 

 
o Modest tourism – in which tourism 
development is of small scale and is more 
complementary rather than primary in the 
local development process. Some exam-
ples of forms of tourism that are likely to 
be developed under this model are agro 
tourism, ecotourism and cultural tourism. 
They provide benefits to individual farm-
ers or other entrepreneurs, while they ac-
count for only a small proportion of the 
local economy. In these cases there seem 
to be more advantages than dangers for the 
local community along with a desire for 
future development. 
 
o Dominant tourism – in which tourism 
is a primary sector in the local economy 
and may have more significance than 
farming and crafts. The tourism develop-
ment may be mainly in intensive forms, 
though with mild forms in a complemen-
tary role. This dominance of tourism may 
lead to an unbalanced productive structure 
accompanied by an influx of outside in-
vestors and overexploitation of natural en-
vironment. The dangers of non-sustainable 
tourism development are more likely to 
appear in extreme form under this rather 
than other models.  
 
o Balanced tourism – which represents 
an ideal situation for sustainable tourism 
development as in this type of tourism 
there is a balanced local economy in 
which tourism plays a dynamic role while 
the other activities, such as farming and 
forestry maintain their importance. Some 
intensity of development is expected, 
combined with mild forms. This situation  

 
typically evolves through effective diversi-
fication of the local economy and the dif-
ferent sectors are more likely to support 
and benefit here from one another than in 
other models (WTB 2000).  
 

The policy framework  
 

In all rural development there is a ten-
sion between the global and the local. On 
the one hand, there are the wishes and de-
sires of the local people and the entrepre-
neurs. On the other hand, the potential of-
fered by local resources and the market 
conditions, policies and regulations im-
posed or the support offered from outside. 
From this point of view, it is necessary to 
understand the policy framework, which 
affects regional development, including 
rural tourism. In Europe this means partic-
ularly the policy framework of the Euro-
pean Union, considering that the EU is 
growing rapidly in size and influence. 
(Dower, 2002) 
 

Enhancing Entrepreneurship in rural 
Tourism for Sustainable Regional Devel-
opment in the EU, the shift in policy relat-
ed to agriculture has been formulated in a 
few key policies or initiatives:  

• The report of ‘The future of Rural 
Society” in 1987  

• The LEADER Initiative, launched 
in 1991  

• The Review of the Common Agri-
cultural Policy in 1992  

• The Cork Declaration on Rural 
Policy 1996  
 

There was also further significant 
shift in policy in the EU, which is reflect-
ed in Agenda 2000, the major policy 
statement agreed at the Berlin summit of 
March 1999.49 Agenda 2000 has a broad 
concern with enlargement of the Union 
and re-allocation of EU funds. Its policies 
cover the period 2000 to 2006. Here, only 
policies relevant to rural development are 
emphasized. Briefly stated these are:  
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o A progressive reduction in funds for 
support of production, processing and ex-
port of food  
 
o The formation, within the Common 
Agricultural Policy, of a ‘second pillar’ 
associated with rural development  
 
o The rural development regulation, un-
der which EU member states prepare and 
implement their own rural development 
programs with elements deriving from a 
range of possible activities set by the regu-
lation –one of which is the development of 
rural tourism  
 
o The LEADER+ initiative, aimed (like 
its predecessors LEADER I and LEADER 
II) at promoting action by local partner-
ship to pursue integrated rural develop-
ment in many regions of the EU With 
Agenda 2000, the EU made a first step to 
reform the Common Agricultural Policy 
and focus more on integrated rural devel-
opment. It is believed that rural develop-
ment programs will be more effective if 
they are actively supported at a local level. 
There is much talk and action about local 
partnerships, local action groups and ‘bot-
tom-up’ action. 
 

Τhere have been many definitions of 
rural development. The following is one of 
the most helpful: Rural Development is a 
deliberate process of sustained and sus-
tainable economic, social, political, cultur-
al and environmental change, designed to 
improve the quality of the life of local 
population of a rural region. In both the 
developed and developing worlds, there 
has been a growing emphasis on the need 
for an integrated approach to rural devel-
opment. This indicates the following:  
 
o The emphasis should be on society, 
economy and environment  
 
o The development should be both ‘top-
down’ and ‘bottom-up’, it should embrace 
the policies, money and support of govern- 

 
ment at all levels, and the energy, re-
sources and commitment of the people  
 
o It should involve all sectors – pub-
lic, private and voluntary  
 
o It should depend on partnership 
and collaboration 
 

In order to explain the idea of an inte-
grated approach, the concept of four ‘pil-
lars’ of rural development is presented. 
The pillars, which should be kept in bal-
ance with each other, are: (i) people with 
skills, (ii) the economy, (iii) the environ-
ment and (iv) ideas, institutions and power 
structures. Rural development needs to be 
based upon the interests and the involve-
ment of the community living in the area. 
By the term ‘community’ we refer to all 
the people living in a given rural area. 
They are treated as a basis for sustainable 
rural development because they are aware 
of their problems and needs and they also 
control many of the resources upon which 
development is based (e.g. land, buildings, 
local products). Their skills, traditions, 
knowledge and energy are the main re-
sources for development, and their com-
mitment is vital. Unless they support an 
initiative, it will not succeed. 
 

Sustainable tourism and sustainable 
rural development 

 
In the development of rural tourism 

integration is of high importance. Never-
theless, it is difficult to find actual instanc-
es of integrated tourism development, alt-
hough the concept has received attention 
during the past decade. The problem does 
not seem to be lack of intent or desire by 
the local communities to achieve integra-
tion but rather lack of comprehension as 
regards the nature of sustainable tourism 
and uncertainty to build a long-term vision 
for the future.  
 

It is often claimed in literature that 
community-based approach to tourism de- 
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velopment is a prerequisite for sustainabil-
ity. Community-based tourism planning is 
primary for two reasons. Firstly, n order to 
avoid conflicts, tensions and anti-social 
behaviour that may appear if the develop-
ment of tourism does not correspond with 
the community’s wishes and objectives; 
this is possible if outside interests domi-
nate local tourism. Secondly, the local 
people have the moral right to participate 
in the development of the industry which 
may bring both benefits and costs to their 
community. This is specifically significant 
in the rural context because local people 
sometimes have the tendency to develop a 
“symbiotic relationship” with their envi-
ronment. However, it is hard to integrate 
tourism development into a community 
without causing some problems to local 
people, as tourism can bring both opportu-
nities and threats. A positive development 
will be achieved if the local people partic-
ipate in the decision-making process and if 
they can feel that the development will 
bring real benefits to them. 
 

The planning and management of ru-
ral tourism may involve a large number of 
stakeholders, from the public/private and 
the voluntary sectors. The public sector 
may be responsible for the provision of 
public services, policy-making for rural 
development, including tourism, and land-
use planning. The private sector is often 
interested in providing accommodation 
and other services having as motivation 
the economic benefit. The voluntary sector 
is likely to include conservation bodies 
that deal with the natural or cultural herit-
age of the area or local groups concerned 
with various aspects of local development. 
However, these different stakeholders can 
find themselves in conflict over the objec-
tives of rural tourism development. There-
fore, creative ways are needed to resolve 
such conflict and to promote communica-
tion and cooperation between the different 
parts and their interests. 
 
 

 
Creative and new ways for rural tour-

ism development are necessary. Entrepre-
neurship in this integrated approach can be 
useful by adopting a role of innovator and 
initiator. Offering of a unique tourism 
product, or at least one that is especially 
attractive, attracts visitors to an area. Visi-
tors may need accommodation, food, in-
formation, transport, entertainment and a 
variety of services. This combination of 
different elements is referred to as a tour-
ism product or destination. This unique 
tourism product can be best created when 
there is communication and cooperation 
among the different parts and interests.  
 

A sustainable regional development 
with the participation of the local commu-
nity in rural tourism may provide many 
benefits, such as new jobs, new enterpris-
es, diversification of activities, etc. Sus-
tainable entrepreneurship practice can be 
considered as turning locals into entrepre-
neurs and involving them into sustainable 
tourism development in the region, thus 
promoting and increasing the local peo-
ple’s understanding of the benefits of tour-
ism and sustainable tourism development. 
This involvement may help to avoid con-
flicts of different interests in rural tourism 
development and can help potential entre-
preneurs to find opportunities in develop-
ing new tourism products and services.  
 
 
CONCLUSION 
 

Rural tourism should be seen as a part 
of a more general theme, that of sustaina-
ble rural development. Moreover, the con-
text within which rural tourism can play 
an enlarged role as an important sector and 
as a source of new activity and income for 
farmers was introduced. As rural regions 
display differences concerning their char-
acter, geographic location, etc. the same 
happens in rural tourism – regions vary 
greatly in their capacity to attract and to 
absorb tourism. This indicates  
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that there are no standard solutions in rural 
tourism development as in rural develop-
ment. Different types and models of rural 
tourism development were described in 
which different rural regions may fit any-
where in this range.  
 

Additionally, the policy framework 
which affects rural development and con-
sequently rural tourism, was also present-
ed,. Moreover, to complete the brief pic-
ture of rural development and rural tour-
ism, several concepts were introduced 
helping to understand the challenge of ru-
ral development. These concepts are: inte-
grated rural development; the concept of 
four ‘pillars’ of rural development, which 
illustrates the idea of integrated rural de-
velopment; and a community-based devel-
opment. All these concepts have a focus 
on society, economy and environment and 
are based on collaboration and cooperation 
with involvement of local community, as a 
basis for sustainable rural development.  
 

Even though rural tourism has the po-
tential to be one of the most effective tools 
of regional development, it is has not 
grown up to the expectations so far.  De-
velopments in a fast changing internation-
al scenario continue to throw into stark 
relief the necessity to re-think rural devel-
opment policies. Globalization, changes in 
the public financing of the agriculture sec-
tor and the emergence of important non-
farm niche markets put rural regions in 
direct competition confronting them with 
threats and opportunities that require new 
policy instruments and skills at the nation-
al and sub-national level. Changes do not 
affect only markets and economic actors 
but question the role of institutions, pri-
vate actors and the civil society in rural 
development. Moreover, processes of ad-
ministrative, political and fiscal decentral-
ization put more emphasis on the capacity 
of local actors and renewed horizontal and 
vertical relations. That is why we believe 
that with further research more useful pol-
icies will grow up in  the  future.  This  
 

new policies will use the right indicators 
to analyse the sustainability of rural tour-
ism  
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ABSTRACT 

 
Under the influence of globalization, many traditional local industries are coming 

under pressure to transform themselves, especially in newly industrialized countries like 
Taiwan. An example can be found in Baihe, Taiwan’s first instance of large-scale state 
intervention in transitioning the local economy from agriculture to tourism. Beginning in 
1996, Baihe began to stage an annual festival focused on a key local agricultural 
product – lotuses. At the start of the program, Baihe attracted significant tourism traffic, 
with annual visitors peaking at 700,000 in 2006, bringing in revenue of NT$400 million 
(US$ 13 million). However, the annual number of visitors has gradually declined since 
then. Why has it become so difficult to develop sustainable tourism in Baihe? Why are 
local residents unable to build on the government-promoted mass tourism model? Results 
of a multi-year investigation that show tourism development places inadequate emphasis 
on local conditions, is unable to take complete advantage of unique local features. At the 
same time, unempowered local communities do not develop the knowledge and skills 
required for tourism development. Tourism development based on one specific industry 
fails to fully present local attractions and is easily duplicated elsewhere. This type of 
forceful, state-led tourism development results in environmental, social, and economic 
costs which far outweigh the benefits, making it very difficult to meet Hall’s (1998) 
framework for sustainable tourism development. Nevertheless, the process of developing 
the Baihe Lotus Festival and the unintentional establishment of community networks has 
contributed to the accumulation of social capital and is worthy of further study. 
 
Key words: Governance, locality, lotus-based event, sustainable tourism, place 
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INTRODUCTION 
 

The sweep of globalization has had 
varying effects on localities around the 
world, and yet these localities are 
increasing in their values (Harvey, 1990). 
Soros (1998) and Back (2000) argue that 
peripheral areas will bear the brunt of 
change from global influences. Taiwan, a 
newly industrialized country, entered the 
WTO in 2002. Subsequently, traditional 
industries were beset by a wave of new 
challenges; especially those located at the 
periphery of Taiwan’s spatial or social 
organization and these traditional indus- 
tries have come under great pressure to 
transform themselves, frequently through 
the development of tourism. 
 

In most cases, the transition of these 
traditional industrial areas to tourism is 
initially government-driven, and local 
communities have very little power in 
comparison with these government agen- 
cies, primarily because few places in 
Taiwan have previously faced this type of 
pressure to transform, thus the country is 
mostly left to feel its way through an 
unfamiliar process (Chen, 2004). 
 

The past twenty years in Taiwan have 
seen many noteworthy drivers of change: 
In 1987, Taiwan ended martial law, 
liberalizing a previously authoritarian 
political system, and leading to a flow- 
ering of local social force. The 1990s saw 
an increased awareness that national 
development can only become sustainable 
given a strong local sense of community 
and interdependence (Tseng, 2007). Thus, 
in 1994, Taiwan began to promote 
policies designed to foster community 
development, which gradually began to 
exert considerable influence in various 
localities (Chen, 2004). 
 

One of these localities was the Baihe 
district, with an area of  126  km2,  of  

 
Tainan City. A strong national government  
intervention elevated the local primary 
produce – lotuses – as Baihe’s primary 
tourist attraction. Beginning in 1996, an 
annual lotus-themed festival was organ- 
ized and promoted through the mass 
media, attracting a large influx of tourists. 
Sud- denly, Baihe was crowded with 
tourists, with annual visits peaking at 
700,000, and creating NT$400 million 
(US$ 13 million) worth of economic 
activity, which was completely 
unprecedented for Baihe. However, after 
five years of growth, visit- or numbers 
began to drop (see Table 2).  
 

Currently, most residents are still 
employed in lotus cultivation and only a 
few make their living through infrequent 
tourist visits. Curiously, however, most 
residents don’t miss the frenetic activity 
of the previous festival seasons, do not 
hold high expectations of future 
government-organized large-scale festival 
activities, and prefer to return to their 
original agricultural lives. This begs 
several questions. Why, despite the strong 
government- promoted transition of the 
local economy to tourism, did local 
residents develop such a low level of 
involvement (Brouglham & Butler, 1981)? 
What impact did the tourism model 
actually have on the lives of local 
residents? Moreover, seen from the 
standpoint of Hall’s (1998) more 
complete model of sustainable tourism, 
did the inappropriate actions of relevant 
stakeholders result in this development 
model being unsustainable? To address 
these questions, this study began observa- 
tion and fieldwork in Baihe in 1998, at the 
peak of the festival’s development. These 
twelve continuous years of research 
include interviews with 15 key people, 
consideration of relevant literature and 
reports, and confirmation of data 
reliability through triangulation. 
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Literature review and research 
framework  

 
The role the state should play in 

tourism development is a controversial 
issue (Veal, 2002). However, in recent 
years, as globalization exerts a growing 
impact on localities, the sustainability of 
local development models has become a 
key interest of many scholars who 
encourage increased state participation in 
tourism development but insist that the 
methods by which governments intervene 
require adjustment (Wearing & Neil, 1999; 
Holden, 2000; Jeffries, 2001; Meethan, 
2001). Veal (2002) suggests that govern- 
ment intervention should focus on pro- 
viding financing, protecting ecological 
and cultural resources, as well as appro- 
priate marketing. However, this view is 
too simplistic. Tourism development has 
many stakeholders and the type of 
government intervention should depend 
on the scale of the development, and the 
hierarchy of various government agencies 
(e.g., nation- al, regional, local scales, etc.) 
(Shaw & Williams, 1994). In the case of 
Taiwan, for many years the central 
government has supplied local govern- 
ments with subsidies, leading to local 
reliance on government assistance. While 
local governments in Taiwan have 
gradually assumed more authority and 
have taken a key role in local develop- 
ment, the effectiveness of local govern- 
ment agencies is clearly inadequate (Chao, 
1998). As a result, local governments run 
into many problems when promoting 
tourism development. 
 

From the 1990s through the 2000s, 
some of Taiwan’s traditional industrial 
areas have attempted to adjust to the 
impact of globalization by transforming 
their local economies to focus on tourism, 
with government’s often promoting local 
cultural industries and staging festivals. 
These events are then promoted through 
the media to market local products  and  

promote local economic development 
(Kuo, 2007). Since 1990, the government 
began to enact the “One Town, One 
Special Characteristic” policy, but still has 
yet to establish or implement rigorous 
plans for regional differentiation. Locali- 
ties continuously imitate each other’s 
festivals, resulting in overlap, homo- 
geneity, and spatial competition between 
town (Chen, 2005: 44; Wu, 2007). 
 

Governments typically work through 
cultural organizations to sponsor festivals, 
and this has become a common method 
for promoting a transition to tourism. 
However, what is truly the most important 
attraction for a given locality? 
Swarbrooke (1995) suggests that this can 
be very difficult to determine, and the 
primary attraction could be natural 
resources, manmade objects or a type of 
service. But, if the attraction is a festival, 
it must be unique to attract potential 
visitors. This approach enables the outside 
world to assign the destination with a 
prominent identity and raise residents’ 
incomes (Ritchie, 1984:2), thus providing 
the potential for sustainable tourism. Mass 
media has long been considered to be a 
particularly effective means of promoting 
tourism opportunities and still in develop- 
ing (Gross, 1993; Torrens, 1998). It not 
only attracts outside investment and 
consumers, but it also improves the local 
image which can add to the locality’s 
competitiveness (Paddison, 1993). 
 

Tourist destinations serve a public 
service function, Prentice (1993) and Page 
et al. (2001) recommend that the public 
sector should be involved in the manage- 
ment and maintenance of tourist destina- 
tions and should continuously invest and 
innovate to ensure quality and sustain- 
ability. Moreover, a region’s attractions 
are often not limited to a single product, 
and often require a kind of “place market- 
ing”. To achieve sustainable local tourism, 
when implementing place marketing, the  
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government is needed to assist in restrict- 
ing carrying capacity, thus sacrificing 
short- term profits to achieve long-term 
sustainability (Kotler et al., 2006). 
Without these measures, local tourism 
areas could easily become overdeveloped 
and sink to the level of stereotypical 
tourist traps, creating even more negative 
impacts (Gee et al., 1997; Wearing & Neil, 
1999).Achieving sustainable local tourism 
not only requires adhering to “sustainable 
tourism” structures and principles in 
execution (e.g., Hall’s (1998) chart, see 
Figure 1), but also having clear priorities, 
such as those proposed by Aronsson 
(2000:40), such as: 1) sustainable tourism 
would not damage the environment and 
was ecologically sound; 2) largely 
consists of small-scale development and it 
based on the local community; 3) is not to 
exploit the local population; 4) and 
emphasizes cultural sustainability, retain- 
ing in its architecture and cultural 
heritage. 
 

These principles are most commonly 
discussed in the context of “community 
participation” primarily because local 
communities require a certain degree of 
autonomy from the state. When com- 
munities can construct networks of rela- 
tionships, stakeholders are more willing to 
cooperate with each other, thus allowing 
for truly effective community develop- 
ment (Putnam, 1993). However, comm- 
unity participation and local development 
require more than merely passive parti- 
cipation. Traditional community partici- 
pation methods derive their author- ity 
and resources from the government. Only 
“community empowerment” is a true 
means of achieving the goal of sustainable 
tourism (Sofield, 2003; Petric, 2007). 
Therefore, this study operates under the 
understanding that the transformation of 
traditional industries to tourism still 
requires state intervention. However, to 
achieve sustainable tourism, the method 
of intervention should  put priority  on  

 
community empowerment, providing 
community residents with greater know- 
ledge and authority to consider environ- 
mental, social and economic criteria 
before choosing a means (e.g., festivals, 
etc.) to attract tourists. Similar to the 
structure and principles proposed by Hall 
(1998) and Aronsson (2000), we see the 
transition to local tourism as an important 
indicator for the potential success of 
sustainable tourism. 
 

Analysis of forces shaping the 
tourism development of Baihe’s 
Lotus fields  

 
Tourism in Baihe is based on lotus 

cultivation. How did Baihe turn from a 
monocultural agricultural village into a 
mass tourism destination? Why did the 
government give priority to the develop- 
ment of a lotus festival? Why did Baihe’s 
tourism industry boom and then bust? The 
forces behind these developments are 
analyzed as follows: 
 

Lotuses become Baihe’s signature 
cultural product (1960s to the 
1990s). 

 
Baihe is situated in the Baihe District 

of Tainan City, and was originally an 
agricultural township (Figure 2). In 1965 
the government built a reservoir to aid 
agricultural development in Baihe. Ori- 
ginally, lotuses only grew in wild in ponds 
and only in the 1960s did farmers begin to 
cultivate them in fields (Lin, 1956). In the 
1970s, agricultural cooperatives (a type of 
association with significant government 
support) began to encourage and assist 
farmers in the professional cultivation of 
lotuses. In the 1980s the government 
liberalized agricultural imports and rice, 
which previously had been the main local 
crop, began facing international competi- 
tion, thus raising the comparative eco- 
nomic value of lotuses, which farmers 
began to alternate with their rice crops  
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(Huang, 2001:20). Starting from a few 
tens of hectares, the area under lotus 
cultivation quickly expended to nearly 
100 hectares. The expansion of these 
visually appealing lotus fields began to 
attract individual visitors up through the 
1990s when, to address shortages of 
agricultural labor, the government assisted  
local farmers in mechanizing the lotus 
harvest while, at the same time, assisting 
in  the development of subsidiary  lotus  
 

 
products. This not only promoted greater 
efficiency in lotus production, but also 
accelerated the expansion of lotus fields 
which peaked in 1999 at 460 hectares 
(Figure 3). Prior to the first Lotus Festival, 
Baihe had, with assistance from the 
government and agricultural cooperatives, 
developed a unique identity focused on 
lotus production, and the lotus flower had 
become the key marketing attraction for 
Baihe’s future development as a tourism 
destination.

 

Figure1. Principles and values of sustainable tourism (revised the ideas, Hall, 1998). 
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Figure 2.  Distribution of lotus fields in Baihe. 
 

 

Figure 3. Hectares under lotus cultivation in Baihe (Source: Baihe Township Hall, 2009). 
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Table 1. Actions and influence of various state agencies on the Baihe Festival  
      (1996-2010) 
Government 
Level Policy and Action Positive and Negative Impact on 

Tourism Development in Baihe 

Central 
Government 

1. Culture Department 
Community development 
Promoting community-based 

“cultural industries” 
Culturally innovative industries 

2. Agriculture Department 
“One Village, One Recreational 

Farm/Fish Pond” Plan 
3. Economic Department 

Scenic area commercial streets 
New urban/rural scene 
New hometown building plan 

Replicated urban construction 
styles in villages, resulting in the 
urbanization and commercialization 
of villages 

The amount of subsidies 
influenced the scale of festival 
activities, resulting in Baihe 
becoming overly reliant on the 
government 

The different operations of 
various departments resulted in 
uncoordinated action and landscape 
development 

County 
Government 

Mass media marketing 
Local public sector construction 
Promote the Baihe Lotus 

Festival as a model for industrial 
development in Tainan County 
Website construction 

Development and construction 
of scenic areas 

Establishing a Tourist Transport 
Bureau 

Created more tourist attractions 
Strengthened marketing and 

raised the visibility of Baihe 
Created a clearer tourism 

development strategy 
Created organizations dedicated 

to promoting tourism 
Raised the quality of tourism 

Township 
Government 

Sponsor various activities, 
many of which were unrelated to 
the Baihe Lotus Festival 

Establishing a Tourism Division 
Appropriating funds to subsidize 
the Lotus Festival 

Raised external awareness of the 
Baihe Lotus Festival through 
continued Festival sponsorship 

External evaluation of religious 
tourism activities was low 

Activities were poorly 
coordinated, without a consistent 
theme, resulting in poor external 
evaluations 

Agricultural 
Cooperative 

In 1995, established the 
precedent for the “Baihe Tourism 
Lotus Flower Season” 

Developed lotus-themed 
delicacies and derivative products 

Established a Lotus Flower 
Information Center 

Established the Baihe Lotus 
brand 

Only concerned with economic 
advantages to the cooperative, with 
little regard to residents’ quality of 
life 

Placed priority on the 
commoditization of Baihe’s space 
and culture 
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Impact on Baihe of government 
involvement in the Lotus Festival 
and tourism development.  

 
Local tourism development and the 

creation of tourist destinations require the 
action of certain actors, and Taiwan’s 
government has played a most prominent 
role in each instance of local tourism 
transition and development (Huang, 2008). 
To be sure, local communities and 
traditional industries will adapt to 
pressures imposed by globalization, but 
the authority and resources available to 
the state normally result in localities 
following the state’s lead (Chen, 1995; 
Wang, 1996). Over several decades of 
cultivation, lotus products became Baihe’s 
most unique feature. Thus, in 1996, when 
the national government began to promote 
the most unique features of the country 
and develop the most representative 
traditional rural industries for tourism, 
Baihe was an obvious first choice. How- 
ever, the state comprises several layers of 
government ranging from the central 
authorities through the county and 
township governments, and also includes 
state-organized agricultural associations. 
These different organizations can all be 
considered branches of the state, but each 
organization has its own operational logic 
(Chen, 1995) and is prone to acting 
differently, leading to different results in 
Baihe (Table 1). 
 

Table 1 shows that the division of 
labor between various government actors 
and their different operational logic 
resulted in inconsistent thought and action. 
The central government seemed to focus 
on policy development and funding, while 
the county government was concerned 
with construction and the development of 
marketing channels, and succeeding 
county chiefs had different priorities as 
well. This indicates that politics plays an 
important role in the development of local 

tourism. Neither the local town hall nor 
the agricultural cooperative, both agencies 
of the state, had much of a vision for local 
development, and were primarily con- 
cerned with the short-term benefits tour- 
ism could bring. This lack of a concept of 
sustainable development resulted in 
Baihe’s culture and space becoming in- 
creasingly commercialized and vulgar, 
which ran counter to the potential attract- 
ions of the lotus flowers and, in the end, 
resulted in diminishing tourist interest and 
the accelerated decline of tourism in 
Baihe. 
 

Community support including the 
formation and dis- integration of 
community net- works. 

 
With the involvement and promotion 

of state, the community not only accepted 
the Lotus Festival activities, but 
stakeholders including businesses (hotels, 
restaurants, shops, etc.) and NGOs 
(community organizations, cultural organ- 
izations, etc.) all worked more closely 
together than in the past and felt a 
stronger sense of shared purpose. 
Community networks gradually built up 
and social capital gradually accumulated. 
 

Chen (2005) pointed out that the 
degree of interaction between these 
stakeholders is different from their degree 
of support. For example, government 
actors such as the town hall and the 
agricultural cooperative frequently dis- 
agree and have different goals, with the 
town hall attracting little community trust 
and support, while several local cultural 
organizations enjoy better interaction and 
therefore enjoy higher levels of comm.- 
unity recognition. Overall, social capital 
accumulated within the community isn’t 
deep enough. Moreover, given the com- 
plete lack of community empowerment 
prior to the launch of the Lotus Festival, 
the sudden influx of tourists overwhelmed  
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the community’s weak sense of identity 
and consciousness. 
 

As other localities began to compete 
with the Lotus Festival for tourist traffic, 
the various stakeholders suddenly found 
their interests diverging and the level of 
interaction and cooperation dropped 
outside of a few local cultural, edu- 
cational and industrial organizations. This 
shows that incomplete empowerment 
resulted in what little social capital was 
accumulated from the staging of the Lotus 
Festival being squandered. 
 

Spatial competition and the 
decline of mass tourism in Baihe. 

 
At its height, tourism development in 

Baihe was threatened by spatial com- 
petition from other tourist destinations. 
The influx of tourists to Baihe attracted 
the attention of and competition from 
many other locations in Taiwan, with 
Guanyin Township in northern Taiwan 
most completely imitating Baihe’s dev- 
elopment model (Figure 2). Not only did 
they send many people to visit Baihe and 
study the operations of the Lotus Festival, 
they also brought back lotus varieties to 
transplant in Guanyin Township. In 1999, 
Guanyin Township launched the Guanyin 
Lotus Flower Season. The similarities of 
the attractions and names led to the 
widely repeated slogan of “North has 
Guanyin, South has  Beihe”.  Guanyin 

 
attracted tourists from other places in 
northern Taiwan. Especially in 2002 when 
pests decimated the Baihe lotus crop, less 
people visited Baihe than that of people 
visited Guanyin (see Table 2). Most 
tourists felt that the mass tourism 
development models of both places 
lacked depth, and both locations suffered 
a steep and simultaneous drop off in 
tourist traffic. This indicates local tourism 
development is doomed to failure if 
pursued through blind imitation, without 
innovation, creativity or consideration of 
local features. 
 

Tourism development is very difficult 
to sustain if it is undertaken to maximize 
tourist numbers and increase public works, 
while ignoring the interdependence of the 
local culture, ecology, society and 
economy (Hall, 1998). The mass tourism 
development model pursued in Baihe was 
almost entirely pushed from the top down 
by the government. In recent years, many 
factors have contributed to the drop in 
visitors to Baihe. Community empower- 
ment and traditional industries are still 
continuing in Baihe, but with a new 
emphasis on smaller-scale restored 
tourism models to achieve sustainability. 
To provide a point of reference for future 
redevelopment, this study proceeds with a 
framework of sustainable tourism that 
will investigate why the past ten years of 
tourism development in Baihe proved to 
be unsustainable.  

 
Table 2. Tourist visits to the Baihe District and Guanyin Township (10,000 visits). 
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Baihe 

District 
20 30 40 75 60 45 20 30 20 15 25 20 10 10 10 

Guanyin 

Township 
   5 15 20 30 30 25 20 12 12 12 10 8 

Note: Statistics are only available for after the launch of the Lotus Festival, with estimates provided with the assistance 
of the Baihe District and Guanyin Township local governments during 2010. 



40

International Journal of Agricultural Travel and Tourism                        ISSN: 1906-8700 
Vol. 2 (1)31-47, April, 2011    
State Intervention in Local Development: Festivals and  
Sustainable Development in Baihe, Taiwan                                               Y. W. Huang, et. al.  

 

 
The impacts of the Lotus Festival 
from a viewpoint of sustainable 
tourism  

 
The impact of tourism. 

 
Baihe launched the Lotus Festival in 

1996 with a high degree of government 
involvement. In the 15 years since, the 
resulting tourism has had a considerable  
 

impact. Some of these changes are easily 
visible, such as the number of tourists and 
hotels. Various changes have had positive 
or negative impacts of varying degree. 
This study conducted extensive interviews 
which referenced the diagrams of tourism 
impacts proposed by Broughlam & Butler 
(1981) and Mathieson & Wall (1982), 
with findings on the impact of the Lotus 
Festival summarized in Table 3. 
 

 Table 3. Impact of Lotus Festival Tourism on the Baihe District. 
 

Impact Domain Impact Description 

Economy 

Much of the economic benefit went to a few tourism-based 
businesses, with little benefit going to local farmers 
Local revenues in Baihe were hurt by external vendors competing 
with local businesses during the festival, with middlemen selling 
foreign lotus products from China and Vietnam as authentic local 
products 
Lotus growers are not very good business people, and don’t know 
how to develop derivative products. All derivative products were 
developed outside of Baihe by external agricultural cooperatives, 
leaving local farmers with little benefit 

Physical 
Environment 

The festival not only resulted in additional artificial landscaping and 
signage, but also prompted the construction of unsightly tin shacks. 
Streets were filled with vendors and lined with garbage, and the 
overall physical environment suffered 
The rapid commercialization of a simple village left tourists with a 
poor impression, and few expressed an interest in coming back  

 
 
 

Society and Culture 

The staging of the festival resulted in closer ties between some 
community residents, especially those active in cultural and 
educational activities who developed a stronger sense of attachment to 
and pride in their community. Through community empowerment 
classes, residents raised their professional knowledge and skills for 
tourism development 
Through interaction with locals, tourists gained an understanding of 
local culture, while the locals gained an understanding of consumer 
culture. Unfortunately, the products available for purchase were 
mostly imported and visitors reacted negatively to the obvious 
commercialization.  

Source: Interviews with 15 local stakeholders (2009 & 2011). 
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Table 4. The sustainable tourism development of Baihe’s Lotus Festival in the context of   
        Hall’s (1998) structure 
Goal Criteria View of tourism sustainability Evaluation 

Economics 
goals 

1. Economic benefits 
to locals and other 
stakeholders 

1. Among locals, only business people and 
related industries benefited, while benefits 
to residents were very small. 

x 

2. Economically 
viable industry 

2. An influx of foreign products hit local 
lotus producers hard, disrupted the market, 
damaging the area’s public image and 
reducing local revenue. 

x 

3. Economically 
viable business 

3. Not all tourism related businesses 
survived.  

Environmental 
and 

resource goals 

1. Maintain or 
expand biodiversity 

1. Ecological resources have not grown 
more diverse.  

2. Resource 
benefits 

2. Most environmental resources and 
benefits have accrued to a group of 
restaurants and bed & breakfast 
operators. Although lotus growers 
benefit, the benefit is reduced by lotus 
imports from China and Vietnam. 

 

. Minimal resource 
degradation 

. Environmental quality suffered from a 
proliferation of garbage and tin shacks. × 

. Acceptance of 
resource values 

. The value of core resources (i.e., lotus 
flowers) was enhanced somewhat. ○ 

. Matching supply 
and demand 

. Local conditions were still unable to meet 
the high expectations of urban tourists. × 

. Adaptive design . Though some signage and landscapes are 
now coordinated with the lotus brand, the 
overall impression people take away from 
the area is poor. 

 

. Intergenerational 
equality 

. Most environmental resources have been 
preserved, and the usage rights of the next 
generation will not be adversely affected. 

 

Social goals 

1. Community 
benefits 

1. Outsiders have benefitted at the expense 
of the community. x 

2. Participation 2. Community participation increased as a 
result of the Lotus Festival. ○ 

3. Planning 3. Planning and operations were carried out 
by a few people, without the participation 
of the majority. 

x 

4. Education 4. Some empowerment work has already 
commenced, with some local people 
securing educational and training 
opportunities, and the community’s sense 
of identity has been enhanced. 

○ 

5. Health 5. Not apparent and unbiased in people’s 
health.  

6. Employment 6. Various restaurants and B&Bs were all 
operated by local people. ○ 

7. Visitor 
Satisfaction 

7. Festival activities were developed along 
mass tourism models and provide only a 
shallow experience, leading to generally 
low levels of satisfaction. 

x 

Notes: ○: positive; : unbiased; x: negative. 
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The view from sustainable 
tourism. 

 
The question for this research is to 

determine whether, given the goal of 
long-term sustainable development, can a 
traditional industrial area transition itself 
to tourism while achieving common 
economic, social and environmental goals? 
The positive and negative impacts of the 
above-mentioned Lotus Festival provide 
some broad indications. However, the 
sustainability of these tourism develop- 
ment efforts still needs to separately 
reference Hall’s (1998) structure and be 
evaluated according to his 17 criteria 
(Figure 1 & Table 4). 
 
 Evaluation. 

 
Following Hall (1998), this study 

conducted a field investigation into 
Baihe’s lotus flower-themed festival 
(Figure 3), with results as follows. (1) 
Although the festival brought some local 
economic benefits, most of the benefits 
accrued to outsiders, and it failed to create 
a tourism multiplier effect. In addition, 
the market for the local lotus industry was 
disrupted by lotus imports from China and 
Vietnam, and local economic benefits did 
not meet expectations due to the activities 
of outsider vendors setting up shop at the 
festival. (2) In terms of the physical 
environment, although some lotus-themed 
construction and walking paths were 
created, overall environmental quality 
was disrupted by the construction of 
temporary vendors’ stalls, garbage and 
noise. (3) The expansion of community 
networks fostered a greater sense of 
identity and pride in some residents, thus 
accelerating community development. 
However, this development was not 
uniform, and improvements were found 
mostly in between residents and edu- 
cational and cultural community groups 
while the performance of public sector 

organizations was generally disappointing. 
In addition, although the interaction 
between local hosts and guests fostered 
learning and respect, the lives of lotus 
farmers were disrupted by the festival. 
The vulgar merchandise sold by some 
businesses to maximize profits was seen 
by many disappointed visitors as a crass 
commercialization of local culture. 
 

An evaluation using Hall’s (1998), 17 
criteria shows four positive criteria, six 
unbiased criteria, and seven negative 
criteria, indicating that the festival has an 
overall low theoretical value for Baihe, 
and this will certainly affect the develop- 
ment of sustainable tourism in Baihe. 
 
 
DISCUSSION 
 

The above sections describe the 
transformation of Baihe to a tourism eco- 
nomy under a model of active government 
involvement. Viewed through a frame- 
work of sustainable tourism, this case 
presents several key questions which must 
be discussed further: 
 

Model and extent of government 
involvement in tourism 
development in Baihe.  

 
From a theoretical perspective, this 

research strongly supports the significant 
role that the government plays in the 
process of transforming local tourism, but 
governments operate at different levels 
from central to local. In this case, 
transformation goals and means had not 
been clearly determined at the local level, 
nor had a complete tourism development 
plan been put in place before the 
government began promoting a large scale 
Lotus Festival through the mass media. 
This left time only for hasty and 
incomplete preparations in advance of a  
 

RESULTS AND DISCUSSIONS
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surge of tourists who ended up leaving 
unsatisfied with little intent to return. The 
negative impacts of this tourism have not 
been insignificant, and contribute to the 
this local tourism development effort 
being unsustainable. This shows that 
government action must be preceded by 
community empowerment, allowing the 
locality to first put in place a development 
blueprint and action plan. Prior to 
launching a festival to attract tourists, the 
community must unite and be able to 
come to a consensus. Only in this way can 
local tourism development achieve the 
environmental, social and economic 
sustainability envisioned by Hall (1998).  
 

Did the local community play an 
appropriate role in the develop- 
ment of the Lotus Festival? 

 
Prior to community empowerment, 

there’s no way to know how to best 
undertake a tourism transformation to 
face the effects of globalization. However, 
by the second year of the Lotus Festival, 
Baihe had already begun to develop a 
sense of its own uniqueness and a 
reluctance to rely too heavily on the 
government. However, in practice too 
many residents were expecting govern- 
ment aid and reliance on government 
assistance was quite high. More 
favorably, the third Lotus Festival in 1998 
was followed by a renewal of community 
empowerment work, raising community 
awareness that a large scale festival on its 
own would not benefit the development of 
sustainable tourism. Thus, in the past few 
years the community has largely approved 
of government reductions of subsidies and 
many are actually pleased to return to 
their former agricultural lives. The 
number of tourists has fallen but the Lotus 
Festival has left behind a considerable 
amount of basic infrastructure and 
tourism installations, providing hardware 
and software for local residents to provide 
visitors with  hospitality.  Thus,  Baihe  

 
should continue to develop this found- 
ation of community empowerment and 
execute the tourism transition, shifting the 
development focus to alternative tourism, 
including small-scale ecotourism and 
cultural tourism (Fang, 2010). 
 

Is a single local cultural industry 
enough of an attraction? 

 
Chinese people may love lotus 

flowers, but can such an attraction on its 
own be sufficiently attractive to visitors? 
Can it overcome competition from other 
tourism destinations, or damage by pests? 
In Baihe, the marketing for the festival 
primarily focused on the beauty of the 
lotus fields and lotus-themed banquets. 
This research revealed that Baihe’s 
attractions also include vast expanses of 
rural scenery, historically significant sites, 
and warm hospitality. According to Kotler 
et al. (2001), if a place wants to increase 
its attraction, it must increase its overall 
number of selling points and present a 
diversified landscape. Therefore, rather 
than focus on a single product, Baihe 
should engage in “regional marketing”. 
Baihe could develop sustainable tourism 
through adopting the three regional 
marketing strategies proposed by Kotler 
et al. (2001): 1) market an authentic 
image, 2) improve basic infrastructure, 
particularly transport systems and 3) have 
professional experts execute a sustainable 
marketing of tourism. 
 

Are festivals conducive to 
sustainable tourism? 

 
Vanaatu, an island in the South 

Pacific, presents a case in which a festival 
has contributed to more frequent 
community interaction resulting in a sense 
of community and consensus and driving 
community development. This type of 
experience is also evident in the case of 
Baihe. Community empowerment only 
began in Baihe after the third or  fourth  
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year of the festival when tourism had 
already begun to decline. Theoretically, 
community empowerment is crucial to the 
development of sustainable tourism, 
which suggests that the staging of festival 
activities is quite likely to promote local 
tourism, but whether that tourism is 
sustainable depends on the depth of and 
priority given to community empower- 
ment. 
 

From the view of a sustainable 
tourism framework, what is the 
fundamental problem for tourism 
development in Baihe? 

 
The core value of local tourism 

development or a transition to tourism lies 
in whether it can be accomplished in a 
framework of sustainable development 
and meet the criteria for such sustainable 
development. Among the many problems 
Baihe faces, the most fundamental 
problem is a lack of concern for the 
principles of sustainable development. 
For example, the central government 
failed to secure the participation of local 
residents or to give them decision making 
power. Local residents were thus unable 
to control outside vendors, prevent price 
disruptions caused by imported lotus 
products, keep commercial areas from 
becoming messy and disorderly, or ensure 
that local residents benefited equitably 
from tourism. While these are all related 
to environmental, social and economic 
factors, according to Hall’s (1998) 
“Values and Principles of Sustainable 
Tourism” (Figure 1) these problems 
stemmed from the government’s failure to 
first adequately ensure community em- 
powerment, devolvement of authority and 
community consensus. If the government 
had first engaged in community em- 
powerment, tourism would have dev- 
eloped more slowly, with residents 
exercising more authority and being better 
able to prevent many of these types of 
problems. As it was, the lack of comm-  

 
unity participation in decision-making set  
residents in competition with the agri- 
cultural cooperative. When this is com- 
bined with a lack of local autonomy and 
identity, problems are sure to result. 
 
 
CONCLUSIONS AND 
RECOMMENDATIONS 
 

In recent years, the transformation of 
traditional industrial areas in the face of 
globalization has become a serious issue. 
In the case presented by this research, 
government departments (including 
central and local government agencies) 
staged a series of 15 annual festivals 
themed on the region’s principle product – 
lotuses. However, organization and mass 
media promotion of the Lotus Festival 
began before conditions were ready and 
despite a lack of community em- 
powerment. The first few years of the 
festival managed to quickly attract a large 
number of tourists but, given a lack of a 
sense of community, the “traditional mass 
tourism” model of the festival resulted in 
negative environmental, social and 
economic impacts which far outweighed 
the positive effects. In particular, the 
distribution of resources and benefits was 
inequitable and the physical environment 
suffered considerable damage, leading to 
low satisfaction among visitors and a 
steep drop off in tourist volume. 
 

The staging of the festival 
inadvertently contributed to the accu- 
mulation of significant social capital. 
Accommodating the festival activities 
resulted in increasingly frequent 
interactions and the gradual formation of 
a sense of community, which partially 
made up for the government’s insufficient 
community empowerment efforts. Recent- 
ly, the decline of large-scale festival 
activities in Baihe have left residents with 
more spare time to reflect on the 
significance of those large-scale events.  
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Subsequently, stakeholders became more 
involved in the communication process, 
and expressed their support for returning 
to the original simplicity of rural life with 
small-scale tourism. This shows that the 
appropriateness of the timing, method and 
content of state involvement has an effect 
on the development of sustainable 
tourism. 
 

Although the state is the ultimate 
center of power and peripheral areas are 
relatively under-resourced, the state is still 
obliged to assist in local development. 
However, this type of intervention must 
be finely tuned. For example, the 
government should have first conferred 
with the residents of Baihe about tourism 
development goals and strategies. Then, 
the central government should have 
created a comprehensive development 
plan for various localities to avoid 
duplication of special attractions and 
competition. Next, local governments 
should have consolidated input from all 
stakeholders and established a platform 
for discussion and communication. 
Finally, the state exercises considerable 
control over supply and demand in the 
tourism system. For example, tourist 
attractions not focus on single features, 
but should be more diverse, offering 
visitors a richer recreational experience 
and raising the quality of service. To raise 
a tourism destination’s attractiveness and 
accessibility, the state should also ensure 
stable and sustainable transport links. 
 

Over-reliance on government sub- 
sidies reduces the incentive for local 
communities to exert themselves and 
engage in community empowerment. 
Inappropriate levels of government in- 
volvement subjects local affairs to con- 
straints imposed by the national socio- 
economic structure, under which 
conditions sustainable tourism is very 
difficult to develop. 
 

 
Finally, one must not ignore the 

control and presentation of “locality”. The  
government’s mass media promotion 
campaign to promote the Baihe Lotus 
Festival focused on lotus farms and 
agricultural products. While these 
attractions served to induce significant 
tourist visits during the first few Lotus 
Festivals, the failure to promote a more 
diverse range of attractions made it 
difficult to expand the pool of potential 
visitors beyond the original fixed target 
market. Competition from similar 
attractions elsewhere then siphoned off 
visitors from that limited pool, and the 
program’s failure can be attributed to the 
government’s failure to take local 
conditions and features into account in the 
development process.  
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ABSTRACT  
 
This study analyzes the potential and value for developing sustainable ecotourism in the 
Pescadores archipelago. Travel Cost Method (TCM) and Contingent Valuation Method 
(CVM) are applied to evaluate the recreational value and willingness-to-pay for residents 
and tourist. Empirical results show that island ecotourism generated about 
NT$249,800,130 (the benefit-cost ratio of Wang-An island is 1:2.42., and Magong island, 
Bai-Sha Ci-Mei are 1:0.34, 1:1.51 and 1:0.38 respectively). Interview results show 
residents and tourists agree that Pescadores archipelago have good geographical position 
and attracted sight-seeing resort to attract tourists. A mechanism for sustainable eco-
tourism community development is constructed for a sustainable island ecotourism 
industry, and suggestions for the sustainable development, planning and management of 
island ecotourism in the Pescadores archipelago also provided.  
 
 
Key words: Island ecotourism, Travel Cost Method, Contingent Valuation Method, 
Pescadores. 
 
 
 
INTRODUCTION  
 

Tourism industry is one of the world’s 
largest employers, accounting for about 
11% of the global labor force. In Taiwan, 
it accounts for 650,000 workers or 6.9% of 

the labor force. At a global scale, tourist 
receipts amount to US$ 640 million and 
business benefits are about US$ 454.5 
billion (WTO, 2002). The WTO also 
predicts that East Asia and the Pacific 
areas   will   become   the    second    most  
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important source of tourists in the world. 
Taiwan has shown particularly strong 
tourism growth, and marine ecotourism is 
expected to play a major role in the rapidly 
growing nature-based travel industry. 
However, marine eco-tourism resources of 
Taiwan have been underutilized due to 
insufficient tourism infrastructure and 
visitors have not been allowed to access 
many coastal areas due to military 
concerns. In recent years, the number of 
local tourists has increased with the 
majority choosing marine or island eco-
tourism for diversified recreational 
activities. The Pescadores archipelago is 
selected as a case study since it is one of 
the most important nesting areas i for 
green sea turtles and for establishing a 
marine protected area.  

 
The Pescadores located between 

Mainland China and Taiwan, and  consists  

 
of 64 islets and shorelines cover 320 
kilometers, of which 20 are inhabited and 
126.86 sq. km. (Fig. 1). Tropic of Cancer 
crosses one of its islets; Hu-Jing Yu. It is 
located in the sub-tropical monsoon 
climate zone with an annual temperature 
of 27°C. Maximum instantaneous wind 
speeds of its winter north-east monsoon 
can be faster than 22 meters per second 
(m/s), which is equivalent to the wind 
speed of an enormous typhoon. Annual 
rainfall is about 1,000 mm, which makes it 
the area with the least rainfall in Taiwan 
(Hong, 1992). The Pescadores is blessed 
with a wealth of tourism resources, 
culture, scenic spots, folk customs, historic 
sites and natural ecology exerting an 
inexhaustible allure on visitors to the 
islands. Traditionally it is known for 
fishing, shell picking, farming and 
historical sites dating 5000 years ago.  

 

 
     Figure 1. Map of the Pescadores Archipelago. 
                     Source: Google Earth (2005) http://earth.google.com/ 
 

 
With its fishery employment declining, 

younger generation keeps declining on a 
yearly basis which makes the Pescadores 
known as typical elderly islands. In 2006, 
the population was 92,201, 23% less than 

1970. Population aged 65 and over 
accounted for 14.3% of the total 
population, which higher than the average 
ratio of 8.81% in Taiwan. Recreational 
activities have brought a new opportunity  
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for the Pescadores, and lat present can be 
divided into the following 4 types:  

 Recreational fishing: net dragging, 
stone catching, stone weir fishing, shell 
picking, seaweed harvesting, night squid 
fishing, ocean platform, cage-culture 
touring, etc.  

 Dining: seafood meals, oyster roast 
among other traditional seafood meals.  

 Visiting educational facilities: 
aquariums, the Resource Ocean Hall, the 
Green Sea Turtle Conservation Hall, the 
Ecological Agriculture and the Fishery 
Zone.  

 Water Sports: water motorcycle 
rides, banana boat rides, parasailing, wave 
treading, onshore fishing, sea fishing, 
snorkeling and scuba diving.  

 
In addition, China’s tourists have 

become  a  new  growth  point,  and  more  

 
than million visitors arrived Taiwan in 
2010, and meanwhile, the Pescadores is 
one of the three most popular attractions 
(WTO, 2006). Pescadores’s location is 
advantageous to further develop island 
tourism although fishing is still the 
primary source of income of the 
Pescadores. In recent years, Cobia 
(Rachycentron canadus) became the main 
species for cage culturing in the 
Pescadores; accounting for more than a 
hundred million Taiwanese dollars, whose 
volume accounts for more than 90% of the 
total culturing volume (Fig. 2). Its unique 
geographic terrain and unpolluted waters 
make its existing fishery characteristics 
and natural landscapes very suitable for 
developing recreational fishery and eco-
tourism.  

 
 

 
 

 Figure 2. Volume and value of cage culturing in the Pescadores, 1999 to 2006.  
                 Source: Fisheries Agency.  
 
MATERIAL AND METHODS  

 
Survey and interview were conducted 

to understand tourist behavior, recreational 
values and the economic impacts resulting 
from eco-tourism by local government 
officials, corporations, fishermen, school 
teachers, researchers and on-site visitors 
from July 2002 to June 2005. A total of 
353 effective responses were obtained, 
236 residents were also surveyed on-site.  

 
A total of 438 tourists and 142 residents 
were interviewed on-site on Ci-Mei Island, 
Bai-Sha Island and Ma-Gong Island. 
Secondary data was gathered from 
previous statistical data created by the 
Penghu County Government, the 
Pescadores National Scenic Area 
Administration and the Fisheries Agency. 
The compensation variation (CV) was 
applied on the CVM. A regression model  
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was used to estimate the demand curve of  
WTA.  
 
TCM Model  

 
Recreational resources are generally 

treated as non-market assets and the 
demand function for non-market value 
was calculated theoretically using the 
TCM (Travel Cost Method) and the CVM 
(Contingent Valuation Method) methods. 
The software Statistical Package for Social 
Scientists for Windows was used to 
conduct the statistical analysis and 
included descriptive statistics and 
statistical tests. Finally, recreational 
benefits are estimated.  

 
To pursue maximized utility, the  

consumption theoretical model is as  
follows:  

 
Max U(R , E) st  Y = cR + pEE ........(1) 

 
where Y represents personal income; R is 
the number of travel times; E represents 
the consumption of other goods; c is the 
travel cost; p represents the price of E.  

 
Assuming personal preference to be 

under normal conditions, one can obtain 
the following demand function through the 
first-order condition (FOC):  

 
R = R(c , pE , Y) ...............................(2) 
 
TCM demand function consists of 

travel cost, prices of other goods and 
income. The equation of consumer surplus 
can be shown as: 
 
CS  = dc…………..…...(3) 
 
Where C0 is the actual travel cost and C1 is 
the minimized travel cost if tourists do not 
visit the recreational site anymore (R = 0). 
Individual’s WTA (Willingness to Accept) 
equation can be shown as:  

 

 
WTA = f (X , G)  .............................(4) 

 
Where X and G represent annual travel  
times and socio-economic variables (such 
as income, education, etc.) respectively.  
 
The definition and expected results of each 
variable are as follows:  
 
(1) Q represents the annual number of 

times that the interviewees visited the 
Pescadores: in theory, the more the 
travel times are, the lower the WTA.  

 
(2) SPEND represents the amount of 

money (NT$) that the interviewees 
spent in the Pescadores: theoretically, 
the more the money interviewees 
spend, the higher the WTA.  

 
(3) RF represents the level of importance 

the interviewees give to leisure: 
theoretically, the more important leisure 
is to the interviewees, more annual 
travel times and higher WTA is 
observed.  

 
(4) TIC represents ticket fares (NT$) the 

interviewees are willing to pay: in 
theory, the higher the WTP is, the 
higher the WTA.  

 
(5) SE represents socio-economic 
variables of the interviewees, including:  
 

i. SEX represents the gender of the 
interviewees (dummy variables: 1 
represents Male; 0 represents Female).  
ii. AGE represents the age of the 
interviewees: the older the interviewee, 
the lower the number of travel times. 
These tourists would have better ability 
in paying higher prices to improve 
recreational qualities, thus their WTA is 
expected to be higher.  
iii. EDU represents the educational 
level of the interviewees: the higher the 
educational level is, the higher the 
requirements for recreational qualities 
are     expected    to    be.    Thus,     the  

 TCM  model



52

International Journal of Agricultural Travel and Tourism               ISSN: 1906-8700 
Vol. 2 (1) 48-60, April, 2011    
Marine and Island Ecotourism in the Pescadores Archipelago, Taiwan                                       C. H. Hsu et. al. 

 
interviewees’ WTA is expected to be 
higher.  

 
iv. INC represents the interviewees’  
monthly income (thousand dollars per 
unit): the higher the income, the higher 
the requirements for recreational 
qualities are expected to be. Thus, the 
interviewees’ WTA should be higher.  

 
Survey was conducted for two 

different subject groups, one for tourists 
(438, effective return rate: 87.6%) and the 
other is local residents (142, effective 
return rate: 88.75%). The total effective 
responses were 580. (See Table1.)  

 
For tourists, males (67.81%) more 

than females (32.19%) and students are 
majority (51.14%), employees from 
agricultural, commercial and service 
industries, and housekeepers. College/ 
university education accounted for more 
than half (66.44%), average age (27.33) of 
the interviewees showed that most tourists 
who visited the Pescadores are youngsters. 
Monthly income was NT$20,315.32 per 
person with higher STD, which might be 
caused by the great number of students 
(See Table 2). For residents, mainly 
employees from agricultural, commercial 
and service industries (40.14%) and 
soldiers, polices and servants (24.65%). 
Most of them (38.03%) had received high 
school education, and average age (37.32) 
with a STD 16.95, which showed that the 
age range of residents is wider.  
 
Community Integration in Island 
Ecotourism  
 
Tourism in the developing world is 
frequently a double-edged sword; while it 
may provide a venue for communities and 
people to augment their income or 
livelihood, the majority of benefits tend to 
flow out of them. Additionally, real power 
and decision-making regularly resides 
outside of community control and 
influence (Reid and Sindiga, 1999). Most 

decisions affecting tourism communities 
are driven by the industry in concert with 
national  governments;  in   other   words,  
 
local  people  and  their  communities 
become the objects of development but not 
the subjects. This practice is not conducive 
to tourism sustainability but instead often 
leads to the deterioration and abandon- 
ment of many destinations, leaving local 
people worse off (Reid et al., 1993; 
Thomas, 1995; Mitchell, 1998; Pinel, 
1998) for a rethinking of a development 
model that would place communities at the 
center of planning and management. 
While scholars, entrepreneurs, and prac- 
titioners are beginning to understand the 
need for placing greater emphasis on 
community empowerment in tourism 
planning and implementation, little work 
has been done on the details of execution. 
This paper attempts to develop such a 
planning tool through its application in a 
socially integrated tourism community 
from the developing world. A com- 
munity’s integration may be equated with 
its empowerment (Friedmann, 1987), or 
“the ability of a community to `take 
charge’ of its development goals on an 
equitable basis” (Mitchell, 1998), and it 
implies that locals take an active and 
significant role in decision-making affect- 
ing their socioeconomic situation. Hence, 
it suggests “real” as opposed to “token” 
power (Arnstein, 1969).  
 
A community with a high level of tourism 
control and management would ideally 
have, among other characteristics, a broad-
based and open democratic struc- ture; an 
equitable and efficient decision- making 
process; a high degree of indivi- dual 
participation (including influence) in 
decision-making; and a high amount of 
local ownership (Mitchell, 1998). In 
practice, however, it is rare that all of 
these distinctions could exist for a given 
community. Still, they are useful measures 
of its attempts for integration in its 
respective tourism sector.  
 

   Community  intergration  in  island 
   ecotourism
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Table 1. Number of questionnaire responses 
Location Subject Cimei island Baisha island Magong Island Total  

 
Tourists effective 
responses 

162 133 143 438 

Residents effective 
responses 

47 53 42 142 

Total 209 186 185 580 
 
Source: This study.  
 
 
Table 2. Basic tourist information 
 
Group item Tourists Residents 
 number percentage number percentage 

Sex     
Male 297 67.81 83 58.45 
Female 141 32.19 59 41.55 
Total 438 100 142 100 

Occupation     
Students 224 51.14 30 21.13 
Soldiers, Polices and Servants 36 8.22 35 24.65 
Agricultural, Commercial and  120 27.40 57 40.14 
Service Industries      
Housekeepers  47  10.73  18  12.77  
Others  11  2.51  2  1.41  

Education     
Master/PhD  32  7.30  11 7.75  
College/University  291  66.44  48  33.80  
High School  106  24.20  54  38.03  
Junior High School  8  1.83  24  16.90  
Elementary School  1  0.23  5  3.52  
Age  27.33 

(11.64) 
20,315.32 

(24,180.00) 

37.32 
(16.95) 

38,354.55 
(28,502.88) 

Mean (STD)  
Monthly Income  
Mean (STD)  
 
Source: This study.  
Note: Number shown in the ( ) represents the STD.  
 
 

Healy (1994) observes that there is 
extensive literature on tourism and 
employment creation, but relatively few 
studies have involved rural areas affected 
by nature tourism in developing nations. 
Tourism  integration  from  a  community-   
 
 

 
based perspective takes into consideration 
social and economic benefits and issues. It 
was postulated that a community 
characterized as integrated in tourism 
decision-making would experience high 
and  relatively   dispersed   socioeconomic  
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benefits to its population. A distinction 
was made between actual and perceived 
benefits. Residents may feel that they are 
profiting in some way when in actuality 
they may be earning relatively little or no 
income from a given economic activity. 
Mitchell and Reid (2001) provides the 
framework used to explore the level of 
community integration in tourism 
planning. The basic premise of this 
framework is that this process should lead 
to positive impacts or outcomes and 
hence, satisfaction for the local residents. 
The growth of island tourism is a world-
wide phenomenon that is likely to 
continue into the twenty-first century, 
becoming one of the major economic and 
social forces of coastal nations. Problems 
associated with it are widely 
acknowledged, and the concept of 
ecotourism has arisen, in part, as a result 
of a desire to create tourism enterprises 
which are based upon the natural 
environment but which do not degrade or 
destroy it. A wide variety of opportunities 
for tourists to recreate in the sea 
environment exists, and the demand of 
community integration is considerable. 
Relevant literatures for the evaluation of 
recreational benefits and recreational 
fishery are discussed to have a more in-
depth understanding of the methods used 
in evaluating the benefits of developing 
leisure, travel and ecotourism in the 
Pescadores.  
 
 
RESULTS  

 
Tourist’s average travel days in 

Pescadores are 3.2 days and average 
expenditure about $5871.36 per person, 
and transportation is major expenses. 
34.5% of the interviewed tourists 
considered leisure activities to be “Very 
Important”. 29.3% of them had never 
heard of island tourism. Most tourists 
came from the southern part of Taiwan 
and their yearly number of trips was 1.43; 
81.52% were making  their  first trip;  the  

 
average local expense was NT$1825.92, 
and 64.5% choose revisit. Respondents’ 
average WTP for better sanitation 
facilities, more comfortable transportation 
to the island and modern lodging on 
Wang-An island was calculated to be 
NT$1091.2., and noted garbage pollution 
being the most pressing issue, while 
landscape damages ranked second. For 
Tourists and residents, “Environmental 
Condition of Public Toilets” and 
“Selection and Hygiene of Delicacies” are 
most important issues they cared. With 
respect to the activities, they are 
dissatisfied with “Sunshade Trees and 
Recreational Facilities”. Tourists also 
dissatisfied with “Low-price Consumpt- 
ion” while residents are dissatisfied with 
“Circulation Planning and Capacity of 
Parking Lots.” 47.6% of the respondents 
agreed to restrict the number of tourists in 
order to maintain recreational quality, 
while 56.6% of them supported the 
approach of charging ticket fares to restrict 
tourist numbers while tour reservations 
and travel passes were the second and 
third choices. With respect to tourists’ 
WTP, iNT$78.05 for Ci-Mei, NT$64.13 
for Bai-Sha; for Magong, residents were 
willing to pay more than Tourists for 
maintaining environmental quality for 
island tourism in the Pescadores.  

 
With respect to the WTA for tourists, 

this survey assumed that authorities 
planned to purchase tourists’ rights of 
going to the Pescadores to conduct 
recreational activities in order to maintain 
the quality of island tourism in the 
Pescadores. The WTA of tourists is higher 
than residents. A Likert-type scale was 
used to analyze the satisfaction for 
tourists, and results indicate that most 
satisfactory factors accordingly are 
uniqueness of natural landscape (73%), 
uniqueness of cultural landscape (68%), 
and overall satisfaction (49%). On the 
other hand, most unsatisfactory factors are 
hotel facilities and conditions (62%), 
water-based    activities  (48%)   and   the  
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island recreational facilities (41%). 
Among resident responses, 62.71% 
consider that the establishment of a 
reserve area and preservation center is a 
correct decision; 65.25% are unsatisfied 
with how the government carries out 
policies; 81.86% consider that if residents 
organize the reserve it wouldn’t be 
effective; 55.08% consider that the 
government accepted residents’ suggestion 
and realize it; 60.67% consider that 
residents organization of the board of 
management of reservation area, and 
participate in management project with the 
government is the ideal model.  
 
TCM Demand Function  

 
Results of the TCM demand function 

indicate that most tourists are not only 
visiting the Pescadores during the trip, so 
the significance of the TCM demand 
function is lower. Empirical results 
indicate that, at the 1% significance level, 
explanatory variables including AGE and 
TIC are significant, which show younger 
tourists’ annual travel times to the 
Pescadores are fewer and that tourists who 
care more about the quality of island 
tourism visit the Pescadores more often. 
On the other hand, at the 10% significance 
level, SPEND and EDU are significant, 
which shows that the higher the total 
expenditure, the fewer the annual travel 
times are and the higher the educational 
level, the lower the number of travel 
times. Empirical results of the TCM 
demand function, one can find that 
explanatory variables which are significant 
for Q include AGE, TIC, SPEND and 
EDU. Otherwise, the variables, RF, SEX 
and INC are not significant. The 
coefficients of RF and INC are negative; 
this means that the travel time for tourists 
with high income who prefer recreation 
fishery is less than that of other tourists. 
Variable SEX is positive and means the 
travel time for males is more than that of 
females. With the estimated coefficients 
shown   in  Table  1,  we  can   have   the  

 
recreational demand function as:  
 
Q = 1.011 – 0.00002185 SPEND – 
0.01719RF +0.00586TIC + 0.123SEX – 
0.01961AGE -0.04809EDU ..................(5)  
 
CVM Demand Function  
 
From Q, RF, AGE and EDU are all 
negatively related to the WTA. Moreover, 
empirical results show that at 1% 
significance level, the explanatory variable 
RF is significant, which indicates that the 
WTP of the interviewees who care more 
about leisure is higher. If the significance 
level is at 5%, Q and AGE becomes 
significant as well. Otherwise, variable 
EDU is not significant, but the coefficient 
is positive, which means the WTA of high 
education people is higher than others. 
With the estimated coefficients, we can 
have the WTA function as:  
 
WTA = 14465.643 – 547.088Q –  
            1140.664RF – 83.986AGE –  
           216.176EDU……………………(6) 
 
Estimated Values for Recreational 
Benefits  
 
Uses the above two functions we can then 
evaluate recreational benefits generated 
from conducting recreational activities in 
the Pescadores.  
 
a. TCM  
 
Q = 2.7686 – 0.00002185 SPEND ........(7)  
 
Assuming the minimum amount of travel 
cost to be NT$500 and the maximum 
amount of travel cost to be NT$10,000, 
the estimated recreational benefits will be 
the area between them:  
 

 
   .............................................(8) 

 
 

 TCM demand function

 CVM demand function

  Estimated   values   for   recreational 
  benefi ts
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From the above equation, one can find that 
the recreational benefits are NT$4,082.4 
per person.  
 
b. CVM  

 
This study adopts an approach which 

substitutes the mean of each variable into 
the WTA regression model to evaluate 
recreational benefits, and the value is 
NT$9,435.43 per year. According to the 
statistics, the number of people who 
visited the Penghu Visitor Center, the 
South Sea Visitor Center, and the North 
Sea Visitor Center in 2005, was 106,000, 
282,000, and 258,000 people respectively. 
According to the empirical results shown 
in the previous section, the recreational 
benefits are NT$4,082.4 per person for 
TCM. If this value is multiplied by the 
tourist number of each area, one can then 
obtain the economic benefits of the 
tourism industry in 2005 for Magong, Ci-
Mei and Bai-Sha, which are NT$1.28 
million, NT$3.34 million, and NT$2.267 
million respectively. From the estimated 
values obtained by CVM, the economic 
benefits of the tourism industry for 
Magong, Ci-Mei and Bai-Sha are NT$ 
1,581.2 thousand, NT$4,213.7 thousand 
and NT$3,864.8 thousand respectively. In 
2003 and 2004, the government invested 
NT$3.75, 2.20 and 5.95 million in 
Magong’s culture zone, Bai-Sha Island’s 
lilac fish production area and Ci-Mei 
Island’s culture zone respectively for the 
development of island tourism. The 
benefit-cost ratios are 1:0.34, 1:1.51 and 
1:0.38. In 2005, the government invested 
NT$100,000 thousand to build the Green 
Sea Turtle Conservation Center on the 
Wang-An Island the benefit-cost ratio is 
1:2.42. In conclusion, the development of 
island tourism in the Pescadores has 
created economic benefits worth 
NT$1,280.8 thousand, NT$3,343.4 
thousand, NT$2,266.3 thousand and 
242,909.63 thousand for Magong, Ci-Mei 
and Bai-Sha and Wang-An respectively. 
Not only does this development provide a  

 
recreational area for the public, but it also 
offers opportunities of transformation and 
upgrading for local businesses.  

 
According to survey an interview 

results, a mechanism for sustainable Eco-
Tourism Community Development is 
constructed as Figure 3. Referring to 
Pomeroy (1995), community-based 
resource management (CBRM) and co- 
management for the sustainable govern- 
ance of coastal fisheries are opportunities 
and problems for revitalizing community- 
based fisheries management systems and 
integrating these systems into contem- 
porary fisheries management. Including 
the role of comanagement system and 
community-based management, Island 
ecotourism developing sustainable man- 
agement will depend on community-based 
and co-management among different 
stakeholders. The main objectives of 
developing this framework are to explore 
and describe power relationships, public 
unity, and collective awareness of island 
ecotourism opportunities and management 
in eco-tourism community, and detail 
discussion as followings:  

 
The first stage of Pescadores 

archipelago to develop an eco-tourism is 
community integration, and it consist three 
distinct factors; government, community, 
and researchers, which linked to three 
critical parameters: community awareness, 
community unity, and power or control 
relationships. Government roles include: 
stipulating eco-tourism policies and 
management, offering relevant facilities 
and education, construction and 
improvement of traffic facilities, as well as 
draft financing and training programs. 
Residents of the community should 
display willingness to integrate with the 
tourist activities, take an active role in 
decision-making, and show hospitality. 
Academics and researchers should provide 
good data and information for sustainable 
management and policy design. With these 
three parties operation and comanagement,  
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output of collective awareness can assist to 
the policy making and after implemented, 
opinions of people feedback to the 
political formation system again.  

 
Second stage of developing eco-

tourism at Pescadores archipelago is 
community planning, which include 
hardware and software build up, such as 
traffic design, board and lodging design, 
environmental education design etc. 
Recently, while Pescadores government 
encourages and welcome outside entre- 
preneurs to invest at the eco-tourism 
industry in order to stimulate the local  
 

 
economy, however, results are not quite 
successful. Through the interview and in-
depth discuss with local people and 
government officers, we found the key 
factor is without community peoples’ 
participation in the planning. Follow this 
top-down process, most invest planning in 
these community tourism ends up without 
community peoples’ involvement. Based 
on these found, we believe that one of the 
key success factor to invest in island 
community’s is consensus and 
participation of community people, and 
investors from outside need involve in 
local affairs.  
  

 

 
Figure 3. Framework for Ecotourism Community Integration. 

Source: this study.  
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The final stage is impacts evaluation, 

which can be divided into economic, 
social and environmental measurements. 
Useful economic measures as evidence 
include employment, revenues, ownership, 
and profitability among the community 
people. Types of employment for 
community residents is important, as well 
as the distribution of ecotourism generated 
employment and income within 
Pescadores archipelago. As for social 
measures, perceptions and attitudes 
towards the local eco-tourism industry and 
perceived community or individual 
participation should be enhanced with 
community integration. Attitudinal 
responses of local residents, industry 
players, and tourists alike for a given 
destination area can be measured over 
time. Finally, environmental measures 
should be considered based the concept of 
sustainability in terms of ecology and 
economic value among tourists, local 
people and society, when they involving 
natural environment.  
 
 
DISCUSSION  

 
The Pescadores, with a unique 

geographic terrain in southern Taiwan, 
unpolluted ocean, unique fishery 
characteristics and natural landscapes is 
very suitable for developing recreational 
fishery. Results of this study nonetheless, 
indicate that the fishing industry is still the 
main source of income for the Pescadores. 
However, according to the analysis of the 
Current Developments in Island 
Ecotourism in the Pescadores and the 
World Travel and Tourism Council 
(WTTC) data, Mainland China’s 
elimination of limitations for her people to 
travel abroad has brought new 
opportunities for the world’s travel 
market. Meanwhile, the Pescadores is also 
one of the most popular attractions in 
Taiwan that Mainlanders aspire to visit. 
The Pescadores is situated right in the 
middle   of   the   Mainland   China    and  

 
Taiwan. Thus, it certainly has location 
advantages to develop island tourism in 
the future. Considering these factors and 
the slow growth of the fishing industry, 
eco-tourism has a prospect for the 
Pescadores.  

 
This paper notes that the key point to 

the success of developing island 
ecotourism is community integration and 
residents’ consensus. A case in point was 
the Green Sea Turtle Protection Zone. 
This protection zone was first seen in the 
Wang-An Township in 1990. However, 
during its development process, some 
people were unsatisfied with the idea. This 
suggests insufficient community 
consultation during the process. Thus, we 
used in-depth interviews and suggestions 
proposed by experts and scholars to 
construct an ideal decision-making model 
for the development of communities. This 
model can also be used as reference for 
establishing protection zones in the future. 
Based on previous research studies 
(Chuang et al., 1999a, 1999b; Hsu et al., 
2005), preliminary observations at the 
Pescadores archipelago, and in-depth 
discussions with local community people 
(the Wang-An island Cimei island, Baisha 
island and Magong island), proper 
consultation require the incorporation of 
three distinct stages: integration, planning, 
and impacts assessment. Thus, the key 
point to the success of developing Island 
ecotourism is community integration and 
residents’ consensus. To build an eco-
tourism enterprise, we recommend using a 
community-based enterprise to ensure 
sustainable and profitable ecotourism 
products for local residents. The ideal 
model for eco-tourism community 
integration suggested in this study 
includes three stages: first eco-tourism 
community integration, followed by the 
eco-tourism planning process, and finally 
the provision of measurable results. 
Empirical economic benefits results 
indicate that there is great economic 
potential for developing island ecotourism  

  DISCUSSIONS
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in the Pescadores. Finally, this study 
recommends that the government 
establishes an advisory board for cage 
culturing and a Tourism Advisory Board 
for professional guidance for planners and 
managers. These advisory boards would 
serve as an intermediary between the 
tourism stakeholders and cage culture 
stakeholders and the government. These 
boards would advise the government on 
the sustainable development of island 
ecotourism that will benefit the islands and 
will serve at the government’s best 
interest. Advisory board members must 
include scholars, government 
representatives, hoteliers, a tour guide 
representative, the private sector, the 
travel agency, cage culture workers, 
among other relevant stakeholders. To 
build an eco-tourism enterprise in the near 
future, we recommend using a 
community-based enterprise to ensure a 
sustainable and profitable eco-tourism 
venture for local residents. These 
recommendations are offered to the 
government for decision making and 
support in setting up future ecotourism 
zones.  
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ABSTRACT 
 

This research had the following objectives: 1) to describe the general characteristics 
of an OTOP business for community-based tourism in the Upper Northern Thailand, 2) to 
study the effect of meeting and training on networking of OTOP business for community-
based tourism, and 3) to analyze the model of networking of OTOP business for 
community-based tourism. The sample group in this research consisted of the entrepreneur 
and members of OTOP enterprises for community-based tourism in the eight (8) Upper 
Northern provinces. Through random sampling, there were four provinces as follows: 1) 
Chiang Mai, 2) Lamphun, 3) Lampang, and 4) Maehongson.  For each province there were 
two communities representing OTOP enterprises. For each community, there were seven 
(7) representatives or participants in the meeting and training totaling 56 participants, 
including four officials representing the local government or community to give a total of 
60 trainees.   Training was held on September 6-10, 2010 at Phucome Hotel in Chiang 
Mai. Data collected were analyzed by descriptive statistics using the following methods: 
1) structured interview, 2) group discussions, 3) observation by the researcher, and 4) open 
forum for the sample group.  
 

The results of the study on general characteristics of the OTOP enterprises for 
community-based tourism in the Upper Northern provinces were generally handicrafts, 
wood carving of khantoke table, elephants, lamp shades, trays for glassware. The OTOP 
product that brought fame to each community was clothing for both women and men such 
as woven cloth, brocade, and embroidered clothing. Consumer products included the 
following: 1) fresh coffee, 2) roasted coffee, 3) mulberry tea, 4) herbs, 5) buttered banana 
chips, and 6) sweets /confection. During the meetings and training on OTOP networking  
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for community-based tourism held on September 6-10, 2010, speakers as tourism experts 
from the government and private sectors shared their knowledge and experience while 
graduate students in tourism development program served as coordinators of small groups. 
Participants of the sample group had exchange of ideas and experiences in discussions, 
brainstorming, and group presentations as well as study and visit community-based 
tourism at the Keudchang village with the Home Stay Standard certificate (2010-2012) in 
Keudchang sub-district, Maetaeng district, Chiang Mai province. Analyses of the strengths 
and weaknesses of OTOP enterprises as tourist destination in the future was done to build 
network for entrepreneurs / friends in the community, sub-district, district and province 
connections.    
 

In addition, results of the study came up with the guidelines in developing network for 
OTOP businesses for community-based tourism where the local people have participatory 
roles to develop their potentials by increasing the value of the OTOP products using local 
wisdom which is possible through networking between community, sub-district, district, 
and province connections. The study found that at present the structure of networking is 
the model of table networking structure which can be further developed into wheel 
networking structure where each member of the network has the freedom of making 
decision and playing his/her specialist roles. Exchange of experiences and resources will 
be done through a coordinator or central committee that will move the OTOP business as 
tourist destination together through partnership and helping one another.   
 
Key words: Networking, community-based tourism, One Tambon One Product 
 

           
 
 
INTRODUCTION 
  

Tourism industry has been one of the 
important measures of the Thai 
government in expanding and improving 
the economy of the country and the 
Tourism Authority of Thailand (TAT) and 
other government and private sectors 
promote tourism so that foreign tourists 
who visit Thailand will also buy the 
OTOP (One Tumbon One Product) 
products. As seen in the tourism marketing 
plan of year 2009 for village tourism 
OTOP products as souvenirs and services 
from local communities to tourists should 
have quality and added value. Especially 
in Northern Thailand, OTOP products and 
services reflect the Lanna culture or their 
Classy Lanna styles that  received praises 
for their unique and outstanding designs 
(TAT: 2009). Furthermore, the Chiang 
Mai  Community Development Provincial 

Office of (2006: online) stated that starting 
2005 Chiang Mai province and its 
neighboring provinces in the North of 
Thailand have developed and established a 
model OTOP village  to cater to the 
tourists. This OTOP village will connect 
the OTOP product, culture, way of life and 
tourist destinations of the local community 
as a process allowing the village people 
and agencies have participatory roles in 
connecting the OTOP product to tourism.  
However, according to statistical records, 
there is still a big number of tourists to 
Chiang Mai who have not reached or 
experienced the OTOP village or Lanna 
art at all which Yamamoto, (2008: 3-4) 
has stated In addition, in order for the 
OTOP products especially in Chiang Mai 
to reach the tourists require the tour 
operators serving as the link between the 
tourist and the OTOP producers in the 
villages since the tour operators will bring  
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the tourists to see and buy the OTOP 
products.  

  
       Tourism industry has been developed, 
extended and supported by the 
government especially the Tourism 
Authority of Thailand (TAT) which has 
formed strategies on development 
planning, and management has also 
received big monetary budgets for all 
aspects of tourism development such as 
tourist destination and tourism services.  
Following the policies on tourism 
development of TAT and Office of 
Tourism Development, Ministry of 
Tourism and Sports which has developed 
tourist destinations linking OTOP (tourism 
village) or OTOP products with 3-5 star 
awards, also has tourism potentials, worth 
viewing production process, business 
chronicle, interesting history of the 
village, attractive atmosphere so that 
agencies supported the one village one 
product project as the main selling point 
and emphasizing it to attract tourists and 
visit tourist destination of villages.  
 

Tourism development and sustainable 
OTOP project, the government should 
form and develop internally each local 
tourist destination. When the development 
is viewed as setting from bottom to the top 
then the development meets the needs of 
the local people and networking of work 
or networking that helps follows a model 
suitable for sustainable development. 
 
 From the present status the group of 
OTOP producers in the OTOP project and 
tourism businessmen do not work together 
but working to each his own or 
independently and do not have a network. 
Since they emphasized on production 
only, they lacked diverse ways of selling 
the products which resulted to surplus of 
unsold products. Thus, the OTOP 
producers of each community worried 
how to manage that their products would 
reach the tourists and make the tourists  

 
buy the OTOP products as souvenirs to 
bring back to their home countries. 

 
The provinces in Northern Thailand 

have received support and extension from 
these tourism projects and OTOP project 
which have their own networks. These two 
important projects have received budgets 
from the government. In another way, both 
projects have the same goal that is 
emphasizing on extension, strategic 
development on production and marketing 
increasing the value of the product and 
service until the tourist destination is 
developed to generate income and 
progress to the community and uplift the 
status of living in the community by 
producing  or resource management  in the 
local community making the product with 
quality, outstanding selling feature and 
conforming to the culture of each 
community to be made famous in the 
country and in the world (Community 
Development Department, 2001:2). 
  

The different provinces in Northern 
Thailand have high tourism potentials and 
have many tourism entrepreneurs and 
Chiang Mai has Lanna cultural art unique 
and beautiful originating from the local 
wisdom of the people in the local 
community that has skillful craftsmen. 
Thus, it is very important to have a 
network between tourism businessmen and 
the OTOP producers in different provinces 
in Northern Thailand and seek a model 
network suitable and real for the product 
and services that can generate income to 
the local community and helpful and 
cooperative in working. 

 
Thus, the team of researchers 

considered conducting a study on OTOP 
business networking management for 
community-based tourism in each 
province in Northern Thailand where the 
results of this research will used in 
developing the collaborative work by 
networking among the OTOP businessmen  
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for efficient tourism and sustainable 
community development. By doing 
research on OTOP business networking  
 
management model for community-based 
tourism of the upper northern Thailand 
had the following objectives: 1) describe 
the general characteristics of OTOP 
business for tourism for community-based 
tourism in the upper northern Thailand, 2) 
study the effect of the meeting and 
training on networking of OTOP business 
for community-based tourism, and 3) 
analyze the model of networking of OTOP 
business for community-based tourism.  
  

CONCEPTUAL FRAMEWORK 
 

Networking of people or 
organizations can freely volunteer to 
exchange news and information among 
themselves or join activities together by 
setting a model or rules of structure for the 
people or members of an organization. In 
this meaning, the important thing is the 
relationships between members in the 
network should be voluntary in nature in 
joining activities and with fair and free 
exchange of ideas. And to be a member of 
the network should not affect the 
independence or identity of a person or 
organization which Ganjonrangsinon 
(2007) stated in Thailand Institute of 
Scientific and Technological Research 
(2008:163) adding that forming and 
developing a networking will make 
contacting and supporting that include an 
exchange of news and cooperation in a 
voluntary manner. Building a network 
should support and provide conveniences 
to its members by having a friendly  
 

 
relationship but respecting his or her 
independence like associating with 
/making friends with high reliability or 
dependability. Furthermore, building a 
network should not be like contacting and 
disseminating news on one side only such 
as transferring news through the media, 
sending magazines, newsletters. Tools of 
media can be used in the network but 
networking does not send newsletters to 
members only but should include an 
exchange of information or news among 
members of the network.   
  

Therefore, following the government 
policies of the Office of Tourism 
Development in each province throughout 
the country they emphasize on the 
development of OTOP products toward 
sustainability and one important part of 
tourism industry.  At present, there is 
OTOP village for tourism to attract 
tourists to visit, buy souvenirs and it can 
be seen that connecting the network 
between OTOP business for community-
based tourism (CBT) should join together 
in developing the relationships in the 
network to be real more especially in the 
process of building a network following 
the steps as: 1) knowing the necessity of 
making a network, 2) contacting with 
organization and members, 3)  building 
together a commitment, 4) developing the 
relationship, and 5) learning together after 
steps of development lead to doing 
activities together. Furthermore, the 
important thing is connecting between 
organizations which lead to having 
activities get implemented in the form of 
cooperation not competition which will 
give added value to the OTOP products 
and services for tourism. 
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Figure 1. Conceptual framework of the research 
 

 
METHODOLOGY 
 

The model of networking for OTOP 
business for community-based tourism in 
upper northern Thailand is implemented 
for communities which the Chiang Mai  
Community Development Provincial 
Office support and develop the 
communities’ handicrafts with Lanna style 
to improve the status of the community’s 
handicrafts for community-based tourism 
in eight provinces as follows: 1) Chiang 
Rai, 2) Phayao, 3) Maehongson, 4) Chiang 
Mai, 5) Lamphun, 6) Lampang, 7) Phrae, 
and 8) Nan. By cluster random sampling 
and relying upon the principle that inside a 
group of provinces there is heterogeneity 
in OTOP activities, number of members, 
and incomes as examples. However, the 

eight provinces have received the policies 
from the agencies of the Chiang Mai 
Community Development Provincial 
Office in the northern region so that there 
is homogeneity in their characteristics. 
Therefore, the researchers did probability 
random sampling on four provinces as 
follows: 1) Chiang Mai, 2) Lamphun, 3) 
Lampang, and 4) Maehongson, where 
there were two representative communities 
per province and sample group per 
community of seven individuals totaling 
56 individuals and four officers 
representing the communities in the area 
that totaled 60 individuals. A training 
/workshop on management of network on 
OTOP business for tourism during 6-10 
September 2010 was held in Chiang Mai 
Phucome Hotel in Chiang Mai province.    

 
 
  
 

OTOP business for community-
based tourism (CBT) 
characteristics 

 Name of OTOP product 
 OTOP Product details  

Procedure for establishing OTOP 
business networking management for 
CBT 

 Survey the needs of network and do 
random sampling of OTOP business  

 for CBT 
 Meet and do training/workshop for 

businessmen and members representing 
group of tourism business for CBT per 
province 

 Select representative of networking 
committee at community, sub-district, 
district, province and region levels 

 OTOP business networking structure 
management model for CBT of the 
upper northern Thailand  
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Figure 3. Pictures showing the workshops on OTOP networking of each province 

 
 

RESULTS AND DISCUSSION 
 

Network building for OTOP business 
for tourism by communities emphasizing 
on “locals” involving developing their 
potentials and allowing the OTOP product 
as local wisdom gain added value to be a 
souvenir that tourists will buy. However, 
these businesses should rely upon the 
network within the community and among 
communities or outside the community 
more. Thus, there should be different 
committees on OTOP network for tourism 
by communities in levels of sub-district, 
district, province and upper northern 
region in increasing order. Based from 
analyses among the researchers, lecturers, 
counselors, and participants to the training 
/workshop, it showed the model of 
networking structure for OTOP business 
for community-based tourism as table 
networking structure. In the meeting and 

training/workshop the researchers 
recommended to change the networking 
structure to wheel networking structure 
which should be better since each member 
of the network will have independence in 
decision making, running his/her business, 
and performing his/her roles and 
responsibilities with competence. But 
there will be an exchange of experiences 
and resources and cooperation by or 
through a coordinator or a central 
committee to move forward together.  
  

Therefore, it can be seen that the 
model of networking for OTOP business 
for community-based tourism at present 
which has loose relationship where each 
community seeks its own interest and 
faction which led to conflicts and 
competitions and ended up with selling 
OTOP products at low prices and 
contributed to one factor in devaluing the  
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Figure 2.  Meeting on OTOP networking at Chiang Mai Phucome Hotel 

  RESULTS  AND  DISCUSSIONS
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OTOP product and losing the identity of 
the community, as well as ending up with 
imitation of the OTOP product or brand. 
This is the case in a table networking 
structure. However, with a wheel 
networking structure members of the 
network have freedom in decision making 
and running the activities under the roles 
and responsibilities of each community or 
organization and yet having an exchange 
of experience and resource through the 
coordination of a central committee or a 
coordinator which conforms to 
Ganjonrangsinon, (2007) stating that in the 
Thailand Institute of Scientific and 
Technological Research (2008:163) it 
added that building and developing a 
networking will make contacting and 
supporting  have an exchange of news and 
cooperation in a voluntary manner. 
Building a network should support and 
provide conveniences to its members 
having a friendly relationship but 
respecting his or her independence like 
associating with /making friends with high 
dependability. Furthermore, building a 
network should not be like contacting and 
disseminating news on one side only like 
transferring news through the media, 
sending magazines, newsletters to 
members and this is not networking. Tools 
of media can be used in the network.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Therefore, networking does not send 
newsletters to members only but should 
have an exchange of information, news 
among members of the network. 
Therefore, in forming and developing 
networking for OTOP business for 
community-based tourism should have the 
following steps (Gaanghawong, 2003: 
251-257): 
 

1) Prepare a statement of purpose, 
2) Define goals and objective, 
3) Create and action plan, 
4) Establish ground rules and 

decision-making process, 
5) Prepare a communication plan, 

Choose an organizational structure, 
and 

6) Mobilize resources 
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RECOMMENDATIONS     

 
Results of this research led to 

technical knowledge holding to the 
theory or concept on forming and 
developing networking model of OTOP 
business for community-based tourism to 
be applied in real institutes for more 
efficiency and effectiveness and thus the 
following recommendations are 
presented: 
 

1. Administrators and officers of the 
Community Development Provincial 
Office, Tourism and Sports Provincial 
Office, and TAT Northern region 1 
including the Association of Tourism 
Businesses in four provinces in northern 
Thailand as Chiang Mai, Lamphun, 
Lampang, and Maehongson brought the 
results of this research used in policy 
making and planning for the forming and 
developing networking of OTOP 
business for community-based tourism at 
levels of sub-district, district, province as 
well as upper northern region level 
following the wheel networking 
structure. There is a need to establish a 
committee of coordinators on networking 
or a central committee and push forward 
getting benefits from the networking or 
network utilizing by opening 
opportunities for each network per group 
setting its own goals and objectives. If 
the network of each group can run its 
main roles completely then that network 
can be powerful/forceful and can impact 
to the society at a wider scale. Thus, the 
benefit of networking can serve as a 
central stage for coordinating and 
exchanging information technology and 
knowledge, campaign for resources, 
create and develop new OTOP products 
that meet the demands of the tourism 
market. 

 
2. OTOP businessmen for 

community-based tourism should keep 
networking especially on having  

 
activities always in the network group to 
keep the relationship warm among 
members of the network at sub-district, 
district, province, and region levels. 
Furthermore, the selected businessmen as 
members of the central committee should 
form the mechanism of motivating, 
seeking enough supportive resources, 
giving assistance, solving problems, and 
making future leaders of the network. 
 
Suggestions for future research 
 

1. This research on the upper 
northern Thailand where the target 
groups were the communities making 
Lanna style handicrafts to improve the 
economic status of the community for 
tourism by communities so that the 
future research should expand the area or 
cover all the regions in the country. 

 
2. Model or structure of networking 

for OTOP businesses for community-
based tourism on this research is on 
building and developing networking 
following seven steps which did not 
include evaluating the networking. 
Therefore, the future research should 
study the complete cycle include 
evaluation using key performance 
indicators as follows: 1) suitability, 2) 
legitimacy, 3) effectiveness, 4) 
efficiency, 5) continuity, and 6) 
flexibility. 
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ABSTRACT 
 

This article provides a conceptual framework derived from Porter’s generic value 
chain, for planning and developing heritage tourism as a viable economic sector of a 
destination. The suggested framework is a road map for creating heritage tourism 
experiences using a value chain modified to integrate conservation, authenticity and 
tourism value issues faced by planners and entrepreneurs when packaging tourism 
products involving heritage resources. The model acknowledges that tourism development 
utilizes factor endowments, such as natural and cultural resources and heritage, human 
resources, and capital and infrastructure resources as minimum requirements. However, in 
order to turn tourism into a showcase of heritage and culture to an economic sector, 
memorable experiences need to be created to realize economic value which is required in 
an economic sector. 
 

The resulting tourism value chain was placed in the context of tourism product as an 
event where value is delivered over certain duration. Using the value chain, several 
activities were identified that can potentially contribute to value through production and 
engagements with tourist. The activities are: Inbound logistics, Access, Operations, 
Marketing and sales, and Service. Unlike the value chain in the industrial set up, the 
proposed framework directly involves the suppliers as they engage the tourists that leads 
to personal, memorable experiences which is valued by them.  
 

The concept of creating additional value from existing heritage attractions was central 
in the analysis. Nevertheless, while commercial value is important, it was argued that 
intrinsically derived value needs to be maintained to address authenticity concerns of 
tourists at present. Conservation was also integrated in the process as an indirect activity 
required to sustain the stage for experience creation. 
 
Key words: heritage tourism, value chain analysis, experience economy 
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INTRODUCTION 

 
Economies have recognized the value 

of heritage resources as an institution of 
identity and reminder of the history its 
local people have endured and lived with. 
With the decreasing cost of travel, 
economies are now looking at the potential 
of converting their historic cities, districts, 
monuments, crafts, and traditions as 
potential tourism attractions as a means 
improve the economic welfare of the local 
population. To become a successful 
attraction, however, steps are required 
beyond conventional heritage management 
and resource collection approaches to deal 
with issues to make heritage tourism work.  
   

In the context of needed development 
paradigms for heritage tourism 
development, it is important to analyze 
potential sources of value which can 
convert heritage resources into viable 
investments that can potentially generate 
economic benefits from tourism. This 
examination is necessary since many 
planners and entrepreneurs are neglecting 
issues central to the outcome of tourism 
activities involving heritage and even the 
perspective on what a tourism product 
really is. 

 
To discuss the issues that can lead to a 

useful conceptual framework for heritage 
tourism development, this paper is divided 
into three sections: 

 A discussion on paradigms, 
definition of value, and other issues to be 
considered in transforming tourism to an 
economic sector through the delivery of 
experiences; 

 An identification of concerns when 
using heritage resources as attractions in a 
tourism economic  sector; and 

 A discussion on building valuable 
heritage experiences using the value chain 
as a conceptual model. 
 

 
TRANSFORMING TOURISM TO 
AN ECONOMIC SECTOR 

 
Tourism is a mobility-based phenol-

menon that has become a popular venue 
not only to institute the identity of a place 
but also as a driver for socio-economic 
development. From simple travels for 
trade in early history, tourism has grown 
to become a conglomeration of processes, 
activities, and outcomes of relationships 
and interactions between tourists and the 
different operating sectors (Goeldner & 
Ritchie, 2006). The resulting interactions 
have made tourism a venue for social 
exchange, supporting aspirations for 
peace, enlightenment, self-actualization, 
mutual understanding and learning (Singh, 
Timothy, & Dowling, 2003). Through 
history, tourism has been interlocked with 
trade as travel needs emerged and new 
expectations were created with each 
destination explored by tourists.  With the 
presence of enterprising individuals and 
the emerging needs of tourists during their 
visits, tourism has given rise to 
transactions and spillover businesses. As 
tourists come, the different sectors attempt 
to satisfy their needs by selling services 
and commodities hence creating a 
substantial influx of receipts to economy. 
From being a showcase of local culture 
and natural resources, tourism has offered 
the chance to create livelihood and 
generate employment for local community 
members that further led to the stimulation 
for new businesses. Eventually, economic 
gains extended from the enterprises to the 
entire economy, as tourism contributed to 
diversification and stabilization of the 
economy, increased tax base for 
governments, and heightened attraction of 
tourism-related businesses and organi-
zations seeking amenity locations (Hall & 
Lew, 2009). These impacts are compelling 
motivations for national and local govern-
ments as tourism is currently perceived to 
be a realistic development strategy parti-
cularly when destinations have interesting 
tourism attractions (Vanhove, 2005). 

  Tranforming    tourism   to   an
  economic sector

  RESULTS AND DISCUSSIONS
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Investing in tourism as a beneficial 

economic sector requires the presence of 
certain features that facilitate trade through 
the creation of a valuable tourism product. 
The basic element of tourism is its 
attractions (Vanhove, 2005). Attractions of 
a destination provide the necessary pull to 
attract tourists by stimulating their interest 
to travel (Gunn & Var, 2002). As a 
competitive resource, investing on 
attractions can be the least costly, and 
relatively unlimited, competitive advent-
age over other economic sectors, such as 
manufacturing, real estate, and mining 
which require heavy investments in 
infrastructure and working capital. From 
an economic standpoint, however, attract-
ions alone do not necessarily translate to 
the creation of tourism that generates 
economic gains. In the context of factor 
endowments, the availability of comple-
menting resources is necessary to facilitate 
the creation of a tourism product. There 
are three categories of resources identified 
by Vellas and Becherel (1995 as cited in 
Vanhove, 2005) in tourism: natural 
resources, culture and cultural heritage; 
human resources; and capital and infra-
structure resources. Human resources and 
capital and infrastructure resources are 
conveniently lodged in the industry’s 
operating sectors. These sectors which 
comprise the tourism industry are the 
following: Transportation, Entertainment, 
Food services, Adventure and Outdoor 
recreation, Attractions, Events, Travel 
trade, Accommodation, and Tourism 
services (Goeldner & Ritchie, 2006). 
When developing tourism as an economic 
sector in the context of factor endow-
ments, natural resources, culture and 
cultural heritage serve as the canvass, as 
they are already existing. Planners need 
only to worry about creating proposals and 
policies to acquire relevant tourism 
operating sectors which carry the needed 
human resources and capital and 
infrastructure resources.  

   
 

 
However, the presence of all these 

factor endowments does not necessarily 
translate to a valuable tourism product. 
Developing an economic sector entails 
satisfying what stakeholders want, 
particularly that of the customers who 
transact with the operating sectors of an 
industry. A destination may be relatively 
sophisticated or absolutely incomparable 
based on components assessed intrinsic-
cally. But when visiting a destination, 
tourists bring a collection of expectations 
and perceptions based on unique past 
experiences that may give an entirely 
different definition of a valuable tourism 
product. As the customers, the tourists 
ultimately define what the business of 
tourism is. Peter Drucker put it best when 
he stated: 
 

There is only one valid definition of a 
business purpose: to create a satisfied 
customer. It is the customer who 
determines what the business is (Drucker, 
1954 as cited in Haywood, 2000). 

 
With the availability of resources and 

potential attractions, the main issue in 
developing tourism is actually internali-
zing the benefits through creation of 
additional value (Vanhove, 2005), value 
being quality not comprised by compo-
nents of the supply end, but the perception 
defined by the tourist.  

 
To understand how additional value is 

created, the nature of production and 
consumption process for tourism exper-
iences needs to be understood. Like most 
service industries, tourism cannot be 
produced without the agreement and 
cooperation of the consumer, and the 
output is not a separate entity independent 
of the producers and consumers (Hall & 
Lew, 2009). But the tourism product is an 
experience that encompasses everything 
from the time he leaves home to the time 
he returns (Weiermair, 2006). Tourists, as 
buyers of experiences, give value to being 
engaged by what the company reveals 
over  duration  of  time  (Gilmore & Pine,  
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1999). Hence, to create the “bundle”, 
suppliers directly participate in the 
creation of a tourism experience. Going 
through the bundle will entail individual 
transactions between the tourist and the 
sectors present in the destination. For 
industrial products and services, suppliers 
will typically aim to fulfill customer needs 
within the scope of a transaction.  But in 
the context of rendering tourism product 
as experiences, the achievement of 
customer satisfaction on a transaction 
basis is inadequate as the tourism product 
has an emotional dimension that is 
integrated within engaging approaches. 
For tourists, the quality of the tourism 
product is not appreciated by the 
individual transactions of tourists with 
each supplier of resource, but rather on a 
holistic view (Randall and Senior, 1996 as 
cited in Jones & Haven-Tang, 2005) of the 
tourism product. Therefore, the quality 
perceived on a holistic view will not only 
refer to the value of categorical services 
offered in the tourism industry, such as 
hotel accommodation and food service, 
but rather on experiences which are 
intangible. 

 
Experiences are events which engage 

individuals in a personal way thereby 
making it memorable (Gilmore & Pine, 
1999). In tourism, this experience is a 
liminal one. According to Hall and Lew: 

 
Tourism is a liminal experience because 
it physically removes the participant (the 
tourist) from their normal place and 
social role, forcing them into a new place 
and an uncertain role, and then returns 
them to their normal home place with a 
new set of past experiences, memories, 
souvenirs and bragging rights (Hall & 
Lew, 2009). 

 
Hence, the tourism product can be 

looked as a package of commodities and 
services plus sensations and states the 
tourist is subjected to from the time he 
leaves his residence to the time he goes 
back.   It   includes    attributes    beyond  

 
economic transactions which are deemed 
valuable by the tourist during his stay in a 
particular destination. These attributes 
contribute value by placing tourists in a 
novel societal setup that creates new 
memories through personal engagements. 
In a study commissioned by the Canadian 
Tourism Commission (CTC), the 
organization documented certain attributes 
of valuable experiences by their tourists: 
 

 Reaching into the community 
enabling travelers to meet local people and 
participate with community activities; 

 Experiential, hands-on or 
interactive activities and ‘no cost, low 
cost’ activities; 

 Special access and behind the 
scene tours; 

 Participatory learning and 
discovery; and 

 Travel that promotes shared 
experiences with family, friends and 
fellow travelers (Canadian Tourism 
Commisssion, 2004) 

 
The above attributes comprise 

engaging, personal involvements that are 
deemed memorable and thus valuable. 
Experiences that comprise the tourism 
product may vary from one destination to 
another. Though the above list may be 
exclusive for tourists documented by CTC, 
it leads us to potential approaches with 
tourists that make tourism experiences 
memorable. 

 
Experiences occur whenever a comp-

any uses as the stage and goods as props to 
engage an individual (Gilmore & Pine, 
1999). Though natural and cultural 
resources and other factor endowments 
provide valuable inputs in developing 
tourism, the extent to which they create 
value is a different concern altogether. The 
physical surrounding and structures in 
tourism destinations will age and become 
outdated. But the decline in the value of 
intangibles is more important since it can 
cause the decline of destination attractive- 
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ness to tourists (Peters & Weiermair, 
2000). Hence, value is not solely a 
function of seemingly superior natural and 
cultural resources and the presence of 
sectors. The attractiveness of a destination 
to tourists depends on the intangibles they 
experience, these being the outcome of 
distinct service concepts and philosophies 
that adhere to the delivery of personal, 
engaging experiences. 

 
By the nature of the product, the main 

concern of the tourist, then, is not who 
owns and manages the individual sectors, 
attractions and the destination, but how 
satisfying the experiences are (Gunn & 
Var, 2002). The interaction between the 
suppliers and tourists is what matters in 
creating valuable experiences during the 
consumption period, rather than just the 
presence of attractions and tourism 
operating sectors. Hence, the delivery of 
value does not end when a transaction 
with a supplier is completed. It continues 
until the tourist is completely subjected to 
all attributes of the tour for the rest his 
stay to obtain that liminal quality. These 
observations and findings imply that the 
creation of additional value does not rest 
alone on discrete, tangible resources and 
sectors that can be acquired, but also on 
the outcome of relationships and 
interactions among the variables and the 
tourists to create satisfactory experiences 
that appeal to both the senses and emotion 
for a given physical setting. Tourism 
development that focuses on factor 
endowments alone leaves out intangible 
attributes of the product which may not be 
captured by mere acquisition and 
combination of seemingly superior 
resources.  
 

HERITAGE RESOURCES AS 
ATTRACTIONS IN A TOURISM 
ECONOMY SECTOR 

 
Heritage tourism is based on nostalgia 

for the past and the desire to experience 
diverse   cultural   landscapes   and   forms  

 
(Zeppel and Hall 1992, cited in Prideaux 
& Lee-Jaye, 1999). In heritage tourism, 
artifacts and traditions inherited from the 
past, such as buildings, objects, traditions, 
festivals, museums, and monuments, 
comprise the setting for heritage tourism 
(Prideaux & Lee-Jaye, 1999). Basically, 
heritage tourism is considered a subclass 
of cultural tourism, which covers all 
aspects of travel where people learn about 
each other’s ways of life and thought 
(Goeldner & Ritchie, 2006). Hence, 
heritage tourism has education and learn-
ing as basic component of its tourism 
product. This also has potential for attract-
ing tourists because learning is recognized 
one of the main travel motivations of 
tourists (Heritage Canada Foundation/ 
Canadian Tourism Commission, 2004).  

 
Apart from its aims and approach, 

heritage tourism may also be defined in 
terms of tourists’ motivations for going to 
the place. It is as basically a blend of 
special interest tourism and place specific 
tourism (Ashworth & Tunbridge, 2000). In 
this case, heritage tourism addresses a 
segmented ‘niche’ market, where the 
attraction is the sense of place composed 
of attributes of culture of the destination.  
Promoting heritage tourism therefore 
institutes an identity of a destination since 
the sense of place, which is distinct for a 
destination, is made known through 
tourism rather than the generic charac-
teristics of the place which is likely to 
found in other destinations as well. This is 
important to bring the destination on top 
of the minds of tourists and other people.  
Products of nations are almost indistin-
guishable from those of another, so there 
is a great need for cultural diversity to be 
encouraged (Goeldner & Ritchie, 2006) in 
order to be recognized. 

 
Developing heritage tourism as an 

economic sector has peculiarities that need 
to be considered during the planning 
process in addition to the creation of value 
and delivery of memorable experiences. In  

  Heritage  resources  as attractions
  in a tourism economy sector
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general, development must adhere to 
carefully planned policies built on balance 
sheets and profit statements, as well as 
ideals and principles of human welfare and 
happiness, along with the preservation of 
natural and cultural resources that 
attracted the visitors in the first place 
(Goeldner & Ritchie, 2006). With respect 
to creating valuable tourism experiences, 
some of the critical issues to be addressed 
in heritage tourism development are 
conservation of potential heritage attract-
ions, its value of heritage to both local 
population and the tourists, and authen-
ticity of tourism experiences.  

 
CONSERVATION OF POTENTIAL 
HERITAGE ATTRACTIONS 

 
In heritage tourism, conservation of 

cultural heritage along with promotion of a 
destination is a particular concern during 
the planning process since culture conser-
vation has value to the local population.  
Traditional culture may serve as a 
sanctuary for the local population. As 
A.H. Walle puts it, 
 

Cultural conservationists argue that 
careful attention must be given to 
preserving the dignity of people and the 
viability of cultural traditions as the 
society is transformed. Ultimately, 
traditions help people cope with the stress 
of “future shock”; where this is true, the 
traditional culture should be nurtured, not 
merely milked by tourism marketers for 
short term benefits (Walle, 1993) 

  
Organizations such as the Inter-

national Council on Monuments and Sites 
(ICOMOS) have already recognized the 
value of tourism (International Council on 
Monuments and Sites, 1993).  Unfortu-
nately, the demands of the tourism 
operating sectors may create potential 
conflicts between the desire to conserve 
and the need for development that are 
interest to tourists. Certain steps are 
suggested to integrate conservation during 
planning  and   when   tourists  visit.   One  

 
approach is to look at the welfare of the 
site so as to preserve its form and integrity 
for a long time. For example, to physically 
protect monuments belonging to World 
Heritage lists, and to ensure rich and 
meaningful visitor experience, the 
ICOMOS Committee on Cultural Tourism 
started accommodating small, manageable 
number of visitors only for a fee 
(International Council on Monuments and 
Sites, 1993). Other approaches entail 
meeting the appropriate needs of a site 
(Boniface, 1995) when including them in 
the portfolio of tourism attractions. This 
approach implies understanding the sites’ 
peculiarities, looking at a site in its full 
context, including its community, and 
economic and political background, and 
developing tourism concepts that the site 
can accommodate without reasonable 
harm, in addition to educating about a 
site’s needs and encouraging good visitor 
practice (Boniface, 1995). Advocating 
heritage interpretation and presentation 
can fulfill the desire to conserve as well as 
create interest on the part of the tourists 
(Prideaux & Lee-Jaye, 1999). 

 
INSTRINSIC AND TOURISM 
VALUE OF HERITAGE 
ATTRACTIONS 

 
In heritage tourism, artifacts and 

traditions inherited from the past, such as 
buildings, objects, traditions, festivals, 
museums, and monuments, comprise the 
setting for heritage tourism (Prideaux & 
Lee-Jaye, 1999). These are the usual 
inclusions in heritage tourism that create 
the interest to travel and provide the pull 
to attract tourists. However, the value 
attached to a heritage attraction needs to 
be distinguished between intrinsic value 
and tourism value of a heritage attraction 
to identify areas where programs can focus 
on to create additional value. The intrinsic 
value of a cultural item does not 
automatically determine its attractiveness 
to tourists (Boniface, 1995). Take the case 
of a historic city. A historic city is what is  

 Conservation       of       potential
 heritage  attactions

 Intrinsic   and    tourism    value
 of   heritage   attractions
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thought of as such by various groups of 
users upon whom not only the justification 
but also the definition must ultimately 
depend (Ashworth & Tunbridge, 2000). 
These groups comprise the local popu-
lation in a destination. Though meanings 
and the concept of sense of place have 
value in terms of distinguishing the 
destination from other places, tourists may 
not be able to comprehend these meanings 
as local people and tourists come from 
different backgrounds.  A historic city 
attribute is attached to a city as a whole, or 
a district and even a single building, where 
an important historic function occurred or 
to distinguish it to from the ‘modern’ 
districts (Ashworth & Tunbridge, 2000). 
However, what a tourist seeks in an 
attraction is a quality of “otherness”, of 
difference from what constitutes his usual, 
daily life (Boniface, 1995). Reconciling 
this with tourism as a liminal experience, 
Lew and Hall puts it, 
 

This (the liminal experience) is one of the 
motivations that people have to travel 
because it safely puts one in a state of 
disorientation, during which opportunities 
for personal, authentic and transformative 
experiences are more likely to occur than 
in one’s everyday life (Hall & Lew, 
2009) 

 
Without the quality of difference from 

the normal daily life, heritage attractions 
may not be able contribute to tourism.  It 
is therefore important to integrate the 
tourist intellectually and emotionally, 
rather than just providing physical 
integration of the customer. To do so 
requires the demystification of the 
traditional comprehension of culture to be 
able to share it (Peters & Weiermair, 
2000). 

 
In an economic sector, the definition 

of value is extended in terms of 
competitiveness, where value is the 
amount consumers are willing to pay for. 
Looking at the tourism value that can lead 
to  realizable   economic   benefits   in   an  

 
economic sector requires understanding 
the spending of tourists. In this context, 
value is measured by total revenue as a 
function of the price that a product 
commands and the units it can sell (Porter, 
1985). Various strategies are employed to 
realize this value. The Fordist view of 
tourism development was originally 
adopted in the manufacturing setting. This 
was eventually employed to tourism which 
resulted to the mass tourism phenomenon. 
Under this paradigm, destinations adhered 
to the sale of low cost, standardized 
tourism products for fast and efficient 
delivery of services to cater to more 
tourists at any point in time. In a mass 
tourism set up, cost leadership positions 
where achieved through low cost, broad 
target market strategies utilized to gain 
competitive advantage and eventually 
realize the economic benefits of tourism. 
However, this has led to unmitigated 
competition and arrivals, resulting to 
overexploitation of resources. The 
resulting experience also suffers as the 
engaging and personal approaches are 
likely to be given less importance as they 
hinder frequent delivery of events. Hence, 
the economic returns are not even 
substantial. The experience of some big 
tour companies in European countries who 
were in an overall cost leadership position 
have profit margins below the normal rate 
(Vanhove, 2005). Not only are natural and 
cultural resources depleted using this 
view, but the returns are not even 
substantial to compensate for the damage 
made in the long run.  

 
At present, a new kind of tourist market 

is emerging. Tourists are already shifting 
from active holidays to holidays as an 
experience (World Tourism Organization 
News Bulletin, 2002 as cited in Heritage 
Canada Foundation/Canadian Tourism 
Commission, 2004). For tourists from 
many developed countries in this period, 
there is now the dominance of intrinsic 
over extrinsic motivating factor, and the 
search   for   emotional  stimuli   even    in  



78

International Journal of Agricultural Travel and Tourism                  ISSN: 1906-8700 
Vol. 2 (1) 71-86, April, 2011    
Packaging Heritage Tourism: A Value Chain Approach for Creating Heritage Tourism Experiences             R. P. A. Gonzalo 

 
ordinary activities (Peters & Weiermair, 
2000). With this kind of tourist market, the 
economic returns denoted by margins are 
also promising, as experience economy 
offerings demand higher prices because 
consumers value experiences more highly 
(Gilmore & Pine, 1999). 

 
For heritage tourism, there is a 

growing emphasis placed on attempting to 
understand the living environments and 
lifestyles of ordinary people of the past, 
and to present and interpret these in an 
interesting way to convey a more complete 
historical picture (Inskeep, 1991). Hence, 
the present tourism practice is not just 
about rendering quality service but more 
on the delivery of personal, memorable 
experiences that captures “spiritual” 
attributes. This was highlighted in the 
Manila Declaration on World Tourism 
which cited the following elements to be 
given priority in tourism development: 

 
 Total fulfillment of the human 

being, 
 A constantly increasing contri-

bution to education, 
 Equality of destiny of nations, 
 The liberation of man in a spirit of 

respect for identity and dignity, and 
 The affirmation of the originality 

of cultures and respect for the moral 
heritage of peoples (Gunn & Var, 
2002). 

 
AUTHENTICITY OF TOURISM 
EXPERIENCES 

 
Authenticity as well as quality of the 

tourism experience cannot be com-
promised as today’s heritage tourists are 
more sophisticated and well-travelled than 
those of a generation ago (Heritage 
Canada Foundation/Canadian Tourism 
Commission, 2004). Not all tourists may 
be interested in authenticity but many are 
(Hall & Lew, 2009). In approaching 
authenticity, there is a need to distinguish 
between    object     authenticity      and  

 
experiential authenticity to analyze its 
effect on the success of featuring cultural 
ventures. Object authenticity is attributed 
to a product such as historical site and 
paintings, whereas experiential authenti-
city is attributed to experiences and ways 
of life (Hall & Lew, 2009). Object 
authenticity can be verified using an 
objective criteria (Hall & Lew, 2009) 
posing not much problem as approaches to 
quality and links to quality can be 
managed to comply with the objective 
criteria and ensure objective authenticity is 
maintained. However, experiential authen-
ticity is personal and subjective, 
encompassing physical and psychological 
feelings (Wang, 2000 as cited in Hall & 
Lew, 2009). Doubts on experiential 
authenticity may cause feelings of false 
and staged culture leading to unsatis-
factory tourism experiences. Some of the 
most unsuccessful cultural ventures were 
due to the following: (1) the promoter 
being either untrue to the place or to 
himself in his chosen style of product or 
promotion, and (2) the public being able to 
see or sense this (Boniface, 1995).  

 
In resolving issues of authenticity, 

particularly experiential authenticity, the focus 
of attention must shift from the objects that 
feature culture to the user and the relationship 
of the modern user to the conserved past. 
Authenticity is what and where individuals say 
it its and it is the nature and motives of the 
individuals in these context that is worth 
investigating (Ashworth & Tunbridge, 2000). 
Hence, perception and values of the place as 
perceived by the local population must prevail 
during the value creation process. 

 
The above issues have implications on 

the delivery of valuable tourism expe-
riences. Initially, the current tourism 
development paradigm must transcend 
from a service economy to an experience 
economy. In a service economy, the 
outcomes are intangible activities per-
formed for a particular client, whereas 
experience economy delivers an event that 
engages  individuals  in  a  personal   way,  

 Authenticity       of          tourism               
 experiences
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making experiences memorable (Gilmore 
& Pine, 1999). During the planning and 
value creation processes, steps must be 
taken to protect the sites and conserve the 
integrity of heritage resources to protect 
the local population. Considerations must 
also be given to protect authenticity as this 
is valued by a growing number of tourists. 
Dealing with authenticity requires specific 
approaches since the experiential dimen-
sion relies heavily on how the intrinsic 
value of heritage assets are delivered in a 
tourism experience. When addressing 
authenticity and the overall value of the 
product, planners and entrepreneurs must 
be aware that the value of a heritage 
attraction as established by its local 
population. These steps can lead to the 
preservation the attributes of a liminal 
experience valued by tourists and ensure 
that substantial economic returns are 
generated. 
 

BUILDING VALUABLE 
HERITAGE TOURISM 
EXPERIENCE 

 
Heritage attractions already draw 

crowds even before developing tourism. 
Historic cities, for example, are recipients 
of tourism flows even without any positive 
stimulation efforts (Ashworth & 
Tunbridge, 2000). Nevertheless, cultural 
items may still be imbued from outside 
with a factor of “value addedness” 
(Boniface, 1995). Using them as props for 
staging tourism experiences can add value.  
Generally, this implies emotional and 
psychological integration, beyond the 
usual sightseeing and physical sensing. 
However, when staging experiences, plan-
ners and entrepreneurs should consider 
that the delivery of experience is not just 
about entertaining customers, it is also 
about engaging them (Gilmore & Pine, 
1999). 

 
The previous discussions have broken 

down the tourism experience into 
attributes and the nature and production  

 
and consumption process to deliver it. To 
realize its form, however, the tourism 
experience needs to be broken down into 
activities that contribute in the creation of 
the product. Using the value chain 
framework can help managers understand 
how effectively and efficiently the 
activities of their organization are 
configured and coordinated (Evans, 2009). 
The value chain can help identify the 
essential attributes of a product by 
disaggregating the entity into relevant 
activities in order to identify the sources 
that contribute value (Porter, 1985). The 
value chain can also serve as a road map 
by which managers can use to realize 
objectives in a systematic manner. 
Successful service operations are those 
that are reinforced to proceed as a screen 
play which involves the use of methods to 
smoothen the service delivery process and 
behavioral standards of service personnel 
(Peters & Weiermair, 2000). The use of a 
framework can lead to a coordinated 
system of activities and resources to come 
up with planned, well-orchestrated tourism 
performances. 

 
The value chain is a collection of 

activities that are performed to design, 
produce, sell, deliver, and support a 
product (Porter, 1985). The value chain 
model can help identify the essential 
attributes of a product by disaggregating 
the entity into relevant activities in order 
to identify sources that contribute value 
(Porter, 1985). In analyzing the value 
chain, strategically distinct activities are 
isolated. Using Porter’s generic value 
chain, the activities can be divided into 
two main groups: (1) Primary activities 
that represent the discrete blocks of 
activities that create the tangible product 
bought by the tourist; and (2) Supporting 
activities that facilitate the provision of 
primary activities. Of particular signi-
ficance shall be primary activities since 
they deal with the creation of the product. 
Each primary activity can be divided into 
activities   to  increase  competitive   value  

 Building      valuable      heritage 
 tourism  experience
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(Porter, 1985): (1) Direct activities, which 
involved in creating value; (2) Indirect 
activities that make them possible to 
perform on a continuing basis; and (3) 
Quality assurance activities that ensures 
value creating activities operate on a going 
concern basis to allow continuous patron-
age and hence continuous conduct of 
direct activities. Quality assurance plays a 
significant role when using the value chain 
model to stage an experience. In staging 
tourism experiences, nothing is left to 
chance, the whole process from the first 
service encounter to the last is rehearsed 
and important strategic points of inter-
action with the customer are reinforced 
through special quality controls (Peters & 
Weiermair, 2000). 

Value chain for tourism 
experiences 

In building the value chain for 
heritage tourism experiences, conside-
rations must be made to fit value chain in 
the creation of tourism offering. Producing 
and marketing the tourism product cannot 
be stored, implying simultaneous 
production and consumption on the part of 
suppliers and tourists (Weiermair, 2006). 
Despite of this the tourism product is still 
perceived by the tourist one complete 
experience (Weiermair, 2006). Hence, a 
single dominant idea or organizing prin- 

ciple must cut across all activities. Using a 
dominant idea or organizing principle 
creates a coherent experience for guests 
(Gilmore & Pine II, 2002).  

In Porter’s generic value chain, much 
of the activities are presumed to be owned 
or significantly controlled by the company 
so a coherent product can be made. In a 
tourism set-up, the sectors of tourism 
should ideally be closely bound to obtain a 
coherent experience. However, this is not 
always true (Jones & Haven-Tang, 2005) 
as the creation of the product, from 
intermediation, distribution to final 
consumption, usually require interaction 
of different personnel categories 
(Weiermair, 2006). Hence, to manage the 
creation of experience, planners and 
entrepreneurs must understand the role of 
the suppliers, the activities they perform 
when engaging tourists, and the relation-
ship of activities in creating the tourism 
experience. Figure 1 illustrates a modified 
value chain for tourism experiences 
comprised of primary activities from 
Porter’s generic value chain. The 
framework illustrates that the tourism 
experience as an outcome, encompasses 
suppliers, supplier interaction, the acti-
vities and the tourists, which are delivered 
in a coherent manner like a screen play.  

Figure 1. Value Chain for Tourism Experiences

Supplier Supplier Supplier Supplier Supplier

Tourist

Inbound logistics Access Operations Marketing & sales Service
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SUPPLIERS 

 
Suppliers deliver specific activities in 

a value chain which are related and 
coherent so one distinct product is created. 
But to create valuable experiences, the 
suppliers themselves are relevant inputs 
since they engage the tourists during their 
stay in the destination. In addition to the 
activities assigned to contribute to value, 
suppliers are also tasked to maintain 
approaches with tourists that engage them 
in a personal way. 

 
Suppliers in a value chain can be 

grouped into basic and non-basic indus-
tries related to the tourism sector. Basic 
industries are those that bring money  

 
directly into a destination while non-basic 
industries are those that circulate money 
brought in by basic industries in the 
economy (Hall & Lew, 2009). The 
operating sectors of tourism function as 
basic industries because they bring in 
tourists and transact directly with them, 
thereby generating receipts to be spent and 
circulated in the destination. The sectors 
can be categorically assigned to the 
following value chain activities: Access, 
Operations, Marketing and sales, and 
Services. On the other hand, non-basic 
industries that supply and prepare the 
inputs of the operating sectors may be 
assigned under suppliers of inbound 
logistics activities (see Table 1). 

 
Table 1. Suppliers of Tourism Experience 
 

Inbound 
Logistics 

Access Operations Marketing 
and Sales 

Service 

NON-BASIC 
INDUSTRIES 

BASIC 
INDUSTRIES 

 Suppliers of 
operating sectors 
(i.e. retail shops, 
dry goods 
markets, laundry 
shops) 

 Transportati
on sector 

 Local 
specialists 
and 
resource 
persons 

 Food 
services 

 Adventure 
and outdoor 
recreation 

 Accommod
ation 

 Events 
 Attractions 

 Travel 
trade 

 Travel trade 
 Tourism services 
 Food services 
 Adventure and 
outdoor recreation 

 Accommodation 
 Events 
 Attractions 
 Transportation 
sector 

 Local specialists 
and resource 
persons 

 
 

VALUE CHAIN ACTIVITIES 
 

Porter’s generic value chain, 
particularly the primary activities have 
been modified and redefined to fit in the 
context of value creation of tourism 
destinations, where value is not confined 
at the enterprise level but rather on a 
destination level. By going through 
activities, value is built over duration of 
time. These activities are Inbound 

logistics, Access, Operations, Marketing 
and sales, and Service. In the context of 
delivering experiences, these are the roles 
played by certain suppliers involved in 
tourism experience creation. 
 

INBOUND LOGISTICS  
 

Inbound logistics are activities 
associated with the handling inputs and 
distributing  them  to  Operations  (Porter,  

   Suppliers

   Value chain activities

   Inbound  logistics
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1985). Its direct activities include storage 
and delivery of inputs, processing of raw 
materials, and preparation activities done 
after purchasing the inputs and prior to 
transformation to end products and 
services, which are done by the operating 
sectors. Specific examples include 
preparation of ingredients and supplies to 
food services sector, laundry services for 
accommodation sector, and supplies 
provided for travel trade. Indirect activities 
for this group of activities vary depending 
on the type of raw materials handled. 
 

Quality assurance activities are 
concerned with maintaining the quality of 
raw materials to be delivered to the 
different operating sectors such that inputs 
are attuned with the tourism experience 
being achieved. There is a tendency for 
operating sectors to assume that tourism 
service quality is all about intangible 
products (Jones & Haven-Tang, 2005) 
hence suppliers of operating sectors may 
consider not complying with material 
standards and performance measures when 
delivering to some operating sectors. To 
proceed as a screen play, this will require 
the use of methods to smoothen the 
service delivery process and behavioral 
standards of service personnel (Peters & 
Weiermair, 2000). This implies that 
quality assurance activities must pay 
attention to both tangible and intangible 
attributes of the product to comply with 
the expected inputs in a staged experience. 
For example, featuring a historic town 
known for its cuisine will require the 
tourists to taste the food the town is known 
for. However, if the raw materials for the 
food were handled inadequately, it can 
significantly affect the entire screen play 
as actors need to resolve the 
inappropriateness of the cuisine in the 
screen play.  
 

ACCESS 
 

Access activities comprise procedures 
and  approaches  that  generally  provide  

 
contact from one attraction or sector to 
another. Access may be in terms of time, 
physical access, convenience, or travel 
options for the tourists to avail the 
components of the tourism product. 
Access is often associated with the 
activities of transportation sector, such as 
air travel, cruise, and automobiles rentals. 
They may also include methods of local 
guides that lead tourists to different points 
in a walking tour, monitoring of entrance 
of tourists to certain attractions by 
gatekeepers, sharing of culture specialists 
and local resource people, and activities 
that contribute to the safety of tourists 
particularly outdoors. Other provisions of 
access that can add value are: 

 Providing opportunities for 
personal interaction with local people; 

 Giving free time and/or 
independent travel options within a group 
tour package; 

 Direct participation in unique, 
special activities; and 

 Special access to unique places and 
people that is not available to an 
independent traveler (Canadian Tourism 
Commisssion, 2004) 

 
The value of access lies on its ability 

to create connections between the tourist 
and the attractions, both at the 
geographical and experiential dimensions. 
For quality assurance, focus is hence 
placed on careful planning of means of 
transportation, increased awareness, and 
preventive measures to ensure safety. In 
increasing awareness, the sharing of 
traditional culture is of primary concern as 
the tourists and traditional populations 
come from different cultural backgrounds. 
Focus is also placed on how to demystify 
culture to provide connection between the 
tourists and local people of the destination. 
 

OPERATIONS  
 

Operations are activities associated 
with transforming inputs into tangible 
products. Operations include the activities  

   Access
   Operations
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of food services, accommodations, events, 
and adventure and outdoor recreation. 
Often, these sectors have defined direct 
and indirect activities which are 
independent of the experience being rend-
ered by a destination. Hence, problems 
may arise in coming up with a coherent 
experience for a particular destination. 
Theming can help these sectors transcend 
from a standardized service to a more 
engaging one consistent with the tourism 
experience. Theme-schemes may be 
expressed through motifs, which involve 
changing the outward appearance of 
experience such as the physical set, props, 
and behavior. For example, theme-
schemes can be applied to rooms within 
the hotel and even items within the room 
(Gilmore & Pine II, 2002). 

 
Activities under operations also cover 

the preparation of the attraction for visitors 
and conservation to maintain the heritage 
attractions. Preparations entail activities to 
set a historic city, traditions, and the local 
population for the coming of visitors. This 
is where authenticity must be handled 
carefully as attractions set the stage and 
brought to life to create tourism 
experiences.  
 

MARKETING AND SALES  
 

Marketing and sales are activities that 
induce tourists to buy, including research 
to anticipate tourists’ needs. Direct and 
indirect activities include branding, 
positioning, increasing powers of 
attraction, and research. 

 
Branding and positioning comprise 

the direct and indirect marketing and sales 
activities. Examples include positioning 
cities more positively and competitively in 
the flooded markets of locations and 
destinations by establishing brands.  To be 
a success, the brand needs to be a unique 
and identifying symbol, a trademark that 
serves to differentiate competing products, 
services and places (Paskaleva-Shapira,  

 
2007). 

 
Marketing and sales activities also 

include increasing powers of attraction. To 
do so, Boniface (1995) recommends: 

 Restoration and improved 
presentation, and redirecting strategies to 
attract different target markets; 

 Providing transport and 
communications adapted to changes in 
patterns of visiting and visitor type, taste 
and lifestyle; and 

 Theming and packaging to already 
attractive destinations. 

 
Research is a critical indirect activity 

as tourism experience creation must be 
based on consequent observation of 
tourists’ behavior or market research 
dealing with human needs, problems and 
problem solutions (Peters & Weiermair, 
2000). Heritage attractions must be 
promoted to appeal to a broader range of 
audiences. Showing it only to specialists 
or the educated art or culture lover implies 
discrimination. If tourism is to exist on a 
broad basis, development requires a 
demystification of the traditional 
comprehension of culture to enable 
sharing to others from different cultural 
backgrounds (Peters & Weiermair, 2000). 

 
When promoting sites, it is important 

not to lose the original significance of the 
culture and heritage. For example, listing 
sites make them celebrities in the process. 
Tourists come with high expectations built 
from media and publicity materials that 
project pretty images but experience may 
be ruined when visitors are not prepared 
for huge crowds, noisy surroundings, and 
other nuances that inevitably exist with the 
site (International Council on Monuments 
and Sites, 1993). 

 
One must note, however, that 

marketing can disrupt social relationships 
and thrust the local people to the 
mainstream culture (Walle, 1993). It can 
undercut peoples’ identity and self worth  

   Marketing and sales
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when local people try to suit their 
traditions with the taste of tourists. 
Marketers need to consider the impact of 
their strategies and oppose marketing 
approaches that do not deal with 
traditional people in an equitable fashion 
or if they inadequately moderate its 
negative impacts (Walle, 1993). As part of 
quality assurance activities, marketing and 
sales need to monitor the impact of 
approaches so as to preserve the integrity 
of local traditions and heritage.  
 

SERVICE 
 

Service activities enhance the value of 
the product by turning it into an event 
laden with attributes that contribute to 
creating memorable experiences. It 
encompasses all operating sectors as it can 
be performed addition to the categorical 
services provided by them. Services 
comprise activities that engage tourists in 
a powerful way. Some of these activities 
include paying attention to tourists, 
ensuring they feel welcome, safe, 
comfortable, and sometimes pampered 
(Canadian Tourism Commisssion, 2004) 
which enhance the experience by making 
it personalized hence memorable. 

 
Service activities vary depending on 

the kind of experience that the destination 
wants to offer based on the level of 
participation and extent of connection of a 
tourist to the event. In addition to 
personalized services mentioned by CTC, 
there are four experiential realms that may 
be explored as a broader way of 
organizing activities by the tourism 
destination, each varying on the said 
bases. 

 Entertainment experience is 
characterized by intensively occupying a 
person’s attention by bringing the 
experience into mind, without the person 
directly affecting the performance 
(Gilmore & Pine, 1999). Sample activity 
includes preparing ingredients in front of 
tourists  and  letting   then   give  it  a   try  

 
(Canadian Tourism Commisssion, 2004). 
 

 Educational experience is 
characterized by absorbing events 
unfolding, intensively occupying a 
person’s attention by bringing the 
experience into mind. Unlike 
entertainment, educational realm allows a 
person to be involved directly to the 
performance (Gilmore & Pine, 1999). 
Sample activities include letting tourists 
read interpretative panels at a historic site, 
cook with a chef, or become an 
archaeologist for a day (Canadian Tourism 
Commisssion, 2004). 

 Escapist experience is the polar 
opposite of pure entertainment 
experiences. Instead of bringing the 
experience into the mind, the guest is 
physically or virtually part of the 
experience. Moreover, the guest can 
directly affect or influence the 
performance (Gilmore & Pine, 1999). 
Sample activities are participation in local 
traditions and community activities where 
visitors are traditionally allowed to take 
part in the flow of the program. 

 Esthetic experiences allow 
individuals to immerse themselves and be 
physically or virtually part of the event or 
environment, but they have little or no 
effect on it, leaving it essentially 
untouched (Gilmore & Pine, 1999). 
Sample activities include allowing tourists 
walk around a historic district and 
bringing them to places where they can 
listen to flowing water and feel the breeze. 
 
 
SUMMARY 

 
The purpose of the value chain model 

is to break down value into activities that 
contribute to the creation of the satisfying 
tourism experiences. The model based on 
Porter’s generic value chain was redefined 
in the tourism setting to determine critical 
areas for coordination, identify necessary 
activities to create value considering the 
peculiarities  of   heritage   tourism,   and  

   Service

   CONCLUSIONS     AND 
   RECOMMENDATIONS
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monitor the delivery of a coherent theme 
in creating valuable heritage tourism 
experience. The approach is then 
contextualized in a stage where heritage 
attractions are in place, identifying 
considerations to be noted when holding 
tourism activities in heritage settings.  

 
Using the value chain, several 

activities were identified that can 
potentially contribute to value through 
production and engagements with tourist. 
The activities are: Inbound logistics, 
Access, Operations, Marketing and sales, 
and Service. Unlike the value chain in the 
industrial set up, the proposed framework 
directly involves the suppliers as they 
engage the tourists that leads to personal, 
memorable experiences which is valued 
by them. The concept of creating 
additional value from existing heritage 
attractions was central in the analysis. 
Nevertheless, while commercial value is 
important, it was argued that intrinsically 
derived value needs to be maintained to 
address authenticity concerns of tourists at 
present. Conservation was also integrated 
in the process as an indirect activity 
required to sustain the stage for experience 
creation. 

 
The value chain extends tourism 

planning and development beyond the 
context of factor endowments where the 
creation of tourism experience may be left 
out as a result of mere acquisition of 
identifiable and seemingly superior 
resources. Nevertheless, the model 
recognizes that factor endowments are still 
relevant as they provide the setting in 
which tourism experiences will be staged. 
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ABSTRACT 
 
 

The objectives of this research were to describe the existing elephant camps in 
Thailand for developing tourism destination, and to analyze their impact for communty 
based tourism.  The data were gathered in Keud Chang Subdistrict, Maeteng District, 
Chiang Mai Province, Thailand.  Chiang Mai is very famous for tourist attractions 
especially for natural and communty based tourism, while in Maetang especially in Keud 
Chang a lot of elephants became the main attraction of tourism.   The results showed that 
developing Elephant Camps produced both negative and positive impacts.  The negative 
impacts were more in destruction of the forest area due to over of carrying capacity, 
natureless for the elephant life, and miss-usage for forest area since the land use was not 
planned well by local community.  While positive impacts were growing faster for local 
economy and cultural excange more dynamic between local communities and visitors.  
This study concluded that elephant camp proved to be one agent of socio-economic 
change, that contributed to change in the community of Keud Chang. Environmental 
degradation and government policy are interconnected with tourism. Environmental 
degradation and government policy have made it more difficult for the villagers of Keud 
Chang to make a living in the traditional way. As a result of the development of tourism 
the villagers of Keud Chang have become more firmly integrated into the national market 
economy. Consequently, they are also becoming more integrated into the Thai nation 
state. 
 
Key words: Animal tourism,  communty based tourism, elephant camp 
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INTRODUCTION 
 

Elephants are an important part of 
Thai culture and the Thai way of life. 
They are a traditional symbol of royal 
power, an essential feature of Buddhist art 
and architecture, and a spiritual mentor for 
people of all walks of life. Elephants in 
Thailand have always been a symbol of 
both power and peace. They have always 
performed the most exacting physical 
tasks. And they have always been well 
loved. According to conservationists at the 
Elephant Nature Park in Chiang Mai, the 
Asian elephant is suffering at the hands of 
low animal welfare standards in Thailand. 
The Asian elephant is now officially listed 
as an endangered species by the World 
Wildlife Fund, with less than 4,000 
elephants now living in Thailand, and only 
an estimated 1,500 of these existing in the 
wild. The numbers have dropped 
dramatically since the beginning of the 
20th century, when over 100,000 
elephants roamed free (Hulmes, 2010). 
Most of these are at various elephant 
camps around the country where they 
learn to work in the forests and mountains 
and to entertain the hundreds of thousands 
of people who go to see them each year, 
and where they live, play and reproduce in 
a setting that is as close to the wild as 
possible.  

 
Northern Thailand is the most famous 

on elephants trekking and camp among the 
regions in Thailand, especially Chiang 
Mai province where the area is 
mountaineous.  Among many elephant 
trekkings and camps existing in this area, 
Maeteng district is the most famous 
subdistrict among the trekking places.  It 
has about eleven elephant camps and 
trekkings, and most of them are occupied 
by communities and some of those by 
private company.  They still have some 
problems in this area regarding 
development of elephant trekking and 
camps such as destruction of the natural 
resources    such   as   deforestration   both  

 
by elephant and by local community.  
Over the carrying capacity has also 
become the main cause. Therefore, this 
research aimed to identify the problems 
faced by local community in Keud Chang 
and the positive and negative 
consequences of this kind of tourism 
destination sided from the local 
community and tourist. 

 
 

METHODOLOGY 
 

The study was done by participant 
observation where the researchers as 
participant joined as individual tourists.  
By joining daily life as mahouts and host, 
the reseachers got more information from 
the mahouts and owners, tourists and 
untold information.  Study was conducted 
in elephant camps in around eight villages 
of Keud Chang subdistrict, such as Mueng 
Kued, Mae Taman, Sub Khae, Toon 
Kham, Huay namdang, Thoon Rahkhon, 
Pha Khaolam, and Pha Phujom.  The 
communities of eight villages consisted of 
several hilltribes such as Lahu, Akha, 
Lisu, Karen, Hmong and Thai people. The 
data were analyzed as descriptive 
qualitative. 

 
 

RESULTS AND DISCUSSION 
 

Keud Chang is one subdistrict in 
Maetang district, and it has eight villages, 
that consisted of about 5000 people living 
in this subdistrict. Keud Chang is rich in 
natural resources. Several tourism 
activities attractions include, namely, 
elephant riding and trekking, bamboo 
rafting along Maewang River, kanoo, 
homestays, scorpion tail boat, and the 
famous souvenir from local product.  
Aside forom the natural resources, Keud 
Chang is consisted of multi-ethnic groups 
i.e. Lahu, Akha, Lisu, Karen, Hmong, and 
Thai themselves.  Mr. Sathean is the head 
of Oboto  (subdistrict/local government) 
said that  even  though  they  have  diverse  

   RESULTS AND DISCUSSIONS
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culutres and habits but they live in 
harmony. They can join to work together 
in tourism activities.  Karen people are 
more skilled as mahouts (elephant 
controler), while other minority groups 
sell souvenirs.  

 
Elephant trekking tour is where the 

tourists learn and enjoy a beautiful and 
unspoiled nature, and the various cultures 
of tribal groups along the way by riding 
elephant. In addition, home stay is also 
another tourism activity where tourists get 
more experience and enjoyment in culture 
and the unique life styles of local people. 
The locals have stated that they were 
satisfied with all the tourism activities that 
have been operated by local community.  
Some communities serve elephant 
trekking and riding as tourism products 
which is daily life of elephant mahouts as 
tourist attraction.  The tourists stay in one 
day or a couple-days to experience as an 
elephant mahout, to maintain, feed and 
control the elephant.  Learning by doing is 
one method of how the tourists or visitors 
can feel and experience as a mahout. Sleep 
overnight in the provided homestay, feel 
like your home and do as a host is also 
interesting method offered by the owner.  
One visitor from Denmark brought his 
family and stayed within 3 months just 
wanted to learn daily activity of mahout, 
while onther tourists such as Japanese, 
Americans, and Australians just spent two 
or three days. 
 
Social Economic Change and Tourism 
 

According to the Royal Forestry 
Department of Thailand, deforestation in 
the country has become a severe problem 
over the last thirty years. In 1961, more 
than 68 million acres of land were covered 
with forest, 53 per cent of the total area of 
Thailand. In 1989 this figure was only 
35.6 million acres (28.03 percent). By 
1989 the forested area had decreased to 
27.95 per cent of the total national 
landscape. According to Leungaramsri and  

 
Rajesh (1992), this deforestation was 
caused mainly by excessive logging by 
wood processing industries. By 1989, the  
severe problem of deforestation and the 
popular movement against commercial 
logging forced the Thai government to 
implement a logging ban which amounted 
to a ‘major restraint’ on commercial 
logging. In addition to a restraint on 
commercial logging, the 1989 logging ban 
also prohibited swidden cultivation. Since 
the ban was implemented, the Karen 
villagers have not been allowed to clear 
and burn new fields for cultivation which 
resulted in shorter fallow periods for the 
existing swidden fields. As a consequence, 
the fields cannot, recover sufficiently 
between crops and their fertility has 
declined. Furthermore, the deterioration of 
their swiddens forces the villagers to burn 
vegetation which is not yet fully grown 
and the consequent shorter duration of 
burning does not kill all small pests. These 
uncontrolled pests and the decline in land 
fertility have caused a decrease in the 
yields of crucial subsistence crops. 
Switching from shifting cultivation to 
paddy cultivation - a means of cultivation 
permitted by the government – is difficult 
for the villagers because nearly all land 
suitable for paddy fields is already owned 
and in use. Neither the government nor 
international agencies have managed to 
offer alternative forms of agriculture to the 
villagers, for instance by introducing new 
crops or new agricultural techniques, in 
spite of the fact that such help has been 
offered in many other areas of Northern 
Thailand.  Another factor in the increase in 
the scarcity of the resources needed for the 
villagers' subsistence is the disappearance 
of wildlife.  

 
The only solution was to seek other 

sources of income, and this is precisely 
what has happened in Maetang. After the 
logging ban was implemented in 1989 and 
the prohibition on hunting wildlife was 
introduced the villagers started to venture 
further away from their village community  
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to trade and to work as paid laborers for 
Thai farmers. Then came tourism, another 
alternative source of income in which 
many villagers took an interest. 
 

Elephant and tourism activities’ 
impact to sustainability of 
development in the community.  

 
Elephants, like people, place a high 

value on friendship. In any elephant group 
the elephants tend to pair up and stay very 
close together with their friends. They 
have their likes and dislikes, of course, but 
in a caravan or on a trek for example, the 
mahouts have to take special care in lining 
up the elephants before departure. They 
are placed one behind the other so that 
friends are together. If an elephant is 
placed apart from his friend, he will likely 
refuse to budge and the caravan will not 
move. Elephant friendship becomes most 
obvious when the female is about ready to 
give birth. She searches out her friend and 
solicits help in delivery. This the friend 
does willingly, and even helps separate the 
placenta from the newborn baby. 

 
In the past, elephant has good mutual 

relationship with agricultural activities.  
Dung of elephant can be managed to be 
the organic fertilizer.  In the forest activity, 
elephant becomes the main transportation 
to bring wood or other heavy equipment.   
But now, dung has become the pollution of 
the air, without well managing, dung is 
just thrown away beside the house or even 
just put naturally in the land of forest, 
without any treatment. Recently, local 
community also seldom  have agriculture 
activity.  All of them have already changed 
their activity to be tourism.  Their income 
right now, rely on the tourism business.  
And yet, a lot of people from outside come 
to the area to make tourism.  They provide 
bamboo rafting, making homestay, 
cottage, and provide bicycle for rent.   

 
In turn, the mahouts, virtually all poor 

villagers, need to care for their families  

 
and thus the need for the elephants to do 
some work that generates money. One 
simple alternative to work often suggested 
would be to release all elephants back into 
the wild but the sad fact remains that while 
many domesticated elephants would 
probably survive quite well in nature, in 
Thailand (and throughout Asia) there is no 
where that is near, safe, suitable habitat 
into which to release them (Lair, 2010).  

 
Mahouts control elephants by three 

methods; commands given by voice, those 
given using an elephant prod, a stick 
ending in a blunt hook, and by applying 
pressure with the feet and legs. The prod 
might be to tap parts of the animal's body 
to indicate the angle of work, the desired 
direction to move indicated with the feet, 
and the action begun with a voice 
command.  

 
Asked to assess whether such 

activities will contribute to the sustain-
ability of their community, the respondents 
perceived a very positive impact of said 
activities to the sustainability of their 
community. From the economic and 
environmental conditions, the respondents 
felt that activities definitely contribute to 
higher productivity and income for the 
local people, providing them equitable 
access to resources and opportunities, and 
maintaining  the level of productivity of 
the community. This is in terms of the 
involvement of the local people in general, 
their continuing improvement through 
education, training and nutrition and even 
the carrying capacity of the community, 
and interestingly, the inclusion of women 
in decision-making process. 

 
On the other hand, the tourism 

activities' sustaining the community from 
the natural environmental condition was 
perceived to be negative, considering that 
the tourism activities destroy the natural 
environmental condition of the comm-
unity, create water poisoning, noise 
pollution,  and  degradation  of  soil  bio- 
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physical qualities, and bad air quality. This 
result supports Guntoro’s study (Guntoro, 
2005) that nature and physical condition of 
Ban Rummit, one tourism destination of 
elephant camp in Chiang Rai province in 
Northern Thailand, have changed 
simultaneously with this increase number 
of tourists, number of elephants and 
tourism activities, etc. 

 
Negative impacts. 

 
Naturally, elephants live in the forest. 

One can be said that the elephant 
camp/trek has become the main cause of 
forest destruction, due to the limitation of 
the area for feeding and space for 
elephants.  It can be seen that forest used 
for elephant trekking is faster to destroy 
than other forest occupied by government.  
This is not just because of elephant’s 
mistake, but the elephant owner cannot 
control their elephant, cannot feed their 
elephant and cannot maintain their 
business to be the elephant trekking/camp 
area. Local government has already 
enforced the regulation to the owner of the 
elephants, some regulations are always 
announced in every monthly meeting.  If 
this happened continually without action, 
it is no doubt that Maeteng will no longer 
become tourism destination.  Since the 
natural resources and scenery become the 
main attraction to the tourists, no more 
scenery can be seen as beautiful as the 
past, and no more forest can be seen as 
conservative life. 

 
As a Plog’s Model, tourism 

destination will decrease number of 
tourist, since the area is no longer 
interesting to the tourist.  When caused by 
natural degradation, the destination is not 
appropriate with type of tourism, and 
visitor will leave without any 
recommendation to re-visit.  

 
Actually, these problems have been 

felt by the local community, but business’ 
feeling is stronger  than  only  thinking  for  

 
the future, business today is more 
important. Therefore, it become main 
concern to the tourism activist including 
tourist agencies and academic institutions 
to make local community especially to the 
owners of the tourist destination to be 
more aware toward environmental issues.   
This study supports Guntoro’s study 
(2005) in Ban Ruammit.  The local 
community perceived that trekking 
elephants could damage the plant and 
agricultural area.  Elephants often ate 
plants around the trekking path when they 
were in hunger. 

 
Changing social status of the 
mahout and elephant owner.  

 
In the past, owner of the elephant was 

also a mahout.  The owner also become 
the mahout to control their elephant to 
command work.  But now,  at least there 
are three persons regarding the elephant 
management.  First, is the owner, secondly 
is the mahout, and thirdly is worker, 
someone who is responsible to look for 
feed.  Mahout and worker are paid by the 
owner. 

 
Power from the outsider.  

 
The trekking tour business in 

Northern Thailand is connected to the 
international tourist industry. The tourists 
who visit the hill tribes on trekking tours 
are mostly foreigners, the Thai themselves 
having little interest in going on trekking 
tours. The hotel chains, the airline 
companies and the large scale tour 
operators enjoy the strongest position in 
the tourist industry. These are owned by 
foreign transnational corporations, the 
Thai nobility, the Thai government and a 
handful of economically and politically 
powerful Thai families. They have the 
expertise and the capital to control the 
flow of tourists in Bangkok and other 
ports of entry, and to all major destinations 
within the country. Down at the provincial 
level, tourism  in Chiang Mai  is  similarly  
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structured: the tourist business in this city 
is mainly controlled by a group of 30 
powerful families who have close kinship 
and business ties with each other (Bartsch, 
1997). The next most powerful players in 
the tourist industry are the jungle tour 
operators and the guest house owners in 
Chiang Mai which offer trekking tours to 
visitors. These operators sell their tours as 
an exciting trip in the labyrinthine 
mountains inhabited by hospitable and 
colorfully costumed tribal people. The tour 
operators are dependent upon the larger 
companies described above and their 
business  is directly affected when fewer 
tourists visit Chiang Mai. Not only the 
jungle tour operators, but also the hill tribe 
people involved in the trekking tour 
business will be affected by a reduction in 
the number of tourists visiting Chiang 
Mai. The hill tribes are the least powerful 
and least influential of all the players 
involved in the tourist industry. However 
this does not mean that they are passive 
players in the game. With the means they 
have, the hill tribes try to secure as good a 
position as possible in the trekking tour 
industry. The whole structure of the 
trekking tourist industry with the hill tribes 
as the weakest players in the business and 
the large national and multinational firms 
as the strongest, corresponds with, the 
findings of Michaud (1993). 

 
Dependency model of elephant 
camp.  

 
According to model developed by 

Stephen Britton, looking at the workings 
of international tourism and the relations 
of power and dependency between its 
various sectors, Britton argues that 
businesses in underdeveloped countries 
lack capital and expertise and therefore 
rely heavily on foreign capital. Privileged 
groups in underdeveloped countries can 
take advantage of tourism at the expense 
of less privileged people. According to 
Britton, large foreign and national 
companies  use  dominant  mechanisms  to  

 
protect their interests. These dominant 
mechanisms consist of control over 
technology, expertise, bargaining power 
and product pricing and design. All 
participants at all levels of the tourist 
industry profit to a certain degree. 
However because of the dominant 
mechanisms, the large foreign and national 
companies (i.e. those at the top of the 
hierarchy) are able to extract the economic 
surplus and to accumulate capital. 
Furthermore, Britton argues that the large 
corporations control the flow of tourists to 
the various destinations in the country. 
From these destinations or resort enclaves 
the tourists make short trips into the urban 
and rural subsistence sectors for 
sightseeing, entertainment and shopping 
(Britton 1991). 

 
The jungle tour agencies and Thai 

middlemen in the elephant camp/trekking 
tour business are dependent on airline, 
train and bus companies, large tour 
operators and hotel chains. They regulate 
the flow of tourists to Thailand and to 
various destinations in the country, such as 
Chiang Mai. If the number of tourists 
visiting Chiang Mai decline, this would 
seriously affect the business of the jungle 
tour agencies, the Thai middlemen and the 
hill tribes active in tourism. A decline in 
the number of visiting tourists could occur 
for example if new tourist destinations 
were offered by the large companies to 
their clients. The supplementary activities 
on a trekking/camp tour, such as elephant 
riding and bamboo rafting, are organized 
in the main by Thai middlemen in the area 
around Keud Chang. A major part of the 
money spent by tourists on a trek flows to 
these middlemen.  It is difficult for the 
villagers of Keud Chang to find employ-
ment in the activities controlled by the 
Thai middlemen, nor do they have the 
capability to establish their own tour 
agency in Chiang Mai or, indeed, any-
where else. The people of Keud Chang can 
only earn an income from the specific 
activities    of    accommodating    tourists,  
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porter work, or selling handcrafted goods. 
And even this is not guaranteed; the tour 
guide selects a family before the villagers 
can provide accommodation for tourists 
and thereby to earn income from the most 
profitable tourist activity in the village. 
This results in a flow of profit to jungle 
tour operators and to the Thai middlemen. 
Only a very small share of the money goes 
to the villagers of Keud Chang. Since 
environmental problems have become 
worse and the Thai government has 
forbidden the traditional alternatives such 
as hunting of wildlife and clearing of land 
for swidden cultivation, it has become 
increasingly difficult for the villagers in 
Keud Chang to make a living. Hence 
tourism is a very attractive .alternative, 
although with unavoidable pitfalls. 

 
 

CONCLUSION 
 

Tourism in Keud Chang  is supple-
mentary to other household economic 
activities. It does not replace any other 
activity, and agriculture, is still regarded 
by the villagers as their most important 
economic activity. In Keud Chang only a 
few households earn a sizeable income 
from tourism. Nevertheless, it enables 
family members to earn the additional 
income they need in this time of scarcity.  

 
In this study, trekking tourism proves 

to be one agent of socio-economic change, 
one whose importance is growing, yet still 
only one among others. Other factors 
contribute to change in the community of 
Keud Chang. Environmental degradation 
and government policy are interconnected 
with tourism. Environmental degradation 
and government policy have made it more 
difficult for the villagers of Keud Chang to 
make a living in the traditional way. To 
compensate, the villagers had to find 
alternative sources of income, of which 
elephant camp tourism proved to be one. 
Trekking tourism in turn contributes to 
changing  the  village  community  further.  

 
As a result of the development of  tourism 
the villagers of Keud Chang have become 
more firmly integrated into the national 
market economy. Consequently, they are 
also becoming more integrated into the 
Thai nation state. 
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ABSTRACT 
 

Health is an ancient travel and leisure motivation that has inspired people for 
thousands of years to leave their permanent residence and visit far-away destinations. 
Although globalization trends in supply and demand also affect spa and health tourism 
which leads to the introduction of novel and exotic treatments and services, health-
oriented leisure and tourism behaviour is still considerably culture-dependent. As a 
consequence of its richness in geothermal resource, both Japan and Hungary have 
developed significant spa tourism industries, but the leisure and tourist supply and demand 
are highly different in the two countries, due to each country’s unique cultural, economic 
and natural background.  
 

Taking a qualitative approach, the paper analyses the similarities and differences 
between health tourism development in Japan and Hungary. Based on secondary literature 
research, personal observation at Japanese hot springs destinations and customer attitude 
analysis based on a mail survey carried out among 150 international visitors to Japanese 
spas, questions to be discussed also include health tourism marketing issues, and 
perceptions and attitudes of foreign and domestic visitors. In addition, the paper aims to 
identify the specific factors in Japanese and Hungarian spa tourism that may prove to be 
attractive for visitor segments in the respective countries. 
 
Key words: Health, spa tourism, onsen, Japan, Hungary 

 
        

 

INTRODUCTION 
 

Throughout the history of human 
mobility, restoring one’s health has been a 
major factor that motivates individuals to 
travel to far-away places and seek cures 
and treatments for diseases. Although  

 
global supply and demand trends also  
affect spa and health tourism around the 
world, the development of the industry is 
considerably determined by the range and 
quality of available natural resources as 
well as the socio-cultural and economic 
environment. 
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Both Japan and Hungary are listed 

among the world’s five richest countries in 
terms of thermal and medicinal resources. 
However, this richness is explained by 
different natural factors: in Japan it is the 
widespread volcanic activity that makes 
the islands of the country one of the 
world’s greatest hot spring (onsen) 
destinations (Kojima and Kawamura 
2006), while Hungary’s favorable position 
is due to the Carpathian basin’s 
particularly high geothermal gradient 
(Boldizsár, 1973). 
  

The paper is based on field research 
carried out in Japan during spring 2008, 
supported by the Japan Foundation 
Fellowship for Intellectual Research. The 
major objective of the research project was 
to explore and understand the social, 
economic and environmental aspects of 
health-oriented leisure mobility in Japan. 
The project had a theoretical as well as a 
practical approach. Despite the growing 
significance of Japan both as a country of 
origin and a destination of tourism, 
relatively little research has been 
undertaken to explore the socio-cultural 
and economic aspects of Japanese tourists’ 
behaviour, although interest in the subject 
has been growing recently (e.g. Graburn, 
1983; Creighton, 1997; Baláz and 
Mitsutake, 1998; Hendry and Raveri, 
2002; and Guichard-Anguis and Moon 
2009). Health-oriented leisure and travel 
mobility in Japan is a relatively under-
researched area, especially in the 
international literature, so an assessment 
of the factors affecting Japanese health-
oriented leisure and tourism demand – 
such as the various cultural and economic 
aspects of demand as well as the 
constraints and the push factors that 
motivate the Japanese to choose health-
oriented forms of leisure and tourism 
services – can be a valuable contribution 
to the existing tourism research literature 
(Rátz, 2009). From a practical point of 
view, the comparative assessment of the 
two countries’ respective spa tourism  

 
characteristics may help tourism decision-
makers identify service development 
opportunities that may have a favourable 
impact on tourism traffic between Japan 
and Hungary. 
 

The development of spa and health 
tourism in Japan. 

 
Bathing in hot springs has been a 

quintessentially Japanese form of leisure 
for centuries: the country’s arguably oldest 
hot spring, Dogo Onsen has a history 
stretching back over 1500 years (JNTO, 
2010). However, the attraction of onsen is 
about much more than hot water: the 
essential components of the modern onsen 
experience are nutrition, sightseeing, 
exercise and relaxation in natural 
surroundings (Seki and Heilman Brooke, 
2005). Throughout the centuries, the 
interpretation and utilization of hot springs 
in Japan has undergone significant 
changes. While during the Edo period 
(1603-1868) travelling to hot springs also 
represented a spiritual journey, partly a 
pilgrimage and partly a way to relax one’s 
mind, in the Meiji era (1868-1912) onsen 
visits became institutionalized events for 
school and company groups, with an 
emphasis on learning (Raveri, 2002). In 
the second part of the 20th century, as the 
popularity of recreation-oriented tourism 
increased, many traditional onsen were 
transformed into large-scale holiday 
resorts that are today among the most 
visited destinations in the country, offering 
outdoor and indoor communal bathing 
facilities, hotel spas, as well as private 
baths (Chartrungruang and Mitsutake, 
2007), in addition to supplementary 
services such as aromatherapy, foot and 
hand baths, and a wide range of 
restaurants and shopping facilities 
(Mansfield, 2001; and Kobayashi, 2004). 
According to the Japan Spa Association, 
the country’s 16,000 onsen get over 140 
million visits every year, which is an  
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indication of how many people, especially 
the elderly, return repeatedly (Ellis, 2004). 
 

In recent years, Japanese hot springs 
have also become a part of the modern 
medical system, although the number of 
facilities offering long-term therapy is still 
rather small, since medical insurance 
rarely covers onsen stays which tend to be 
relatively short breaks and are typically 
regarded as fun trips (Ito, 2003). However, 
the imminent ageing of the country’s 
population (Aspalter, 2007) is likely to 
increase the need for enjoyable alternative 
healthcare solutions offered by hot springs 
resorts. Onsen therapy is a type of 
alternative or complementary medicine, 
not directly curing the cause of the 
disease, but treating the body as a whole, 
and assisting in recuperation, 
rehabilitation and prevention (Rátz, 2009). 
In addition to the hot springs, the key 
elements in Japanese balneotherapy are 
gases as well as climatic and geographical 
factors (Ito 2003). An onsen's chemical 
makeup is one of the key elements of 
balneotherapy. According to the 1979 
revision of the 1948 Onsen Law, Japan’s 
hot springs are classified into nine 
categories based on water properties 
(Ueda, 2006): simple carbon-dioxide 
springs, hydrogen-carbonate springs, 
chloride springs, vitriolic springs, ferrous 
springs, sulphur springs, acidic springs, 
radioactive springs, and simple thermal 
springs with water temperature over 25ºC. 
 

The development of spa and health 
tourism in Hungary. 

 
Hungary is the fifth richest country in 

thermal and healing waters after Japan, 
Iceland, France and Italy. According to the 
natural healing assets register, Hungary 
has 1372 thermal wells, of which 224 are 
mineralized and 197 medicinal; five 
medicinal caves, five medicinal mud 
sources, one mofetta (a carbon dioxide 
bath), one natural healing lake (Lake  

 
Hévíz), and altogether 385 spas, of which 
65 are classified health spas (Aquaprofit 
2007).  
 

Similarly to Japan, spa tourism based 
on thermal baths also have a long history 
in Hungary: the country’s current supply is 
built on Roman, Turkish and Austro-
Hungarian spa heritage, in addition to 
modern developments inspired by Western 
and Oriental trends (Puczkó and Rátz, 
2006).  

 
In the territory of Hungary, the first 

thermal baths were built by the Romans in 
the 1st century, although these ancient spas 
are only preserved in ruins today as 
heritage attractions. The tradition of 
bathing continued during the 15th-17th 
centuries throughout the country’s 150-
year-long Ottoman occupation: the 
Turkish baths and the culture of spa visits 
that Hungarians adopted are among the 
positive legacies of this historical period. 
The Turkish-style heritage baths of 
Budapest are today equally popular as 
leisure facilities for local residents and 
heritage attractions for tourists. The third 
golden age of spa-going in Hungary 
started in the 19th century when 
balneology – the study of the art and 
science of bathing – became both popular 
and scientifically approved. The 
establishment of the “Balneological 
Society of the Countries of the Hungarian 
Holy Crown” in 1891 (MBE, 2004) 
facilitated scientific co-operation in 
balneology, thus resulting in a more 
effective healing process and contributing 
to the development of medical spas around 
the country. The period’s typically 
science-oriented focus on the medicinal 
values of natural waters significantly 
affected Hungarian spa tourism 
development throughout the 20th century.  
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Figure 1 Medical and wellness spas in Hungary, 2010 
 

 
 

Today in Hungarian tourism, spa and 
health tourism is a key priority product. 
The Hungarian National Tourist Office 
declared year 2008 the “Year of Waters” 
including mineral and thermal waters, 
putting the field in the focus of the 
organization’s domestic and international 
marketing efforts. During the first decade 
of the 21st century, significant capital 
investment with state support was realized 
in spa and health tourism, resulting in the 
development of new spas and wellness 
centres as well as the necessary tourism 
suprastructure (hospitality services). 
Figure 1 presents the country’s current 
major health and wellness spas. In 2010, 
the government declared tourism and the 
health industry as the two pillars of the 
country’s new economic policy, which 
suggests further qualitative, and to a lesser 
extent, quantitative, development in this 
field (NGM, 2010). 

 

METHODOLOGY 
 

During the fellowship period in Japan 
in spring 2008, using a predominantly 
qualitative approach, both secondary and 
primary research methods were used to 
analyze the role of hot springs in Japanese 
tourism, the characteristics of supply and 
demand, the factors influencing the 
development of supply and demand, and 
to compare the characteristics of tourism 
based on thermal resources in Japan and in 
Hungary (Rátz, 2009).  

 
Secondary research methods included 

the collection and analysis of literature 
sources on Japanese tourism, hot springs, 
social and economic development, using 
the Library of the Japan Foundation in 
Tokyo, the Library of Sapporo Gakuin 
University in Sapporo, and the Library of 
Hokkaido University in Sapporo. This  
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information was later supplemented by 
statistical facts and other sources on 
Hungarian spa and health tourism. 

 
Primary research, on the one hand, 

included participant observation in the 
form of visiting onsen destinations, baths 
and spas, at a variety of locations around 
Japan (Toyako, Jozankei, Sapporo, 
Hakone, Kawaguchiko, Beppu, Osaka, 
Tokyo). During these visits, data 
collection focused on the following topics: 
information available on the spot and 
beforehand (in printed promotional mate- 
rials and online), focus and style of 
promotional messages, use of Japanese 
and foreign language(s) in communi-
cation, architectural styles of onsen 
destinations, range of services available, 
type of customers (age, gender, nation-
ality), behaviour of customers.  

 
In addition, a set of qualitative 

surveys were carried out in order to better 
understand foreign spa tourists’ experi- 
ences and attitudes: 30 foreign back-
packers were interviewed in the visited hot 
springs destinations (between the age of 
18 and 50, representing 9 countries), and a  

 
mail survey was conducted on 
virtualtourist.com with a sample of 150 
members who had visited Japan (an 
excellent 80% response rate was achieved 
which may be explained by the website’s 
focus on travel and communication as well 
as the researcher’s active involvement and 
presence on the selected site). Both the 
interviews and the mail survey aimed to 
investigate the main motivations of 
visiting a Japanese bath, the possible 
differences between the pre-visit expect-
ations and the actual experiences, the most 
positive and most negative aspects of the 
onsen experience, and the respondents’ 
expectations and image of the ideal 
Japanese onsen. Among the 120 respond-
ents, 38% did not visit any onsen, for a 
variety of reasons, while staying in Japan, 
45% were willing to describe their actual 
onsen experience, and 17% described in 
detail the expected ideal onsen experience. 
Figure 2 presents the spatial distribution of 
those onsen that were personally visited by 
the survey participants.  
 

 

 
 

 
 

Figure 2 Japanese onsen visited by survey respondents 
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As the map on Figure 2 suggests, 

while certain globally known hot springs 
destinations such as Beppu or Hakone 
proved to be particularly popular, there is 
no obvious spatial concentration of the 
listed sites. This might be explained by a 
variety of factors, including the high 
quality and extensive transportation 
network of Japan that provides relatively 
easy access to a wide range of 
destinations, many respondents’ advanced 
level of familiarity with Japan and great 
interest in Japanese culture that 
encouraged them to seek out less known 
or less marketed hot springs, as well as 
personal networks of friends and relatives 
that also facilitated visits to more remote 
destinations. 

 
 

 
RESULTS AND DISCUSSIONS 

 
The Japanese onsen experience as 
perceived by international visitors. 

 
Using the tourist milieu model of 

Michalkó and Rátz (2008), Figure 3 
summarizes the main components of the 
onsen experience perceived by 
international visitors. Not surprisingly, the 
central theme of the Japanese onsen 
experience, almost irrespectively of the 
respondents’ nationality, proved to be the 
enjoyment of the hot waters. Several 
respondents mentioned how “relaxing and 
mind-soothing” bathing was, although 
some also pointed out that the high 
temperatures enjoyed by the Japanese 
bathers may prove to be slightly 
uncomfortable for inexperienced tourists.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3 Key components affecting the onsen experience 
 

 
The geographical location, climate 

and the architecture of the destination are 
also important elements of the onsen 
experience. Onsen ryokan have always 
been constructed of natural materials, 
including timber, paper, bamboo, grass or 
cloth, in order to form an environment that 
encourages “traditional behaviour”, i.e. the 
personal, relaxing rituals of the Japanese  
 

bath (Altman, 2008). While many onsen 
have been modernized over the last 
decades – which, in many cases, has led to 
replacing the atmospheric, wooden Japan-
ese buildings with large concrete 
structures that are less in harmony with the 
environment, potentially creating disson-
ance in the visitors, there are many except- 
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ions where the onsen have been remade in 
an elegant, traditional Japanese way.  

 
In addition to the built environment, 

the natural surroundings and the dominant 
landscape element of the area, such as 
lakes, mountains or seaside, also play a 
key role in affecting visitors’ experience 
and satisfaction. The image of the ideal 
onsen described by the survey respondents 
almost exclusively represented an outdoor 
experience, e.g. “a naturalistic mountain 
setting with a lovely view, or if not this, 
then a view of a garden”, or “set in a 
great natural environment such as in the 
middle of a forest or beside the crashing 
sea”.  

 
In Japan, flavours and gastronomy is a 

key component of the overall onsen 
experience. International visitors – parti-
cularly to the smaller, less mass-oriented 
hot springs – generally appreciate the 
typical onsen cuisine that, although not 
always intentionally, represents the key 
characteristics of the increasingly popular 
“slow food” movement. Japanese cuisine 
has traditionally been based on the 
principle of consciously enjoying both the 
flavours and the presentation of the food, 
and paying particular attention to details. 
However, in the survey, high quality food 
as part of the typical onsen experience was 
only mentioned by repeat customers who 
have already enjoyed the culinary delights 
available at a traditional onsen ryokan, 
which suggests an incomplete pre-visit 
image of first time bathers. 

 
The main difference between 

Japanese and international visitors’ 
perceptions of onsen visits are related to 
the nature of the experience. While in 
domestic Japanese tourism hot springs are 
mostly seen as relaxation-, pleasure- or 
health-oriented destinations, most Western 
tourists staying at hot springs were more 
inspired by culture- and heritage-related 
motivations than by health reasons, since, 
in the words of a Canadian tourist: “What  

 
is more Japanese than onsen?” Several 
respondents emphasized that their main 
motivation to visit an onsen was to 
“experience Japanese life more”, that 
nobody “can or should go to Japan 
without visiting an onsen since it is such a 
big part of their culture and traditions”, 
and that bathing in the hot springs “is one 
of the most interesting and special 
experiences of a visit to Japan” (Rátz, 
2010). It shall be noted that Japan has 
changed significantly in the last fifty 
years, and the socio-economic and cultural 
changes are reflected in many aspects of 
the reality experienced by visitors, 
including architecture or consumer habits. 
Many international leisure visitors who 
come to Japan to see a unique culture that 
is significantly different from their own 
may feel slightly disappointed by the 
thoroughly modernized and Westernized 
country, or even by the seemingly 
harmonious coexistence of Western life-
style and the widespread manifestations of 
traditional cultural heritage. Modern Japan 
is an overdeveloped country where, to a 
surprisingly large extent, the tourist 
milieu, particularly in the metropolitan 
areas, is composed of concrete high-rise 
buildings, neon signs, and generally non-
descript architecture, so the traditional hot 
springs are among the few places left in 
Japan that have retained what Westerners 
perceive as traditional Japan. Conse-
quently, visiting an onsen is one opport-
unity for international travellers to get in 
touch with the so-called “real Japan” and 
“authentic Japanese culture”. 

 
However, throughout the country, 

there are many well-developed onsen 
towns catering for large numbers of 
mostly domestic tourists that have already 
lost their traditional atmosphere. As one 
respondent described an onsen in Hakone: 
“the onsen was more like a very large gym 
pool, with a wall to separate the men from 
the women.” Since most foreign visitors 
expect the Japanese onsen to “look as 
natural as possible”, they are more likely  
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to be attracted by the so-called “hidden” 
hot springs (Neff, 1995), with just one or a 
few establishments, catering for a much 
smaller number and generally more 
discriminative visitors. Yet, although these 
“hidden” onsen are able to offer a rural, 
fairly natural, quiet atmosphere, both 
physical and cultural access may be a 
challenge for international visitors. While 
mass-oriented resorts are usually easily 
accessible by the country’s extensive 
railway network, most small onsen require 
guests to have their own transportation. 
Language difficulties pose a similar 
problem: particularly finding information 
and establishing contact in any other 
language than Japanese may be difficult, 
since on the spot, the helpfulness of the 
hosts usually overcome language barriers. 
However, while Japan is generally a 
tourist-friendly country, the reserved 
attitude of the Japanese may lead to a 
deliberate Japanese-only marketing 
communication policy in more upmarket 
onsen ryokan, in order to maintain the 
exclusivity of the place by excluding 
simply curious Westerners with little or no 
affiliation to Japanese culture, thus 
ensuring the satisfaction of their tra-
ditional clientele. As one respondent from 
Singapore emphasised: “onsen ryokan is 
Japanese-centred. You'd need to speak 
Japanese and some ryokan will only 
accept guests introduced through sister 
hotels”. 

 
The traditional Japanese aesthetics 

represented by the “hidden” hot springs 
draws many foreigners, but also domestic 
visitors are motivated by the relaxing and 
nostalgic atmosphere promised by such 
establishments. In one of the most densely 
populated countries in the world, where 
the majority of the population live in 
crowded urban areas, hot springs breaks 
may help restore the equilibrium between 
the social and the personal. In addition, 
within the contradictory framework of the 
Japanese tourism industry that aims to 
internationalize its supply and preserve the  

 
vanishing cultural traditions, domestic 
tourism enjoys an increasing popularity, 
since travelling to rural areas is perceived 
by many domestic visitors as a reunion 
with Japanese identity (Creighton, 1997). 
Thus, it is also the “real Japan” what many 
domestic visitors seek during their 
holidays, a concept similar to foreign 
tourists’ perceptions in terms of being pre-
Western, pre-industrialized and non-urban, 
but also acknowledged by the Japanese as 
a place located in the past. 

 
As indicated by the survey results 

(and confirmed by e.g. Tsukada, 2003; and 
Kojima and Kawamura, 2006), foreigners 
typically perceive an onsen visit as a 
pleasurable experience because of the 
warm, soothing water, but also some sort 
of a cultural challenge since there are strict 
rules to learn and follow. Although a 
thorough description of the basics of 
Japanese bathing etiquette is included in 
practically any information or promotional 
material, including guidebooks, websites, 
and even the onsen changing rooms (all 
very vigorously emphasizing the correct 
rules), first time visitors may still 
experience discomfort as one American 
respondent described: “Another interes-
ting detail I nearly missed was not 
knowing that I had to shower & wash my 
body with soap before entering the large 
bath. […] Lastly, when I was done with my 
late night bath I thought it was polite to 
drain all of the water out of the tub so the 
person who follows me would not bath in 
my water. I learned from the ryokan 
manager that I should not have drained 
the tub of its water. She was very polite to 
me and understood that I was not very 
keen on their bathing etiquette. I felt pretty 
silly after the whole experience....like an 
American idiot.” Consequently, it is easy 
to develop a preconception of an onsen 
visit as some sort of cultural test as 
opposed to the relaxing physical 
experience it actually is. The difference in 
tone is particularly sharp in comparison 
with marketing messages of spas in  
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Hungary (and elsewhere outside Japan), 
which generally focus on the pleasantness 
of the experience and the variety of 
services, treatments, not on expected 
behaviour. 

 
Obviously, many international visitors 

to Japan are simply not interested in an 
onsen experience. For some, the reason is 
the separation of men and women: “My 
wife and I have visited Japan three times 
and lived there for more than two years, 
but we have not gone to onsen. Since most 
onsen are for males only or females only, 
we would not be together. Since we are 
not highly fluent in Japanese, we would 
not be able to socialize with those around 
us.” The lack of interest or an 
unfavourable attitude towards hot springs 
may also stems from intimidation: the 
further out of the tourist areas they get, the 
less likely they will find English-speakers 
and the more likely they will be confused 
about what is expected of them (Kojima 
and Kawamura, 2006). As one respondent 
explained: “I travelled by myself and 
didn't feel going into such an onsen by 
myself as I didn't exactly know whether 
men and women would be separated and I 
don't like being stared at”. Although the 
bathing rules are not particularly complex, 
being naked among strangers make many 
Western tourists uncomfortable, especially 
as they tend to stand out in a 
predominantly Japanese crowd. “It can be 
awkward when the Japanese stare at a 
foreigner in an onsen. I know my mother 
(when she visited as a tourist for two 
weeks) was very uncomfortable about this 
and not keen to do this again.” 
 
CONCLUSIONS AND 
RECOMMENDATIONS 
 
 

Spa and health tourism development 
has a long history both in Japan and in 
Hungary, although as opposed to the 
national character of the Japanese 
development, Hungary’s spa heritage is  

 
based on a multicultural tradition 
including Roman, Turkish, and Austrian 
customs and practices. Spa towns are 
among the most popular domestic tourist 
destinations in both countries, but spa and 
health resources and facilities are also 
featured in the countries’ international 
tourism marketing communication, 
although to a different extent (health and 
wellness tourism is marketed by the 
Hungarian National Tourist Office as a 
priority product of key importance, while 
the role of hot springs seems to be 
secondary compared to the country’s 
cultural heritage in Japanese international 
marketing). Although Hungarian and 
Japanese spas are equally able to offer 
both wellness and health benefits, the 
majority of customers are motivated by the 
leisure and relaxation aspects of the 
product (Aquaprofit, 2007; and IBS, 
2007). 
 

However, the medical orientation of 
spas is traditionally much stronger in 
Hungary than in Japan, despite the 
scientific acknowledgement of the medical 
benefits of the Japanese onsen. Similarly 
to other Central European health tourism 
destinations, Hungarian spas offer a wide 
range of therapeutic treatments, although 
the several weeks long, physician-
prescribed cures that were so typical 
throughout the 19th-20th centuries, and 
particularly in the socialist period, are 
slowly disappearing, mainly due to the 
financial transformation of the healthcare 
system. In the last decade, spa and health 
tourism trends in Hungary have included 
the growing popularity of wellness 
facilities and treatments, and extensive 
construction of wellness hotels and spa 
centres around the country, even at 
locations with spectacular natural 
attractions (such as e.g. the natural thermal 
lake of Hévíz in Western Hungary or the 
travertine mound of Egerszalók in the 
Eastern part of the country) (see Figure 1). 
This construction-oriented development is 
in contrast with the main Japanese trends  
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where the aim is to create an onsen 
experience that is as natural as possible. 
(Although a parallel type of development, 
the creation of so-called “super spas, the 
best example of which is the Oedo-Onsen 
Monogatari hot spring theme park in 
Tokyo, is also present in Japan as well) 
(Talmadge, 2006).  

 
The Japanese incoming tourist market 

is a relatively small segment in Hungarian 
tourism, but with exceptionally high 
potential. Product effectiveness and 
efficiency in Hungarian tourism targeting 
the Japanese market depend on 
understanding the exact needs and wants 
of the target customers, and satisfying 
these needs by offering products that are 
distinctive in nature (and, consequently, 
are able to stimulate demand to travel to a 
new destination) and familiar in quality. 
The socio-cultural background of potential 
visitors defines both perceptions of 
distinctiveness and expectations of quality 
standards. The physical environment of 
Japan and its richness in geothermal 
resources determines the local product 
structure of spa tourism which is similar in 
character to Hungary, i.e. spa tourism in 
both countries is based on thermal 
springs). In addition, the actual economic 
situation of Japan also affects spending 
power and consumer behaviour, so it is 
necessary to use a complex approach when 
investigating tourist demand and 
behaviour.  

 
When considering the potential appeal 

of Hungarian spas in the Japanese market, 
it is important to realize that for Japanese 
tourists, Hungary is usually not a primary 
destination, but part of a Central European 
tour (HNTO, 2006). The fact that Japanese 
spa tourism is also based on thermal 
waters may be considered both an 
advantage and a disadvantage: incoming 
Japanese visitors are familiar with the 
practice of bathing in hot waters, but 
Hungarian spas need to provide a unique 
selling point in order to make a spa visit a  

 
must-not-be-missed Hungarian tourist 
experience: e.g. heritage spas with unique 
history and architecture may be attractive 
for Japanese customers.  

 
In Japan, young single females have a 

particularly high travel propensity (IBS, 
2006), and they might be interested in 
wellness and beauty treatments in 
Hungary, but, as suggested by the 
interviews with Asian young female 
backpackers during the field study, they 
may also be shy to enjoy a mixed bathing 
environment. Senior Japanese citizens also 
have an increasing travel propensity, and 
they may appreciate the health benefits 
provided by the Hungarian spas, although 
the necessary length of stay for medical 
cures would be much longer than the 
current average length of stay of Japanese 
tourists in Hungary (HNTO, 2006). 
Medical onsen therapies are not 
particularly well established in Japan at 
the moment, and senior travellers may be 
rather concerned about foreign customs 
and behaviour. Consequently, although 
there is a positive attitude to and interest in 
Hungarian spas in the Japanese market, 
Hungary’s most important attractions are 
culture- and heritage based at the moment, 
and it would require significant product 
development and marketing efforts to 
position Hungary as a major spa and 
health tourism destination among Japanese 
tourists. 
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