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 قدمة:  امل .1

إلى توفير مجال   الحضري  التخطيط  احتياجات    الئم تممتوازن و حضري  يهدف  اليومية ووفق    الذي ه،  سكانمع  منطق  يمارسون فيه نشاطاتهم 

الحضري،   املجال  الحقيقي في تخطيط  الفاعل  املجتمعية وتحقيق دور  املشاركة  الدور ميدانًيا  يتجسدو يقوم على    من توطين مجموعةمن خالل    هذا 

الامل املدن  عمرانيةشاريع  بواقع  النهوض  على  تراهن  الو   التي  املنتوج  نوعية  و حضري ترقية  امل،  التحوالت  أمام  بها  الخدمات  التي   كانيةتحسين  الكبيرة 

كل مجال حضري يجمع  في توفير  عمرانية  شاريع ال املأهمية    برزهنا تومن  ،  جتماعية، السياسية...قتصادية، اال تشهدها املدينة اليوم في شتى املجاالت اال
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 لخص: امل

السياحة يقتصر على السفر بهدف رؤية أماكن أخرى متميزة بثقافات وعادات مختلفة فقط، بل اتسع لتكون السياحة أكثر  لم يعد مفهوم 

والذي ُيمثل التوجه الذي انتهجته أغلب الحكومات في تعزيز مدنها لتكون متميزة  ،"السياحة الحضرية"ممارسة باملدن ضمن مفهوم جديد وهو 

 . في إيجاد مشاريع حضرية سياحية ذات تصاميم عمرانية ومعمارية جديدة والتي تعكس من خاللها صوًرا الستثمارات سياحية  باملدن

لتوضيح مختلف ي تعتبر من أهم املدن الكبرى الجزائرية بالهضاب العليا الشرقية، وفي هذا اإلطار، سنسلط الضوء على مدينة سطيف الت

الكبرى،  التجارية  املراكز  الفنادق،  )سلسلة  العمرانية  املشاريع  من  العديد  توطن  عن  الناتجة  الهامة  والوظيفية  الحضرية  التحوالت 

وتهيئتها،  واالستجمام  الترفيه  مناطق  من  العديد  بتوفير  سمحت  والتي  بها،  الحضرية  الوظائف  مختلف  تنظيم  إعادة  وكذا  الترامواي...(، 

التي من الضروري توظيفها  الستقطاب العدي قدم العديد من الفرص  د من السياح خاصة مع سهولة التنقل إليها، مما جعل مدينة سطيف تُ

 لتطوير السياحة الحضرية بها.  

وسنحاول إبراز مختلف التحوالت الحضرية التي مست مدينة سطيف في مختلف امليادين االقتصادية واالجتماعية والعمرانية، للوقوف  

ك مجموعة على  وكذا  التكتيكية  التقنيات  وبعض  والكمي  الوصفي  املنهجين  على  باالعتماد  بها  الحضرية  السياحة  لتنمية  املعيقة  املشاكل  ل 

أن تشكل تحديات  ومجاله املكاني، والتي على أساسها يمكن تصور بعض التوصيات التي بإمكانها  املراجع واملصادر املتوفرة حول موضوع البحث

 لها رسم استراتيجية شاملة لالرتقاء باملدينة لتكون وجهة للسياحة الحضرية على املستوى املحلي وكذا الدولي. يمكن من خال

 الجزائر.   ؛مدينة سطيف ؛تحديات ؛مناطق الترفيه واالستجمام ؛تحوالت ؛فرص ؛سياحة حضرية الكلمات املفتاحية:
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توفير فضاءات و جتماعي من خالل تقديم الخدمات الحضرية في جميع امليادين واملجاالت كالنقل،  الشروط الالزمة لحياة السكان وتحسين مستواهم اال 

العمليات التخطيطية من منظور السياحة  ، وتندرج كل هذه  (Yildiz, Akbulut, 2013)  وغيرها  للتسوق،...إيجاد مناطق و   ،قضاء أوقات الفراغالترفيه و 

 ( 2019)بن غضبان،  .ضمن مفهوم التخطيط السياحي

بنيتها  وقد   تركيب  إعادة  إلى  املاضية  األخيرة  السنوات  خالل  باملدن  واالجتماعية  االقتصادية  التحوالت  لتوجهها الساهمت  استجابة  حضرية 

 ، وهو ما أدى إلى إحداث تحوالت (Blaževic, Krstinic Nižic, 2015) والترفيه واألنشطة الثقافيةتنقل  الحتضان مجتمع منفتح يحتاج إلى املزيد من ال

الحضرية  باملناطق  املجاالت  التخطيط    (Hayllar, 2008) جديدة في استعماالت مختلف  التي  من خالل عمليات  العديد من سمحت بتوطن  الحضري، 

حداثة تتناسب مع ما سواء باستغالل املباني التراثية القائمة أو إيجاد مجاالت جديدة أكثر  باملدن، مجاالت الترفيه، واالستجمام وقضاء أوقات الفراغ...  

متميزة   أوجدته ثورة تكنولوجيا املعلومات واالتصاالت، مما جعل مفهوم السياحة يفقد معناه التقليدي املتمحور حول السفر بهدف رؤية أماكن أخرى 

ان الذي  التوجه  الحضرية" وهو  باملدن ضمن مفهوم جديد وهو "السياحة  السياحة  إلى ممارسة  الحكومات في بثقافات وعادات مختلفة،  أغلب  تهجته 

سياحية    تعزيز مدنها لتكون متميزة في إيجاد مشاريع حضرية سياحية ذات تصاميم عمرانية ومعمارية جديدة والتي تعكس من خاللها صوًرا الستثمارات

 ( Yildiz, Akbulut, 2013) .جديدة باملدن

 :دراسةمشكلة ال .1.1

الوجهات  أصبحت   أهم  الكبرى  الحضرية بمثابة املدن خاصة  السياحة  املحليين والدوليين، وتعتبر  السياح  العالم، فهي تستقبل  السياحية في 

  أو إلى أماكن ذات الكثافة السكانية العالية ملدة قصيرة تتراوح بين اليوم الواحد إلى ثالثة أيام  أو داخل املدن   رحالت سياحية يقوم بها السياح إلى املدن 

(Nogués-Pedregal, 2019 للسياح العاملية  املنظمة  إحصائيات  وتشير  خالل ة  (،  الحركة  اتجاهات  خالل  من  الحضرية  السياحة  أهمية  تنامي  إلى 

 . (Bock, 2015خالل السنوات الخمس املاضية ) %21ة للمدينة بنسبة ارتفعت نسبة الرحالت السياحي؛ حيث العطل

ة  ونظًرا لهذه األهمية التي تبديها السياحة الحضرية، فإن الجزائر عملت ضمن استراتيجيتها الوطنية لتطوير القطاع السياحي على وضع خارط

املتوسط لتغطية  طريق   املدى  الداعمة  تعزيز كل  املعوقات و كل    إزالةو   للسياحة ومدخالتها،األثر االجتماعي واالقتصادي  على  ضمن  نجاحها  لالعوامل 

في حوض البحر املتوسط، والتي تتطلب ضرورة االستثمار السياحي لتوسع   القدرة التنافسية خاصة من ناحية  والتي ستواجهها الدولة    ،دولية  تحديات

)إط السياحية  الخدمات  السياحي، وتحسين  اإليواء  املدن Bouadam, 2011عام، نقل...( وتوفير فرص عمل مباشرة وغير مباشرة )طاقة  أولت  (، وقد 

 التي بإمكانها مراكز تجارية...(  الجزائرية خاصة الكبرى منها أهمية بالغة في احتضنها للعديد من املشاريع العمرانية )فنادق، طرقات، خطوط الترامواي،  

 النهوض بالسياحة الحضرية. 

ال املدوفي ذات  الجزائريةوقت، فإن  الجغرافية )ساحلية، جبلية، صحراوية...( تتوفر    ن  العمرانية على  باختالف مواقعها  املقومات   العديد من 

انجاز تحمل في طياتها    ، من خالل وضع مخططات فعالة كفيلة بذلك  ،ستثمارها في هذا املجالا التي يتطلب تثمينها وتأهيلها لتكون قبلة للسياح و التراثية  

الت عمليات  من  الخطيط  العديد  على  الحضري  تعمل  الوصولتي  ا وتج  إليها  ية تسهيل  لتلبية  الضرورية  بالخدمات  عليهاهيزها  املترددين  )بن  .حتياجات 

 ( 2015غضبان، 

تبرز   اإلطار،  اال قطعت  مدينة جزائرية كبيرة  كمدينة سطيف  وفي هذا  كبيرة في مجال  السياحيخطوة  تنويع  ترقية وتطوير و من خالل    ستثمار 

السياحي  املنت ال  من   عديدالتوطين  ب(  2018)بن غضبان، جعجو،  الحضري  ج  العالي، مد خط شبكة    ،عمرانيةاملشاريع  التجاري  املركز  إنشاء  نذكر منها 

نطالق واال عين الفوارة"،  الترامواي، تهيئة حظيرة التسلية، تهيئة غابة الزنادية، تهيئة واد بوسالم، املركز التجاري "الرايس"، إعادة ترميم املعلم التاريخي "

الرومانية"ا حفريات  الكشف عن    في التي ظهرت  ملدينة  إلى  ،  "قصاب"بملعب  "  الفنباإلضافة  العديد من  الخدمةاإنشاء  التي دخلت حيز  املصنفة    ، ... دق 

وجلب امتيازات  ة فرص عمل مباشر إيجاد ب لسكانالخدمات السياحية واالرتقاء بجودة الحياة لتحسين مستوى   رامية إلىالعمرانية شاريع الاملغيرها من و 

   .السياحي ستثماروزيادة حجم اال الوافد للمدينة التدفق السياحي حجم عمل على الرفع من تئم للتنمية الحضرية، دا عتبارها مصدر تنموية با

 : دراسةأهداف ال .2.1

 : إلى دراسةرمي الت

 .تنمية السياحة الحضرية فيهاتوضيح دور املشاريع العمرانية املجسدة بمدينة سطيف كفرص لتعزيز  •

العمرانية   • املشاريع  تنفيذ مختلف  بعد  الحاصلة  الحضرية  التحوالت  الحضريةتحديد مختلف  السياحة  بتوسع فرص  كلها  سمحت  من    والتي 

 فراغ...مجاالت الراحة واالستجمام وقضاء أوقات الخالل تزايد 

العمرانية • املشاريع  عن  املترتبة  االنعكاسات  ملختلف    إبراز  املناسبة  الحلول  تقديم  في  القرار  ُصناع  لتوجيه  الحضرية  بالسياحة  النهوض  في 

ن ملدينة  املشاكل ضمن مجموعة من التحديات الرامية لالرتقاء باالستثمار السياحي القائم على أساليب وطرق الترويج املحلي والدولي، حتى يمك

 سطيف أن تحتل مكانة هامة في سوق السياحة الدولي كمدينة كبرى بمنطقة الهضاب الُعليا. 
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 :  أدبيات الدراسة  . 3.1

نتيجة   ،روبا الغربية وأمريكا الشمالية و باململكة املتحدة وأ  1970م تلقى السياحة الحضرية اهتماًما واضًحا من قبل الباحثين إال مع بداية سنة ل

(، Murillo et al., 2013ملا قدمته السياحة الحضرية من نتائج إيجابية في تطوير االقتصاد الحضري إثر التدهور االقتصادي الذي تعرضت له مدنها )

بها، إال أن هذا االهتمام ال   جديًدا   أوجد اهتماًما بحثًيااألمر الذي  ضرورة تنميتها وتطويرها،  تهتم ب  في السنوات األخيرة   الحكوماتاألمر الذي جعل أغلب  

 ( Estelaji et al., 2012) .يعكس مدى األهمية التي تكتسبها السياحة في أنواع أخرى من الوجهات

والذي  لمناطق التراثية التاريخية  ومع بداية عشرية الثمانيات استفادت العديد من مدن العالم من مشاريع عمرانية تمثلت في تجديد حضري ل

تعزيز السياحة الحضرية بها، ومنذ   إلى  مما شجع بشكل مباشر  ،اهتمام السياح الوافدين للمدينة  تلقىيها بالفائدة، ذلك أن هذه املشاريع كانت  عاد عل

( والدارسين  الباحثين  اهتمام مختلف  الحضرية محل  السياحة  أصبحت  الفترة  كبير على (،  Van Den Berg et al., 1995هذه  بشكل  والذين عملوا 

التي تواجهها الفرص والتحديات  الحضرية، وتحديد  أهم هذه االهتمامات نذكر  إعطاء مفاهيم للسياحة  الذي   2013سنة     Dharmwaniمالأع، ولعل 

بوالية   أن   Rajasthanاهتم  بإمكانها  والتي  التقليدي  واللباس  واملأكوالت  والثقافة،  والتقاليد،  كالعادات  السياحية  املقومات  من  العديد  تكتسب  التي 

إلى موضوع تخطيط وإدارة السياحة الحضرية ملدينة برشلونة التي استطاعت   2013في سنة    وزمالءه Valls تطرق كما  ُتصبح نموذًجا للسياحة في الهند،  

ارتفاعً   15خالل   متناميً سنة من تحقيق  التحديات   اا  في ظل  األوروبية زيارة،  املدن  أكثر  واحدة من  السياحية حتى أضحت  الليالي  السياح وعدد  لعدد 

 ( Valls et al., 2013) .وزيع الوجهات السياحية باملدينةاملتعلقة بالقدرة التنافسية للمدينة خاصة مع غياب توازن مكاني في ت

،  أديس أباباالعاصمة  بدولة أثيوبيا بالتركيز على    تنمية السياحة الحضريةالتي تناولت موضوع    Kidane-Mariamظهرت أبحاث    2015نة  وفي س

ارتفاع معدل نموها االقتصادي تحليل عوامل و واملتعلقة بالتراث الطبيعي والثقافي، املدينة مكانات العديدة واملتنوعة التي تمتلكها إبراز مختلف اال بهدف 

الدراسة املتعلقة بتزايد  س على  اانعكالذي كان له   الحضرية بها، إلى جانب  التنمية   . خر بإمكانات طبيعية وتراثية ثريةالتي تز   Hawassaمدينة  مستوى 

(Kidane-Mariam, 2015 ) 

سنة   في  تطرق    ،2017أما  وال  Shijiفقد  الحضرية  السياحة  مفهوم  توضيح  املختلفة  إلى  وعناصرها  فيها،  املؤثرة  والثانوية عوامل  )األساسية، 

االقتصادي،   وتأثيرها  بالهندو واإلضافية(،  الحضرية  التخطيطية  السياسات  ضمن  الحضرية  السياحة  مكانة  مبرًزا  والتشريعي،   ,Shiji)  االجتماعي، 

في بحثيهما تشخيص الوضع الحالي للسياحة العربية مستندين في ذلك إلى ثالثة مدن عربية، وهي:   Ababnehو Al-Saad تناول نفس السنة،  في  و  ،(2017

القاهرة ودبي السياحيةمبرزين    ،عّمان،  للتنمية  املتباينة  التي تواجه    علىمركزين  ،  الفرص واإلمكانات  كل من عّمان والقاهرة ودبي كوجهات  التحديات 

 . (Al-Saad, Ababneh, 2017) رئيسية

ا، واالعتراف بها دولًيا ا وبيئيً ا وثقافيً ا، واجتماعيً على الصعيد العاملي ومساهمتها في تنمية املجتمع اقتصاديً ومع تنامي أهمية السياحة الحضرية  

الرئيسة  كأ الوظائف  و هم  تعرف  باملدن  مستمًرا تطورً التي  من  ،  (Hakeem, Khan, 2018)  ا  العديد  في  الحضرية  السياحة  بموضوع  االهتمام  استمر 

دراسة  في  يتضح  ما  وهو  تطويرها،  أجل  من  الحضرية  السياحية  للوجهات  سياحي  تسويق  وجود  ضرورة  على  عملت  التي  والبحوث  الدراسات 

Benghadbane  وKhreis   ستراتيجية دراسة مقارنة بين مدينتي قسنطينة )الجزائر( وعّمان )األردن( والتي أوضحت وجود فوارق كبيرة في إ في    2019سنة 

عداد ان، رافقها تباين حاد في نوعية مشروعات التنمية السياحية من كلتا املدينتين، والتي تعكسها أ التسويق للمنتج السياحي في مدينتي قسنطينة وعمّ 

القا السياح  إليه، كما قدم  وفئات  السياحية في   2020في سنة    "Khreisو   Benghadbane"الباحثان  نفس  دمين  التنمية  يتناول تحليل فرص  آخر  ا 
ً
بحث

ب )املغرب(  البيضاء  والدار  )الجزائر(  وعنابة  األوسط،  الشرق  بمنطقة  )مصر(  واإلسكندرية  )األردن(  العقبة  وهي  ساحلية،  عربية  مدن  شمال أربعة 

الساحلي الجغرافي  الدينية...(،   أفريقيا، واملرتبطة بخصوصية موقعها  الشاطئية،  الثقافية،  بها )الحضرية،  السياحية  األنشطة  العديد من  في ممارسة 

ية وانتشار تعاني من مشاكل متعّددة مرتبطة بالتصنيع وما ترتب عنه من ظهور للتلوث بأشكال مختلفة، إلى جانب موسمية السوق السياحذه املدن  وه

إلدارة السياحية املساكن الفوضوية... والتي تقف عائًقا في تعزيز تنمية السياحة الحضرية بها، األمر الذي يتطلب ضرورة التفكير في إيجاد إطار مشترك ل

 (Benghadbane, Khreis, 2020) .الرشيدة واملتكاملة باملدن الساحلية العربية 

 :  دراسةمنهجية ال  . 4.1

لتوضيح    املنهج الوصفيعلى    تاعتمد  دراسةتشخيص مختلف الفرص التي توفرها مدينة سطيف لتعزيز السياحة الحضرية بها، فإن الن أجل  م

ب، ومدة  تزايد أعداد السياح سواء املحليين أو األجاناملجسدة وتحليل توزيعها املكاني، إلى جانب املنهج الكمي الذي سمح بتحليل وتيرة مختلف املشاريع العمرانية 

ع القرار للنهوض  التي على ضوءها يمكن توجيه ُصنااملشاريع العمرانية    االقتصادية واالجتماعية والعمرانية لهذه نعكاسات  مع إبراز مختلف االإقامتهم،  

 . بالسياحة الحضرية بمدينة سطيف

مجال    كذادراسات لجمع البيانات واملعلومات املرتبطة بموضوع البحث و البحوث و الو كالكتب  على مجموعة من املراجع النظرية    دراسةال  ههذ  تستنداكما  

 .   دراسة البحث، وهو ما تطلب وضع بعض التقنيات التكتيكية للوصول إلى نتائج واضحة بال
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 تحليل ومناقشة:  .2

 :  موقع جغرافي يدعم السياحة الحضرية .1.2

املي الجغرافي  لعب  كبيرً دورً للمدينة  وقع  فيا  و   ا  السياحي  الجذب  فرص  و تطوير خلق  بامله،  و جال  تنويعه  مدينة الحضري،  في  قائًما  نجده  ما  هو 

منطقة ا في الشبكة الحضرية في ا هامً ا جهويً فهي تعد قطبً ، العليا الشرقية السهول ستراتيجي ضمن إقليم  اال  هاموقعمن خالل  سطيف، التي تبرز أهميتها

 
ً
 ، باتنة ومسيلة جنوبً الهضاب العليا، ألنها تتوسط عدة مدن مهمة: بجاية وجيجل شماال

ً
 ا وبرج بوعريريج غربً ا، ميلة شرق

ُ
شكل همزة وصل بين ا، حيث ت

ب  الشمال والجنوب الاوالشرق والغرب،  الطريق  الجزائر بشرقها من خالل  التي تربط غرب  النقل  أهم محاور  وخط    05وطني رقم  عتبارها نقطة تقاطع 

السيار "شرق  الحديدية والطريق  األرقام:    غرب"،-السكة  الوطنية ذات  الطرق  لتكون عاصمة  (1)خريطة:    28،09،78وشمالها بجنوبها عبر  ، مما يؤهلها 

الشرقية العليا  الوافدة ،  للهضاب  التدفقات  الذي يسمح  ،  (2017)بن غضبان، جعجو،    ومنطقة عبور ملختلف  السياحية األمر  بالتعرف على منتجاتها 

 التي تعد بمثابة مناطق لقيام السياحة العالجية   قربها من مختلف املحطات املعدنية املهمةإلى جانب    من قبل مختلف الوافدين إليها من جهات متعددة.

ا  الجنوبية، حمام قرقور في  الجهة  الحامة في  تبان، وحمام  أوالد  أوالد يلس،  السخنة، حمام  الشماليةكحمام  االلجهة  إلى جانب وزنهـا  املهم، ،  قتصادي 

)املدينة الرومانية "جميلة"، املنطقة األثرية "واد الصفصاف"، آثار الدولة الفاطمية ببني  واقع السياحيةاملبها وقربها من  تعدد مشاريع التهيئة الحضريةو 

 عزيز(. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 سطيف (: املوقع الجغرافي ملدينة 1خريطة )

ا من الخريطة الطبوغرافية، سطيف ) املصدر:
ً
 . (1/ 50.000عمل الباحثين انطالق

 سياحة الحضرية: فرص متعددة لل  .2.2

   ، أولهما مستوى املجال الحضري ملدينة سطيف، والثاني على املستوى الوالئي.مكانيين هامين على مستويينالحضرية  السياحةفرص أهم وزع تت

التي تستقطب العديد من الوافدين إليها بهدف  ، و عدد من املعالم واملواقع السياحية املنتشرة عبر نسيجها العمرانيتتوفر على  فمدينة سطيف  

  :  1املوضحة بالجدول رقم الترفيه، واالستجمام وقضاء أوقات الفراغ، و 

اقع السياحية بمدينة سطيف 1جدول )  (: توزيع املعالم واملو

 الخصائص  املعلم واملوقع 

 املعلم التاريخي "عين الفوارة" 

مدينة   إلى  الوافدين  السياح  جميع  يقصدها  مائية  نافورة  عن  عبارة  وهو  سطيف،  مدينة  بمركز  التاريخي  النصب  هذا  يقع 

م، يمر بجواره خط الترامواي الذي يعتبر الوسيلة    1898سطيف، حيث يحظى هذا املعلم بشهرة وطنية، يعود تاريخ إنشاؤه إلى  

واحد   خط  رقم  أشغال  فيه  تسببت  الذي  املياه  تدفق  في  انخفاض  سجلت  الفوارة  عين  أن  إال  إليه،  الوصول  تضمن  التي 

 الترامواي. 

 " 1945ماي   8حديقة التسلية " 

   100تقع بمركز مدينة سطيف، حيث ال تبعد كثيًرا عن املعلم التاريخي عين الفوارة على بعد حوالي  
ً

، وهي تمتد على  متر شماال

مساحة مهمة، كما تضم حديقة للحيوانات، مساحات خضراء، مالعب ملختلف الرياضات،... تقدم الحديقة خدمات ترفيهية  

لوافدين من باقي املجال الوطني، وقد شهدت الحديقة عملية إعادة تهيئة من خالل دمج  للسكان املحليين بالدرجة األولى وكذا ل

 مجموعة من ألعاب التسلية الجديدة لجميع الفئات العمرية، األمر الذي أعطاها دفًعا جديًدا لرفع درجة التدفق السياحي إليها.
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 املركز التجاري "العالي" 

ملمارسة سياحة التسوق   أعطى دعًما كبيًرا  والذي  سطيف،  بها مدينة  التي حظيت  الحضرية  املشاريع  أهم  بين  واحًدا من  يعد 

خدمات   املشروع  يقدم  كما  العاملية،  املاركات  ألرقى  الترويج  أماكن  وتوفير  حديثة  تجارية  خدمات  تقديم  خالل  من  والترفيه، 

 (. 01ت لألعمال )صورة: ترفيهية باإلضافة إلى الفندقة ومجاال 

 املركز التجاري "الرايس" 

تقاطع  الهضاب عند  بحي  سطيف  ملدينة  الشرقية  الشمالية  الجهة  في  يقع  العالي،  التجاري  املركز  بعد  الثاني  املستوى  في  يأتي 

تلفة، كما تقام  محورين نقل رئيسيين واللذان يضمنان سهولة الوصول إليه، يقدم املركز التجاري "الرايس" خدمات تسوق مخ

عرف بعادات وتقاليد املدينة كاالحتفال برأس السنة األمازيغية. 
ُ
 به عديد األنشطة والتظاهرات الثقافية السنوية التي ت

 القلعة البيزنطية
النشاط  م، شهدت القلعة عملية إعادة ترميم إلعادة إدماجها ضمن    540وهو معلم تراثي يعود للفترة البيزنطية تم إنشاؤه سنة  

 السياحي الستقبال السياح الوافدين إليها.

 مسجد العتيق
واحد من بين أقدم املساجد العتيقة بمدينة سطيف يعود تاريخ إنشاءه إلى العهد العثماني، يقع بمحاذاة النصب التاريخي "عين  

 الفوارة" ، حيث يعكس ذاكرة تاريخية للمدينة تعمل على رفع التوافد السياحي إليها. 

 ركز األوروبيامل

يعد النواة األولى لنشأة املدينة، يتشكل من مباني متراصفة بخصائص معمارية تعود للفترة االستعمارية تدعمه شبكة طرق وفق  

السياحي   القطاع  تدعم  التي  املتخصصة  والخدماتية والحرفية  لألنشطة التجارية  تركز شديد  املركز  يعرف  خطة شطرنجية، 

 بمدينة سطيف. 

 املتحف الوطني 
يعد املتحف الوطني فضاء سياحي بمدينة سطيف، يعطي صورة مفصلة عن مختلف الحضارات املتعاقبة على املدينة من خالل  

 مجموعة من قاعات العروض املتواجدة به. 

 املركز الثقافي اإلسالمي 

وبمحاذاة خط الترامواي، حيث    1945ماي    8مشروع ضخم يقع باملدخل الشرقي للمدينة بحي "تبينت" على طول محور النقل  

لترقية   مجال  بمثابة  فهو  السنة،  مدار  على  واإلسالمية  الثقافية  والتظاهرات  األنشطة  عديد  اإلسالمي  الثقافي  املركز  يقدم 

 السياحة الثقافية. 

 مير عبد القادر" الحديقة األثرية "األ 

بعد   على  الحديقة  هذه  و"ابن    50تقع  بوخريسة"  "سعيد  رئيسيين  محورين  تقاطع  عند  الفوارة  "عين  التاريخي  املعلم  غرب  م 

سيناء"، تتوفر على أنواع عديدة من الزهور والكتابات على الصخور التي تعود إلى الفترة الرومانية، فهي قبلة لألفراد من شتى  

 الجهات تدعم وبدرجة كبيرة السياحة الثقافية بمدينة سطيف.  

 املشروع السكني التجاري "بارة"  
هو تجمع سكني تجاري يقع في املدخل الشرقي للمدينة يقدم خدمات متنوعة سكنية، تجارية، ترفيهية...، كما يوفر فضاء كبير  

 للتوقف، أضاف للمدينة طابع معماري معاصر من خالل خصوصية واجهاته املعمارية. 

 . Direction du Tourisme et de l’Artisanat de la Wilaya de Sétif, 2012املصدر: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 (: املركز التجاري العالي بمدينة سطيف. 1صورة )

 . 2018الباحثين،  املصدر:

الجهة الشمالية ملدينة  " بغابة الزنادية"مشروع تهيئة  يتم ذكرها، ونخص هنا  التي لم  الحضرية  العديد من املشاريع  والجدير بالذكر، أن هناك  

 التي لم تدخل حيز الخدمة بعد.   ،...في الجهة الغربية "تهيئة واد بوسالم"سطيف وكذا مشروع 

م  ي تدعتزيد في    أنها  العديد من الفرص السياحية والتي ال تقل أهمية عن تلك املتواجدة على مستوى املدينة بلأما على املستوى الوالئي، فهناك  

حيث تعتبر هذه الفرص أيًضا في خدمة السياحة الحضرية، باعتبار أن السائح الوافد ملدينة سطيف ال يكتمل مساره السياحي إال   السياحة الحضرية؛

 :   2املوضحة بالجدول رقم  األماكنهذه  بزيارة 
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اقع السياحية باملجال الوالئي ملدينة سطيف 2جدول )  (: توزيع املعالم واملو

 الخصائص  املعلم واملوقع 

 " املوقع األثري "جميلة

كلم شرق مدينة سطيف، ويعرف هذا املوقع األثري إقباال متزايًدا للسياح من مختلف جهات الوطن قصد التعرف    50على بعد    يقع

السوق، قوس النصر  على معاملها التي تعود للحضارة الرومانية والتي ال تزال قائمة إلى يومنا هذا كاملسرح، الحمامات الرومانية، ساحة  

 هكتار.   42"كركال"،... على مساحة قدرها حوالي 

 القطب التجاري "دبي" بالعلمة 

، يتواجد في هذا القطب أغلب أنواع األنشطة التجارية؛ والتي  05كلم شرق مدينة سطيف على املحور الوطني رقم  20على بعد  يتواجد

معين، وهو ما ُيسهل على الزائر اقتناء سلعته دون جهد كبير، يعد قبلة    تنتظم في شكل محاور، وكل محور متخصص في نشاط تجاري 

للسياح من داخل الوطن وحتى من الدول املجاورة، حيث يعطي هذا القطب التجاري دعم إضافي لسياحة التسوق بامتياز في إقليم  

 سطيف. 

املوقع األثري "مونص" بمنطقة واد  

 الصفصاف بلدية بني فودة 

حوالي    يقع بعد  نظرا لصعوبة    40على  للسياح  إقبال محتشم  تعرف  الصفصاف،  وادي  املسماة  باملنطقة  سطيف  شرق مدينة  كلم 

التنقل إليها من جهة، ومن جهة أخرى لم تلقي اهتمام املختصين املهتمين بهذا املجال على الرغم من أنها تعد أكبر بكثير من املدينة  

 األثرية جميلة. 

 كلم شمال شرق مدينة سطيف، وتتمثل في بقايا ملعالم الحضارة اإلسالمية خالل الدولة الفاطمية.  75تتواجد على بعد  فاطمية "بني عزيز" آثار الدولة ال 

 املوقع األثري "عين لحنش" 
بعد   على  الزرقاء"  "القلتة  بمنطقة  التاريخ  قبل  ما  عصور  إلى  املوقع  هذا  قبل    35يعود  من  اكتشافه  تم  سطيف،  مدينة  شرق  كلم 

 .1947البروفيسور "س أرمبورغ" سنة 

 الحمامات املعدنية

تزخر منطقة سطيف بالعديد من الحمامات املعدنية أهمها حمام السخنة، أوالد يلس، أوالد تبان، قرقور، الرصفة، و حمام الحامة،  

السياحي إال أن البعض منها    االستثمارحيث تقدم هذه الحمامات خدمات السياحة العالجية، وعلى الرغم من أهميتها الكبيرة في دعم  

 نا هذا. ال يزال مهمش إلى يوم

 منطقة السياحة الطبيعية "بابور" 

كلم من مدينة سطيف، تعرف هذه املنطقة إقبال كبير للسياح من مختلف مناطق الوطن خاصة في    50تقع هذه املنطقة على بعد  

من السياح الذين    فصلي الربيع والصيف لالستمتاع بالشالالت الطبيعية واملناظر الطبيعية الخالبة التي تزخر بها املنطقة، وتبقى فئة 

قبل   بالغ من  اهتمام  املنطقة  هذه  لقيت  وقد  التزلج،  رياضة  ملمارسة  املثلجة  األيام  في  وخاصة  الشتاء  في فصل  املنطقة  يترددون على 

 صناع القرار ملا تعرفه من تدفق كبير للسياح وملا تتمتع به من إمكانيات طبيعية. 

 . BET GCNERU, 2013، 2005، صالحي، 2009سليماني،  املصدر:

 في تنشيط السياحة الحضرية:  عمرانية مشاريع الل دور متزايد لتحوالت حضرية و   . 3.2

من  ش العديد  إنجاز  األخيرة  اآلونة  في  سطيف  مدينة  الاملهدت  حضرية  والتي عمرانيةشاريع  تحوالت  األرض   ،أحدثت  استخدامات  مست 

والتي سمحت كلها بتوفير مجاالت الراحة واالستجمام وقضاء أوقات الفراغ   ،الوظائف الحضريةالحضرية بتوقيع أنشطة خدمية جديدة وإعادة تهيئة  

 . تفعيل السياحة الحضريةانعكاسات واضحة ل له لسكان املدينة وحتى للوافدين إليها، وهذا ما سيكون 

باإليواء  و  املرتبطة  املشاريع  العمرانيةتعتبر  املشاريع  أهم  في  من  وتتمثل  سطيف،  مدينة  في  املنجزة  الفنادق  اال   عدد  طاقة  عاب يستلتوسيع 

من  ،  السياحي عددها  زاد  سنة    40والتي  سنة    45إلى    2016فندق  أصل    2018فندق  فندقية:  72من  سالسل  ثالثة  منها   FOUR POINTS BYفندق 

SHERATON- BEST WESTERN - ACCORHOTELS (IBIS & NOVOTEL)  :(2)صورة. 

 

 (: بعض فنادق مدينة سطيف2صورة )

 . 2020ن، الباحثي املصدر:

 كما 
ُ
في تطوير السياحة الحضرية، ملا لها من دور في الربط بين مختلف املواقع السياحية وتسهيل  ة كبير تها الأهمي املرتبطة بالنقل سجل املشاريعت

خط نقل  26ها الذي بلغ  نحو عددالجماعي من خالل الرفع من الحضري خطوط النقل تعزيز وقد عملت السلطات املحلية باملدينة على الوصول إليها، 

حافلة   457بسعة إجمالية قدرت بـ االتجاهات حتياجات التنقل داخل املدينة وفي كل ا تغطي ( 2)خريطة: خطوط نقل حضري عمومي   5و حضري خاص

الحضري بمدينةمقعد  22218  استيعابوبطاقة   النقل  بـ    ، كما تتدعم حظيرة  ا   1363سطيف  مقعد حسب    8178ستيعاب حوالي  سيارة أجرة بطاقة 

 . 2015اإلحصائيات املنجزة من طرف مديرية البرمجة ومتابعة امليزانية لوالية سطيف لسنة 
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 مسارات النقل الحضري بمدينة سطيف  :(2خريطة )

 .2015مديرية البرمجة ومتابعة امليزانية لوالية سطيف،  املصدر:

جد مهمة في توفير النقل اآلمن والبيئي، يتشكل املشروع في األساس من ثالثة خطوط  مبادرة  عد  يُ " الذي  الترامواي خط  "مشروع  إنجاز  إلى جانب  

ستيعاب كلم بقدرة ا   22,4على طول    2018حيز الخدمة سنة    1ترامواي خط  دخل مشروع ( أنجز منها الخط رقم واحد فقط، حيث  3:  مدروسة )خريطة

بـ   مرورً   5000تقدر  الواحد  اإلتجاه  في  بـ  راكب/ساعة  و   ،محطة  22ا  التاريخية  باملعالم  مباشرة  مرتبطة  مهمة  محطات  خمس  الاملمنها  عمرانية شاريع 

لمتحف الوطني  " املجاورة لمصطفى بن بوالعيد"محطة  و املركز الثقافي اإلسالمي،    " املتواجدة بالقرب منمحمد بوضياف"السياحية واملتمثلة في محطة  

التسلية،   وحديقة  العالي  التجاري  بوزيد"محطة  و واملركز  من سعال  بالقرب  الواقعة  التاريخي    "  الفوارة "املعلم  العتيق"و  "عين  محطة و ،  "مسجد 

 . محطة الضريح النوميدي " و األمير عبد القادر"الحديقة األثرية القريبة من  "املعدومين الخمس"

 

 

 

 

 

 

 

 

 

 

 خطوط النقل بالتوامواي في مدينة سطيف (: 3خريطة )

 .2015مديرية البرمجة ومتابعة امليزانية لوالية سطيف،  املصدر:
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ب أخرى مرتبطة  إنجاز مشاريع  تم  في  كما  واملتمثلة  سطيف  بمدينة  السياحي  القطاع  تدعم  التي  الخدمات  املاليةجميع  واملصارف  التي   البنوك 

 ABC BANK. BDL. TRUST BANK. ARAB:أهمها  ، بنك تتوطن معظمها بمركز املدينة  15بلغ عددها حوالي    تعمل على تنشيط التنمية السياحية، وقد

BANK. SALAM BANK. AGB BANK. BNA....  نشاط متباينة بين  719بلغ عدد النشاطات بها حوالي أما فيما يخص الصناعات التقليدية والحرف فقد

فنية،   تقليدية  الحرفيين  و صناعات  عدد  بلغ  إذ  الخدمات،  إلنتاج  التقليدية  الصناعات  وكذا  املواد،  إلنتاج  تقليدية  يشغلون   16303صناعات  حرفي 

أزيد من  منصب  37966 بلدية سطيف  املدينة م  500. في حين توفر  الحضرية عامل يسهرون على نظافة  املناسب إل   وزعين عبر قطاعاتها  الوجه  عطائها 

املجال  ،بها، أما فيما يخص إنشاء املساحات الخضراء للتسلية والترفيه  املثلىالحضرية  لقيام السياحة    ؛ فقد حظيت سطيف بجانب جد مهم في هذا 

تسعة ساحات عمومية وغابتين حضريتين  و أربع حدائق تزيينية،  و يرتين للتسلية،  حظو ثالث حدائق جماعية،  منها    حديقة عمومية،  16حتوي على  حيث ت

بتُ بمساحة إجمالية   أهمها مطعم  ،  (2015)وداعي، بويبية،    هكتار  76.31  نحوقدر  الراقية  املطاعم  إلى ذلك سلسلة  باليمامة"ضف  املتواجد  املدخل " 

 غيرها. و  ،في الجهة الغربية للمدينة... "الضيافدار "ومطعم "، مشاوي حلبومطعم "الشرقي للمدينة، 

،  هكتار 400بمساحة " حمام قرقــور "منطقة التوسع السياحي سجلت مدينة سطيف منطقتي توسع سياحي مصنفتين هما: وإلى جانب كل ذلك، 

" حمام السخنة"واملتمثلة في: منطقة التوسع السياحي    ،هكتار، وثالث مناطق سياحية غير مصنفة  215.50بمساحة    " مقرس"ومنطقة التوسع السياحي  

بـ   الحامة بمساحة تقدر ب    133بمساحة تقدر  بلدية  السياحي حمام سيدي عمر  التوسع  السياحي حمام    40هكتار، منطقة  التوسع  هكتار، ومنطقة 

 . (2016ليدية لوالية سطيف، مديرية السياحة والصناعات التق) هكتار 38سيدي منصور بلدية أوالد تبان بمساحة تقدر ب 

 نتائج البحث:   .3

 عمرانية ساعدت على تعزيز السياحة الحضرية:  الشاريع امل .1.3

التعل مشاريع  ا خطيط  بت  التي  على الحضري  هامة  ديناميكية  إحداث  في  كبيرا  دورا  مختلفة  زمنية  مراحل  عبر  سطيف  مدينة  منها  ستفادت 

 السياحة الحضرية بها من خالل:مستوى املدينة، ما ساعد على تفعيل 

مشروع الترامواي الرابط بين الجهة الغربية والشرقية للمدينة، والذي أحدث من خالل  خاصةبين أحياء املدينة،  تصالتجسيد مشاريع الربط واال •

 
ً

الحياة اليومية للسكان، كما كان   حدوث قفزة نوعية في مستوى جديدة للمجال الحضري التي ساهمت في  ا من خالل التركيبة الا هامً  حضريً تحوال

السا يسهل على  والتي  باملدينة  املتواجدة  التاريخية  واملعالم  املواقع  ربط مختلف  خالل  الحضرية من  السياحة  في دعم  كبيرة  خطوة  ئح  للمشروع 

 التنقل إليها في أحسن الظروف. 

خالل م • الحضري من  املظهر  ا تحسين  التي  الحضري  التحسين  برامج  سطيف كحي  ختلف  أحياء مدينة  منها مختلف  حي  مسكن،    600ستفادت 

سطيف دون غيرها من املدن الكبرى األخرى، حيث    نتشار الواسع للمشاريع واألقطاب السكنية التي ميزت مدينةباإلضافة إلى اال   مسكن،...  1014

 مؤسسة عقارية. 20بمشاركة أزيد من  2018قيام أول صالون للترقية العقارية والتجهيز والديكور بمدينة سطيف سنة احتضنت 

خاصة • ملؤسسات  التابعين  النظافة  ألعوان  الدورية  بجمع،    ”ECOSET”العمليات  النفايات  و املتخصصة  ومعالجة  القطاعات عبر  نقل،  مختلف 

 تسهر على نظافة املحيط من أجل إعطاء الصورة الحضرية الالزمة لقيام السياحة الحضرية.  ، و الحضرية ملدينة سطيف

االيعتد • خالل  م  حركيته من  وتفعيل  الحضري  توفرها    الرسومقتصاد  الاملالتي  )عمرانية  شاريع  السياحية  الخدمات  ،  سيارات  مواقففي مجال 

 وغيرها من املشاريع التي يستغلها السياح أثناء تنقالتهم اليومية داخل مدينة سطيف. (.مطاعم، مقاهي،.. املراحيض العمومية، حظائر التسلية،

  2594عاب قدرت بحوالي  يستا بسعة    2016فندق سنة    40ددهم من  والذي تطور ع ،  التوافد السياحي على الفنادق املنجزة بمدينة سطيفزيادة   •

إلى   السياحي على والية سطيف سنة    ؛سرير  3261عاب  يستا فندق بسعة    45سرير  التوافد  بـ    قيًما مرتفعة،  2016حيث سجل    246898قدرت 

منها   تطورت هذه    18052وجزائري    182710سائح  ولقد  حوالي    2018سنة    القّيم أجنبي،  منها    268557لتبلغ    61315وجزائري    207242سائح 

)مديرية    سائح  129772سائح أجنبي بمجموع    15273و سائح جزائري   114499حوالي   2018بينما قدر عدد الوافدين ملدينة سطيف سنة    ؛أجنبي

سطيف،   لوالية  التقليدية  والصناعات  ستساهم    ،(2019السياحة  في  والتي  شك  الدون  مباشر  التي    حضريةالديناميكية  زيادة  بشكل  تدعم 

 قتصاد الحضري. اال

 السياحة الحضرية: تعيق تنمية مشاكل  .2.3

من قبل صناع القرار للنهوض بالسياحة الحضرية بمدينة املجسدة في مدينة سطيف والدور الطوعي البارز عمرانية  شاريع الأهمية املمن رغم الب

 فيما يلي: يمكن حصرها مختلفة، والتي  مشاكلمن األخيرة ال تزال تعاني هذه سطيف إال أن 

تتعلق بمشاكل مرتبطة   وأخرى   رخص البناءمشروع، نتيجة عدم الحصول على  22املقدرة بـ ستثمار السياحي و نطالق العديد من مشاريع اال تأخر ا  •

 نتظار تسوية نزاعات قضائية.مشاريع استثمار سياحي متوفقة في ا  7باملستثمر في حد ذاته، وكذا 

 التدفق السياحي.  حجم  خاصة على املستوى الدولي القادر على الرفع منالسياحي للصورة الذهنية ملدينة سطيف و  غياب الترويج •
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 ستراتيجية التنمية الحضرية بمدينة سطيف.كلي ملشاركة املجتمع املحلي في ا  غياب شبه •

 .دينةاملية وسياحية بالسياحية من معالم ومواقع تاريخفرص توضح أهم ال ملدينة سطيف، غياب خريطة سياحية •

 (. ...نقل، إيواءالتدني في مستواها )والتي تتضح من خالل  ةالسياحيالخدمات  مشاكل متعلقة بجودة  •

 عمليات إعادة الترميم للمواقع األثرية وعدم تصنيفها يجعلها عرضة للتخريب بشتى أنواعه.  ضعف في •

 .اوتطويرهالسياحة الحضرية والذكاء في قطاع السياحة بمدينة سطيف يحول دون النهوض بستعمال الضعيف والنادر ألساليب التكنولوجيا اال  •

 غياب األمن بشتى أنواعه في العديد من املواقع السياحية.  •

والتيتعّدد  رغم   • سطيف  بمدينة  املنجزة  الحضرية  التهيئة  شأنها    مشاريع  غير  من  أنها  إال  السياحية  التنمية  عجلة  دفع  طاب ستقال   كافيةتدعم 

 السياح األجانب.

 راحة السائح ملدينة سطيف. ، مما ينعكس على تنقل على مستوى املدينة وخاصة في أوقات الذروة رتبطة بالشاكل املاملوجود العديد من  •

ركز التجاري العالي  مشاكل متعلقة بالتوقف وخاصة في األماكن التي تتواجد بها املعالم التاريخية كعين الفوارة، وكذا أماكن الترفيه والتسوق كامل •

 وحظيرة التسلية. 

 :  تصورات مستقبلية لتعزيز السياحة الحضرية بمدينة سطيف   . 3.3

التوصياتع من  جملة  تقديم  يمكن  سطيف  بمدينة  السياحة  قطاع  يعرفها  التي  املطروحة  املشاكل  غرار  السياحة   لى  تفعيل  شأنها  من  التي 

   ، وذلك من خالل:مدينة سطيف هاالحضرية بها في ظل التحديات التي تواجه

 والسهر على تجسيده على أرض الواقع للنهوض بالسياحة في مدينة سطيف. ،2030وتوجهات مخطط التهيئة السياحية آلفاق  ئ ضبط مباد •

 ستثمار السياحي سواء املتوقفة أو التي لم تنطلق بعد.ع اال النزاعات املتعلقة باملشاريضرورة حل املشاكل و  •

في   • النظر  ال املإعادة  الوالية  عمرانية  شاريع  إقليم  حدود  يتعدى  تأثير  بمجال  توطين مشاريع  تقوم على  جديدة  سياسة  تبني  وضرورة  الكالسيكية 

 الكفيل بتحقيق الجاذبية السياحية ملدينة سطيف.

 السياحية التي تزخر بها املدينة. فرص ينة سطيف قادرة على الترويج للذهنية ملد سياحية تكوين صورة  •

ال • املشاريع  املحلي في كل  املجتمع  للمدينة من  علتدعمرانية  ضرورة مشاركة  الثقافي  للمنتوج  الترويج  الكبير في  الحضرية، وذلك لدوره  السياحة  يم 

 خالل االرتقاء بالصناعات والحرف التقليدية املحلية. 

 العمل على االرتقاء باملواقع التراثية الثرية املنتشرة بكثافة بمدينة سطيف. •

  سطيف التي تتوفر فيها كل الفرص السياحية.الحرص على تنويع األنشطة السياحية باختالف أنواعها بمدينة  •

 ستغاللها لزيارة مناطق أخرى يجهلونها. لتي تعرف توافد كبير للسياح قصد ا وضع خريطة واضحة املعالم توزع باملناطق ا  •

 وغيرها.  بجميع أنواعها كطلب سيارة أجرة، حجز غرفة بفندق معين،... السياحية الخدماتقديم إدخال عنصر الذكاء في ت •

 .وطنيالسهر على أمن وسالمة السائح سواء األجنبي أو ال •

 السيارة الفردية.  عددستعمال وسائل النقل الجماعي للتقليل من ا حل جميع املشاكل املتعلقة بالتنقل والتوقف والتشجيع على  •

 .املدينة مرورا بمعاملها التاريخيةوضع خطوط نقل تجوب  •

 األخذ بتجارب السياحة الحضرية الناجحة للمدن السباقة، وتكييف إيجابياتها مع خصوصية مدينة سطيف. •

 خالصة:  

  الحضري التين خالل الدور الكبير لعمليات التخطيط  والتي تدعمت م  مدينة سطيففرص السياحة الحضرية بتعّدد    يتضح من كل ما سبق 

اإليواء،  ساهمت بشكل كبير في توفير مناطق الترفيه واالستجمام وقضاء أوقات الفراغ، إلى جانب توسيع الخدمات السياحية السيما من ناحية النقل و 

أن ذلك ُيصادفه العديد من املشاكل في مجاالت مختلفة التي تعيق    ، غيروهذا من شأنه زيادة حجم السياح الوافدين إليها سواء محليين أو حتى أجانب

وإستراتيجية عمرانية  شاريع الاملتطوير السياحة الحضرية باملدينة والتي تتطلب ضرورة مشاركة بين جميع الفاعلين مع صناع القرار بهدف التنسيق بين  

وضع بعض يسمح بو ،  يع البنيات الحضرية باملدينة وتفعيل اقتصادها الحضري تنمية السياحة الحضرية، مما سيكون له انعكاسات متعددة تمس جم

املشاريع تعدد  خالل  بها من  الحضرية  بالسياحة  لالرتقاء  الوضعية  ملعالجة هذه  العقالني  و عمرانية  ال   التحديات  وتوفير فرص لالتفكير  فيها  الستثمار 

أساليب وطرق ترويجية متجددة باستم على جلب أكبر عدد من السياح ومن يات متعددة داخلية ودولية، تعمل  رار على مستو الشغل باالعتمادها على 
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Abstract: Abstract: The concept of tourism is no longer limited to travel with the aim of seeing other 
places distinguished by different cultures and customs only. Rather, it has expanded to make tourism 
more practiced in cities within a new concept, which is "urban tourism", which represents the approach 
taken by most governments in strengthening their cities to be distinguished in finding urban tourism 
projects, with new urban and architectural designs, through which they reflect images of tourism 
investments in cities. 
In this context, we will highlight the city of Setif, considered one of the largest cities of Algeria in the 
eastern highlands, in order to clarify the various major urban and functional transformations resulting 
from the implementation of numerous urban projects (hotel chain, large shopping centers, tramway 
project, etc.), as well as to reorganize various urban functions within it, this has made it possible to 
provide many leisure spaces and its layout, to attract many tourists coming to the city, in particular with 
ease of movement towards it. This has led the city of Setif to offer many opportunities which are 
necessary to develop its urban tourism. 
We will try to highlight the different urban mutations that have affected the city of Setif in various 
economic, social and urban areas, to discover all the problems that hamper the development of urban 
tourism in the city, based on descriptive approaches and quantitative and certain tactical techniques, as 
well as all the references and resources available on the theme of research and its spatial field, on the 
basis of which certain recommendations likely to pose challenges can be visualized, thanks to it, a 
strategy global can be developed to improve the city so that it becomes a destination for urban tourism 
locally and internationally. 

Keywords : urban tourism, opportunities, transformations, leisure spaces, challenges, Sétif, Algeria. 
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 املقدمة:  .1

اع تعتبر السياحة من أهم الصناعات العاملية التي تدر عائدات هائلة على اقتصاديات الدول، إذ نجد عديد الدول من مختلف القارات يعد القط

التي اآلليات  أحد  باعتبارها  القطاع،  يقوم عليها هذا  التي  الركائز  أحد  والسفر  السياحة  وكاالت  تعد  كما  أهم مصدر إليراداتها.  اعد على تس  السياحي 

باإلضافة   األجنبية  العملة  من  واإليرادات  املحلي  الناتج  في  مساهمتها  من خالل  السياحة  وإنعاش  عملإ تنشيط  فرص  خلق  منظمة   ،لى  سجلت  حيث 

   1,5السياحة العاملية  
 
دة وأزمات مختلفة ال أن القطاع السياحي واجه تحديات عديإ %.  4، أي بارتفاع نمو بنسبة  2019عام    مليار زائر من السياح عامليا

 
 
واليوم نشهد أزمة ،   %4% واألزمة املالية العاملية  0.5مرض سارس ب ، % 3.1لى تراجعه ب إ سبتمبر التي أدت  11أحداث   خالل السنوات السابقة فمثال

لكن  ،    2019حيث كان أول ظهور لهذا الفيروس القاتل في مقاطعة يوهان بالصين في شهر ديسمبر  ،  أخرى تضرب العالم بأكمله وهي أزمة جائحة كورونا

الدول  العالم وال تزال  انتشر في كل دول  السيطرة عليه و   سرعان ما  الوقت مع  تحاول  املوجودة في  اللقاح  مختلفالتعامل بسرعة وحيطة في نفس  ات 

ولكن مع  إستمرار الوضع وتوالي   ،   2020جويلية    31في      شخص في العالم وفق إحصاء لوكالة رويترز  مليون   17فقد تسبب في إصابة أكثر من  ،  السوق 

رقم   فإن  الثالثة(  نعيش  )ونحن  إحصائيات    131إلى     ارتفعاملصابين  املوجات  وفق  العالم  في  نتصور  04/04/2021مليون شخص  أن  ولنا  من خالل  ، 

املرض   هذا  سببه  ما  املصابين  عدد  العافية(تضاعف  هللا  )نسأل  الثاني  عامه  الحياة في  مناحي  جميع  على  كبير  تأثير  الجائحة  لهذه  وكان   الصحية،   :. 
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 امللخص:

الدراسة   التي خلفتها جائحة كورونا )كوفيدإ لى  إ تهدف هذه  االنعكاسات واآلثار  السيا19-براز  أداء وكاالت   ( على 
 
   حة واألسفار عامليا

 
  ووطنيا

معرف الدراسة    ةوكذا  سعت  كما  الجائحة  انتشار  من  للحد  املتخذة  والتدابير  اإلجراءات  الدول عرض  لى  إ أهم  بعض  انتهجتها  التي  السياسات 

حول  املعلومات  جمع  بغرض  التحليلي  الوصفي  بأسلوبيه  االستنباطي  املنهج  على  الباحثان  اعتمد  وقد  السياحي   املجال  في  األزمة  مع   للتعامل 

 فيروس كورونا املس
 
  تجد الذي حصد األرواح البشرية وبأعداد هائلة وال يزال، وانعكاساته على أداء وكاالت السياحة والسفر عامليا

 
وأظهرت  .ووطنيا

ول وعدم  النتائج أن االزمة تهدد باإلفالس للعديد من الوكاالت السياحية وأن مدة التعافي ستكون طويلة في ظل عدم رفع االغالق الحدودي بين الد

الدولةرفع   داخل  املناطق  بعض  الصحي على  األنشطة    ،الحجر  واألسفار ومختلف  السياحة  وكاالت  لدعم  تدخل حكومي عاجل  يتطلب  ما  هذا 

(مع ضرورة التقيد بالتدابير 19-زمة فيروس كورونا )كوفيدأ ثار  آ السياحية التابعة، كما اقترح الباحثان مجموعة من التوصيات والحلول لتجاوز  

 زمات تابعة لكل وكالة سياحية.    نشاء مكاتب خاصة إلدارة األ إ جراءات االحترازية املفروضة وضرورة الوقائية واإل 

 . تداعيات الجائحة  ؛وكاالت السياحة واألسفار؛ 19-كوفيد ؛فيروس كورونا املفتاحية:الكلمات 
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 ،  ....الخوالرياضية  االجتماعية  السياسةاالقتصادية،  
 
أيضا لها  السياحة   والتي ستكون  السياحي وعلى األخص على وكاالت  القطاع  تداعيات سلبية على 

والسيطرة على   العدوى  انتشار  للحد من  العالم  دول  اتخذتها  التي  املشددة  اإلجراءات  سياق  في  اإلصابات من خالل غلق    األعدادوالسفر  املتزايدة من 

و  املدن  بين  التجوال  حظر  وفرض  الدول  بين  املؤسساإ الحدود  و غالق  الطيران  وحظر  واملطاعم   إغالقاتت  كالفنادق  والخدمات  لألعمال  واسعة 

ورغم ما شهده العالم على   ،املرض  منمع املوجة األولى    جرجازات غير مدفوعة األ إ واملتاحف واملنتجعات السياحية وتسريح العمال ومنح البعض منهم  

ئحة ال تزال تحصد  ثار الجاآ طبيعتها من بلد إلى آخر إال أن    اختالفوعلى    االحترازيةاءات  وجزئي تارة أخرى ملختلف اإلجر فترات مختلفة من رفع كلي تارة  

 .حجمها وقطاع نشاطها اختالفاألرواح وتؤثر على اقتصاديات الدول وكذا نشاط املؤسسات على 

   الدراسة:  مشكلة .1.1

 الدول التي حتى    وال قطاع ولم تستطع تجاوزهايسلم منها    ( لم 2019  )ديسمبرائحة كورونا منذ بدايتها  ج  التي سببتها  اآلثار واملخلفات السلبيةإن  

 من ب  قطاع السياحةأن    واألكيد  واملتقدمة،تسمى بالعظمى  
 
فنادق  بما في ذلك كل الفاعلين في هذا القطاع من:    والتزال  ين القطاعات التي تضررت كثيرا

  :التالية شكلةمما سبق عرضه يمكننا طرح امل والسفر، ومطاعم ومنتجعات ووكاالت السياحة وشركات طيران

 ؟ األسفار( على أداء وكاالت السياحة و 19-)كوفيد تداعيات جائحة كورونافيما تتمثل 

 : الفرعية التالية شكالتالرئيسة نضع امل شكلةوتحت هذه امل

 اإلجراءات املتخذة للحد من انتشاره؟ ما هيو  ،(19-فيروس كورونا )كوفيد كيف يمكن توصيف  •

 19-ماهي التداعيات الناجمة عن فيروس كورونا )كوفيد •
 
  ( على أداء وكاالت السياحة والسفر عامليا

 
 ؟ ووطنيا

  لتخطي األزمة؟ األسفارالسياحة و  لفائدة وكاالت والتوصياتهي مختلف االقتراحات  ما •

 الدراسة: ة أهمي    . 2.1

 :تكتسب الدراسة أهميتها من مجموعة من النقاط، يمكن إيجازها فيما يلي

 .هذا القطاع دفع عجلة وكاالت السياحة والسفر فيالذي يلعبه قطاع السياحة في اقتصاديات الدول وكذا مساهمة الدور الفعال  •

 . قطاع السياحة ( على كل القطاعات السيما19-كوفيدتأثير جائحة كورونا ) •

•  
 
عموما الحكومات  تفكير  كل    ضرورة  على  الجائحة  خلفتها  التي  الكبيرة  السلبية  اآلثار  تجاوز  كيفية  في  باألخص،  والسفر  السياحة  ووكاالت 

 الفاعلين في املجال السياحي. 

 الجزائر. في األسفارو ضرورة مراجعة داء وكاالت السياحة  •

الجزائر   • في  السياحة  السياحة  ضعف مساهمة قطاع  وكاالت  تضاعف مجهوداتها    الجزائر  في  األسفار و يفرض على  الفجوة  أن  تقليص  ملحاولة 

 . والعرض السياحييناملوجودة بين كل من الطلب 

 الدراسة:هداف أ     . 3.1

 إلى:  دراسةال ه هدف هذت

 ظهار إ  •
 
 .األسفاروعلى أهم الفاعلين في املجال واملتمثل في وكاالت السياحة و   اآلثار التي خلفتها الجائحة على قطاع السياحة عموما

 في مجال السياحة. استطاعت التعامل مع الجائحة بنجاحلدول نماذج عرض  •

 محاولة تقديم مقترحات قد تساعد وكاالت السياحة والسفر على تجاوز األزمة على املدى القريب والبعيد.  •

 الجزائر ال سيما في السوق الداخلية.  في األسفارو الفرص الضائعة أمام وكاالت السياحة تبيان  املساهمة في •

جائحةالتأكيد على   • )  اعتبار  أزمةفرصة    (19-كوفيدكورونا  وكاالت  وليس  األمور من هيكلة   في  األسفارو السياحة    أمام  ملراجعة عديد  الجزائر 

 .تنظيمية ومزيج خدمات
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 ابقة: اإلطار النظري والدراسات الس .2

 إلطار النظري ا .1.2

 : األسفاروكاالت السياحة و أساسيات حول  .1.1.2

ول محطة يقصدها السائح الختيار  أ النابض للسياحة، فهي تساهم في تطوير وإنعاش السياحة باعتبارها    القلب  األسفارتعتبر وكاالت السياحة و 

 .  والوظائف التي تقوم بها األعمالوأهم  األسفارلى تعريف وكاالت السياحة و إ ووجهته السياحية وسوف نتطرق في هذا املحور 

 ما یلي:  األسفارأهم التعاريف التي وردت حول وكاالت السياحة و  ن م :األسفارو وكاالت السياحة تعريف  .1

السفر،  • في   
 
أساسا تتمثل  سياحية  خدمات  للعمالء  يقترح  والذي  معنوي،  أو  طبيعي  قبل شخص  من  تدار  تجارية  مؤسسات  أنها:"  على  عرفت 

 رات أو التظاهرات".اإلقامة الجماعية، تقديم خدمات نقل، حجوزات الفنادق أو استقبال سياحي خاص باملؤتم

التذاكر  • بيع  في  نشاطها  ويتركز  العمولة،  أساس  على  السياحية  املنتجات  بيع  في  األساس ي  نشاطها  يرتكز  سياحية  مؤسسات  بأنها:"  تعرف  كما 

طارات. و قد  وتسويق العروض السياحية، إال أن بيع التذاكر هو نشاط الوكاالت األساس ي ويتضمن حجز أماكن السفر عبر الطائرات، السفن، ق

 ( 04، صفحة 2019)مهمل،  تشمل تقديم خدمات سياحية أخرى تتمثل في حجز غرف الفنادق وكراء السيارات"

   كما يلي:  األسفارعرف املشرع الجزائري وكالة السياحة و كما   •
 
   كل مؤسسة تجارية تمارس بصفة دائمة نشاطا

 
يتمثل في بيع مباشر أو غير   سياحيا

 ( 290، صفحة 2019)العمري، شيخ، و عوادي ،  قامات فردية أو جماعية وكل أنواع الخدمات املرتبطة بها".إ مباشر: رحالت و 

 
 
هي مؤسسات تجارية يحكمها شخص طبيعي أو معنوي، فهي تقوم بتنظيم وتسويق البرامج السياحية   األسفارن وكاالت السياحة و أ نستنج    عموما

ذن تلعب دور الوسيط بين مؤسسات النقل )بري،  إ لى خدمات أخرى. فهي  إ املختلفة وتوفير تذاكر السفر وحجوزات فندقية وكراء السيارات باإلضافة  

 باملجال السياحي كاملطاعم، الفنادق، التأمينات ...الخ، وتتلقى بموجبها عمولة. بحري، جوي( ومختلف املؤسسات التي لها عالقة

 فيما يلي: األسفارأبرز مهام وكاالت السياحية و  تتمثل : األسفارو والوظائف التي تقوم بها وكاالت السياحة  األعمالأهم  .2

 .تنظيم وتسويق أسفار ورحالت سياحية وإقامة ووضعها تحت تصرف السياح •

 .تنظيم زيارات وجوالت برفقة مرشدين داخل املدن واملواقع األثرية ذات طابع سياحي وثقافي وتاريخ وديني •

 .وضع خدمات املترجمين واملرشدين السياحيين تحت تصرف السياح األجانب ومساعدتهم خالل فترة اإلقامة •

 بها.اإليواء أو حجز الغرف في املؤسسات الفندقية وتوفير الخدمات املرتبطة  •

  (365، صفحة 2020)معقافي، تنظيم التظاهرات الفنية والتراثية والرياضية واملؤتمرات وامللتقيات املكملة لنشاط الوكالة   •

 النقل. توفير النقل السياحي وبيع كل أنواع تذاكر النقل حسب الشروط والتنظيم املعمول بهما لدى مؤسسات  •

 بيع تذاكر أماكن الحفالت الترفيهية والتظاهرات ذات الطابع الثقافي أو الرياض ي أو غير ذلك. •

 استقبال ومساعدة السياح خالل إقامتهم.  •

 القيام بإجراءات التأمين من كل املخاطر الناجمة عن نشاطاتهم السياحية. •

 ( 243، صفحة  2019)زواقي،  باسمها ومكانتها. تمثيل وكاالت محلية أو أجنبية أخرى قصد تقديم مختلف الخدمات •

 ( 366 ،صفحة 2020)معقافي، تجاه السائح الوكاالت السياحية واجباتالواجبات العامة و : وتتمثل في األسفارواجبات وكاالت السياحة و  .3

 : تتمثل فيما يلي الواجبات العامة:

 .فعول ملا  السارية  والتنظيمية التشريعية لألحكامالصارم  االحترام  مع النشاط ممارسة •

 . االحترافيةتكريس و  املهنةوقواعد أخالقيات احترام  •

السياحة   • التقنيات  اإللكترونية تطوير  والتسويق  وإدماج  للتسيير  السياحي    الحديثة  الدوري للمقصد  ذات    والنشر  الترقوي  الوسائل  ملختلف 

 .الجودة 

 . التي يتم زياتها السياحيةواملواقع  املناطقعلى  واملحافظة املحلي والتراث احترام البيئة •

 لسائح:ا تجاه الواجبات

 .تكفل بهزبون والسائح املكل  مع األسفارو التلقائي لعقد السياحة  اإلبرام •

 .الطلب السياحية حسب الرحالتمحتوى وبرنامج  فيما يخص والسياح الزبائن احتياجات تلبية •

 .عليها املتعاقد االلتزاماتعليها واحترام  املتفقالتكفل بكل الخدمات  •

 هعلي املتفقالسياحي  املنتوجالتأطير الفعلي والفعال للسياح في كل مراحل  •
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 االمتناع عن االشهار الكاذب فيما يخص األسعار أو الخدمات. •

 19-لناجمة عن فيروس كورونا )كوفيدالتداعيات ا .2.1.2
 
  ( على أداء وكاالت السياحة والسفر عامليا

 
 : ووطنيا

 وأهم اإلجراءات املتخذة للحد من انتشاره: ( 19-)كوفيد حقائق عن فيروس كورونا •

لكن سرعان ما ،  مقاطعة هوبي بالصين(، تم التعرف على أول حاالت التهاب رئوي مجهولة املصدر في يوهان )الواقعة في  2019في أوائل ديسمبر  

فيروس كورونا  اسم  وأطلق عليه  الصينية  املخابر  ذلك من طرف  بعد  التعرف عليه  تم  والذي  العالم  دول  لتضرب  واإلصابات  الحاالت   انتشرت عدد 

ا ملنظمة الصحة العاملية، يوجد لد (W. Guan et al  ،2020)  19-كوفيد ى "فيروس كورونا" قواسم مشتركة بينه وبين السارس نستطيع القول أنه وفق 

الصين من عام   السارس بشكل ملحوظ في  العائلة وقد ظهر مرض  أكثر من    2004إلى عام    2002من نفس  دولة،   26شخص في    8000، حيث أصاب 

   (2020)صالح،  شخص قد لقوا حتفهم في تفش ي املرض 700وتقدر منظمة الصحة العاملية أن أكثر من 

 ( أهم اإلجراءات والتدابير املتخذة للحد من انتشار الجائحة19-ولإليضاح أكثر سوف نتطرق الى إعطاء تعريف لفيروس كورونا )كوفيد

الحاد الوخيم )السارز( ومتالزمة   هي  كورونا:تعريف فيروس   -أ ا مثل الزكام وااللتهاب التنفس ي  أمراض  مجموعة من الفيروسات التي يمكنها أن تسبب 

التنفسية )ميرز(، قد تظهر عالمات وأعراض )كوفيد إلى  19-الشرق األوسط  للتعرض  14( بعد يومين  التالية  الفترة  له. وتسمى  التعرض  ا من   ، يوم 

الحضانة".  والسابقة  
َ
"فترة األعراض  في   لظهور  وضيق  الحلق  التهاب  و  الحـرارة  درجة  في  كارتفاع  الشائعة  واألعراض  العالمات  تتضمن  أن  ويمكن 

التذوق  حاسة  وفقدان  والصداع  والسعال  األشخاص   ( Mayo Clinic Staff  ،2020)  .التنفس  طريق  عن  بالعدوى  األشخاص  يصاب  أن  ويمكن 

ينتقل من شخص   بالفيروس حيث  املصابين  األ آ لى  إ االخرين  تتناثر من  التي  الصغيرة  القطيرات  طريق  الشخص  أ نف  خر عن  يسعل  الفم عندما  و 

النتقال العدوى هي انتقال الرذاذ عن طريق الجهاز التنفس ي وانتقال العدوى عن طريق  والطرق الرئيسية  (More ،2020و    Suryawanshi)    املصاب

آخر يصاب مباشرة  الكالم، وحينما يستنشقه شخص  أو  السعال  أو  العطس  املرض ى عند  الرذاذ من  األولى يخرج  الطريقة  املباشر، ففي  التالمس 

م العدوى عن طريق  الثانية فتحدث  الطريقة  في  أما  األغشية  بالعدوى،  وغيرها من  العين  أو  األنف  أو  الفم  لتجويف  بالفيروس  امللوثة  اليد  المسة 

كما صنفت منظمة  .(5، صفحة 2020الشائعات(، -الرعاية النفسية-طرق الوقاية-)الدليل الشامل لفيروس كورونا املستجد)معارف عامة املخاطية

ف تفش ي  العاملية   الصحة 
 
عامليا "وباء   بوصفه  كورونا     يروس 

 
أدهانوم    وأيضا "تيدروس  الدكتور  العاملية،  الصحة  منظمة  رئيس  وقال  "جائحة" 

النهج   إزاء قصور  الشديد  والقلق  نطاقها،  واتساع  العدوى  تفش ي  رئيسين هما: سرعة  املصطلح لسببين  املنظمة ستستخدم هذا  إن  غيبريسوس"، 

الدول على مستو  تتبعه بعض  للفيروس  الذي  التفش ي  الالزمة للسيطرة على هذا  السياسية  اإلرادة  الصحة  ى  )فيروس كورونا: ملاذا صنفته منظمة 

 ( 2020العاملية وباء  عامليا، 

الكبير لإلصابات والوفيات في    أهم اإلجراءات والتدابير املتخذة للحد من انتشار الجائحة:  -ب االرتفاع   مع 
 
لزاما ببن   العالم كان  أن تزاوج  الدول  على 

لدول متناقضين هما استمرارية النشاط االقتصادي وبقاء عجلة اإلنتاج في البالد مع الحد من انتشار املرض بالتخفيف من حدته لذا قامت معظم ا 

 ( 120، صفحة  2020)الهرش،  :باتخاذ بعض التدابير الوقائية و اإلجراءات االحترازية والتي نذكر من  أهمها

•  
 
لزامية ارتداء الكمامات وتعقيم اليدين إ على ما أوصت به املنظمة العاملية للصحة بضرورة االلتزام بالتباعد االجتماعي و   وضع قيود صارمة بناءا

 خاصة في األماكن العامة.  

 غلق جميع الحدود البرية والجوية والبحرية ماعدا نقل البضائع والسلع واملستلزمات الطبية... الخ.   •

عليها سياسة الحجر الصحي    غلق بعض املدن واملناطق حيث منعت دول مواطنيها من االنتقال بين املدن لتقليل انتشار العدوى وقامت بتطبيق •

 
 
 : في منطقة وهان بالصين ومنطقة البليدة بالجزائر. الكامل خاصة التي انتشر فيها الفيروس، مثال

و  • التعليمية  املراكز  املنهي وكل  التكوين  بأطوارها والجامعات ومراكز  املدارس  اآلذان وغلق  ِبرفع  املساجد واالكتفاء  الصلوات في  الثقافية تعليق 

 والعمومية. الخاصة 

ت  توقيف العمل بالعديد من القطاعات التجارية واالقتصادية والخدمية خاصة تلك التي تتطلب االحتكاك املباشر مع املستهلكين، مثل: صالونا •

 ، شركات الطيران...الخ.األسفارالتجميل، املطاعم، النوادي الرياضية، املتاحف، وكاالت السياحة و 

 التجارية الكبرى من موالت ومعارض وبعض املحالت التجارية لفترات متباينة لتجنب التداخل والتقارب بين أصحابها وزبائنهم.غالق األسواق إ  •

 إلغاء الكثير من الدول لألنشطة والفعاليات الرياضية والثقافية وحتى الدينية بهدف التقليل من االحتكاك بين الناس.  •

  امل مع املستجدات االقتصادية واالجتماعية الطارئة بسبب أزمة الفيروس.إقرار تعليمات وأنظمة وقوانين للتع •

 19-التداعيات الناجمة عن فيروس كورونا )كوفيد •
 
 :( على أداء وكاالت السياحة والسفر عامليا

تنفيذ عملية   إلى  الزمن والصيغة(  الدول )بشكل متفاوت في  الواسع لفيروس كورونا دفع عديد  االنتشار  إغالق لحدودها في محاولة للحد من إن 

 هذا الوباء بين اغالق كامل وجزئي، والشكل املوالي يوضح حاالت إغالق الحدود لدول العالم. 
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 (1)الشكل 
 
 لتفش ي فيروس كورونا : اغالق الدول لحدودها نظرا

https://cdn.statcdn.com/Infographic/images/normal/21326.jpeg, 2020: source 

رقم   الشكل  يوضحه  ما  لجأت    1وحسب  الدول  واالقتصادية إ فغالبية  اإلنتاجية  القطاعات  لكل  بالضرر  تسبب  مما  للحدود،  الكلي  االغالق  لى 

 أ وقطاع السياحة هو واحد من    واالجتماعية.
 
وعلى األخص على وكاالت السياحة والسفر في سياق اإلجراءات املشددة   كثر القطاعات االقتصادية تضررا

املتزايدة من اإلصابات من خالل فرض حظر التجوال وإغالق املؤسسات وحظر   األعدادالتي اتخذتها دول العالم للحد من انتشار العدوى والسيطرة على 

و ال السياحية،إطيران  واملنتجعات  واملتاحف  واملطاعم  كالفنادق  والخدمات  لألعمال  واسع  منهم   غالق  البعض  ومنح  للعمال  تسريح  ذلك  نتج عن  مما 

على املستوى العاملي بنسبة تتراوح   2020جر. حيث تقدر منظمة السياحة العاملية أن عدد السياح الدوليين قد ينخفض في عام  جازات غير مدفوعة األ إ 

 4و٪  3٪، بدال من نمو يتراوح بين    3و٪  1بين  
 
مليار دوالر في إيرادات   50و   30ي تسفر عن خسارة ما بين  أ في أوائل كانون الثاني/يناير    ٪، كما كان متوقعا

 ( 53، صفحة  2020)ماضوي و بن جروة،  السياحة الدولية. 

ووصلت حجم  ،  %  2.7في العالم نمو كبير خالل خمس السنوات املاضية فقد بلغ نمو القطاع بنسبة    األسفارفبعدما شهد أداء وكاالت السياحة و 

 إ 
 
و   .بليون دوالر  315.4ب    2019لى  إ   2015من    يراداته عامليا السياحة  وكاالت  أن تنخفض نسبة نمو  املتوقع  الجائحة من  انتشار هذا   األسفار لكن مع 

   (IBISWorld, 2020) 2020% خالل عام 2.1عامليا ب 

في حين قالت  ،    2019باملقارنة مع   %44مليار دوالر أي بنسبة    252قدرت انخفاض عائدات الركاب بما يقارب    ATAكما أن منظمة الطيران املدني 

 5-4نها تتوقع انخفاض إيرادات شركات الطيران العاملية بقيمة تتراوح بين  أ التابعة لألمم املتحدة في بيان لها    ICAO  املنظمة الدولية للطيران املدني ايكاو

األول من عام   الربع  في  دوالر  فيروس كورونا   إ بسبب    2020مليار  بانتشار  املرتبطة  الرحالت  كبير .(53، صفحة  2020)فالك،  لغاء  بيرس  برايان    وقال 

 
 
الكثير من شركات الطيران التي لديها هوامش ربح ضيقة نسبيا والكثير من الديون، وهذا يمكن أن    االقتصاديين في اتحاد النقل الجوي الدولي: »هناك 

  ومن أهم الخسائر التي ،( 15، صفحة  2020)بن خيرة و طيب،  يدفع بعضها الى وضع صعب للغاية ".
 
إلى الواليات  مست قطاع الطيران من أستراليا شرقا

 
 
 املتحدة غربا

 
إفريقيا جنوبا    ، ومن جنوب 

 
النرويج والسويد شماال القريب فقط تمثل إلى  أو أوشكت والتي كانت باألمس  إفالسها  أعلنت شركات طيران   ،

 فخرا لبلدانها، من بينها على سبيل املثال ال حصرا نجد:  

 إلشهار إفالسها رغم تاريخها املمتد إلى  شركة طيران  القابضة الكولومبية، ثاني أكبر Avianca شركة أفيانكا *
 
 عام. 100في أميركا الالتينية قدمت  طلبا

البريطانية   الطيران  أعلنت شركة  املستجد خسائر فادحة وتعد شركة    05في    "Flybe"فاليبى  *كما  إفالسها بعدما كبدها فيروس كورونا  املاض ي  مارس 

Flybe  8من أكبر شركات الطيران املحلي داخل اململكة املتحدة، حيث تنقل نحو  
 
 ماليين مسافر سنويا

 
   .، إلى وجهات محلية ووجهات أوروبية أيضا

" من أبرز شركات الطيران الرئيسية في آسيا واملحيط Virgin "   هي األخرى أعلنت إفالسها، وتعد  " Virgin Australia"فيرجن شركة الطيران األسترالية  *  

تعد  2020أبريل/نيسان    21الهادي. ففي   التي  الشركة  لدعم  للحكومة  نداءات وجهتها  بعد عدة  إفالسها،  األسترالية  الشركة  أعلنت  أكبر شركة ،  ثاني 

 ( Insider  ،2020) ..طيران في البالد.

إلى طابور الشركات التي أعلنت إفالسها، متأثرة بجائحة كورونا إذ أعلنت  South African Airways* في جنوب إفريقيا انضمت شركة الطيران الوطنية، 

البالغ عددهم   إفالسها وتسريح موظفيها  الحصول على مساعدات مالية ودعم حكومي.4700الشركة  األقدم واألكثر   ، بعد فشلها في  الشركة هي  وتعد 

إفريقيا حيث تأسست عام   أكب1934عراقة وخبرة في جنوب  اإلفريقية بأسطول مكون من  ، كما تعد  القارة  ناقل جوي في  وجهة   42طائرة، ونحو    88ر 

 ( 2020)يحي،  إفريقية وعاملية.
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 : وحتى تلك التي لم تشهر بعد إفالسها فقد أنقضتها املساعدات املالية التي ضختها لها حكوماتها، مثال

  لوفتهانزا " مليار دوالر( لفائدة العمالق  9.8مليارات يورو )  9أقرت صفقة إنقاذ بقيمة    أوالف شولتس * الحكومة األملانية على لسان وزير املالية األملاني،  

Lufthans " . 

ستحصل على قروض من   "Air France"إير فرانس أن شركة الطيران الفرنسية  برونو لومير* كما أعلنت الحكومة الفرنسية على لسان وزير االقتصاد 

 مليار دوالر( ملواجهة أزمة فيروس كورونا.   7.8مليارات يورو ) 7املصارف ومن الدولة بقيمة 

مليار دوالر إلعانة شركات الطيران    25تريليون دوالر إلنقاذ االقتصاد، تتضمن    2.2ووافق الكونغرس في مارس املاض ي على خطة مالّية ضخمة بقيمة  *  

 .2020سبتمبر   30على االستمرار في دفع رواتب موظفيها لغاية 

    2019لى  إ     م  2015أما بالنسبة لصناعة الفنادق وعلى مدى السنوات الخمس السابقة أي من    *
 
ا حيث بلغت إيراداتها عامليا ا قوي  تريليون    1  شهدت نمو 

ا فهذا ال يعني   (IBISWorld  ،2020)فمن املتوقع أن يكون هناك انخفاض حاد    2020دوالر، أما خالل سنة   ا طفيف 
 
ولكن يختلف وضع الفنادق اختالف

اية أن صناعة الفنادق لها تأثير أقل من شركات الطيران الن بعض غرفه بقيت محجوزة للمسافرين الذين تقطعت بهم السبل أو من قبل موظفي الرع

 الصحية ألزمة فيروس كورونا و البعض  األخرى استغلت كمراكز للحجر الصحي .  

املتوقعة على    2020مقارنة مع نسبة إيراداتها خالل عام    2019-2015سنويا خالل الفترة   األسفار جدول التالي يوضح نسبة إيرادات وكاالت السياحة و وال

 بعض الدول في العالم: 

 األسفار: توقعات انخفاض إيرادات وكاالت السياحة و (1)جدول 

 

 

 

 

 

 

 

 

 

 باالعتماد على املوقع عداد الباحثين إ املصدر: من  
-BISWorld. (2020, 05 06). Global Hotels & Resorts Industry- Market Research Report. Consulté le 08 10, 2020, sur 

https://www.ibisworld.com/global/market-research-reports/global-hotels-resorts-industry/. 

ا خالل السنوات الخمس املاضية، شهد قطاع السياحة في   ا لتطور االقتصاد الصيني سريع  ا. مع تزايد عدد األشخاص   الصين نظر  ا قوي  ا نمو  أيض 

السياحة و  إيرادات وكاالت  السفر فقد كانت نسبة  الطلب على خدمات  إلى    %0.8بمعدل سنوي    األسفارالذين يسافرون، زاد    .مليار دوالر  900لتصل 

في عام   بفيروس كورونا  كبير  بشكل  والسفر  السياحة  وكاالت  الوباء   2020وتأثرت  الوقاية من  بسبب  السياحية  الرحالت  العديد من  إلغاء  من خالل 

ا خالل الربع األول من عام  (Chinazzi & and oth, 2020 )  يوهانمن قيود السفر في    %90ومكافحته حيث ألغت   ا حاد  . لذا شهدت إيراداتها انخفاض 

وكالة سياحة وسفر بلغت نسبة   60616التي يوجد بها     الواليات املتحدة االمريكيةخالل ذات السنة. في حين    %17.13لى  إ ن تصل  أ ومن املتوقع    2020

فقد بلغت  أملانيا وأستراليا واململكة املتحدة أما في  ،2020في عام %13.8داتها ب على مدى السنوات الخمس الفارطة ويتوقع انخفاض إيرا  %1.3يراداتها إ 

و بسبب القلق والخوف من جائحة الفيروس قام  العديد من السواح بإلغاء أو ،  على التوالي  %2.3و    %2.9،  %4.7نسبة إيرادات والوكاالت السياحية  

 %24.3و    املانيافي    %23.2وانخفضت إيراداتها ب    األسفارمن الطلب على خدمات وكاالت السياحة و تأجيل رحالتهم حتى يتم احتواء الفيروس، مما حد  

 . اململكة املتحدة في  %4.1و استراليا في 

في  أ  الجوية  إيطالياما  الرحالت  كل  الغاء  تم  فقد  املوتى،  أو  املصابين  من  سواء  سجلتها  التي  الكبيرة  األرقام  إلى  وكاالت    ،وبالنظر  عدد  بلغ  حيث 

   12السياحة والسفر فيها  نحو  
 
  وذكرت فدرالية القطاع التجاري السياحي اإليطالي أن البالد ستفقد أكثر من،  وكالة سياحية وهي مهددة باإلفالس  ألفا

 (2020)الجزيرة،   2020مليون سائح في  31.6

تركيا مناطق    وفي  في  لهم  فندقي  حجز  ألف  ثالثين  إلغاء  تم  الذين  الصينيين  السياح  استقبال  وقف  في  الخسائر  ودينيزلي انحسرت  كابادوكيا 

و سطنبول وأنطاليا وفتحيه إ. وحافظت الغرف الفندقية على معدل األسعار ذاته ومستويات اإلشغال نفسها بشكل عام خاصة في ونيفشهير وإسطنبول 

  52نحو  2019عام  تركياالعدد اإلجمالي للسياح الذين زاروا كان قد  بلغ 
 
 (2020)الجزيرة،   .مليونا

فقد قدر خبراء ومعنيون في القطاع السياحي األردني   2020، لكن خالل عام  2019ماليين سائح خالل عام    5.3استقبلت عما يزيد على    ردناأل أما  

% خالل شهر مارس املنقض ي باإلضافة إلى توقف الطلب على البرامج السياحية ووقف العمرة مما أدى إلى 30إلغاء حجوزات سياحية بنسبة زادت على  
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وبتكلفة للعمرة،  تأشيرات  على  حصلوا  معتمر  آالف  سبعة  نحو  أن  خاصة  الخسائر،  من     140  مزيد 
 
تقريبا دوالر  تم    ألف  قد  الفعاليات  إ كما  لغاء 

 السياحية بمختلف أنواعها. 

الوافدين على   السياح  بلغ عدد     2019مليون سائح    12أكثر من    مصركما 
 
الرقم بنسبة    وكان متوقعا لكن ومع تفش ي  ،    2020% خالل  30زيادة 

 .%80لى إ  70%الجائحة فقد انخفضت نسبة الحجوزات السياحية بين 

ن قد بلغ إ و   باملغرب، وهي واحدة من أهم الوجهات السياحية  مراكشفقد تم إلغاء أكثر من عشرة آالف رحلة سياحية الى مدينة    املغربكذلك في  

 مليون سائح.  13حوالي  2019عدد السياح األجانب فيها نهاية عام 

 ومختلف األنشطة التابعة لها.  األسفارلى تكبد خسائر فادحة لوكاالت السياحة و إ على غرار باقي دول العالم فقد أدت الجائحة  الجزائروكذلك 

   ( على أداء وكاالت السياحة والسفر19-التداعيات الناجمة عن فيروس كورونا )كوفيد .3.1.2
 
 : وطنيا

دور كبير   األسفار الوكاالت السياحية سوف نقوم بتقديم ملحة عن هذه األخيرة ألن وكاالت السياحة و قبل التطرق الى انعكاسات الجائحة على أداء  

مت الوزارة  في إنعاش السياحة الوطنية ملا لها من إمكانية استقطاب السياح املحليين واألجانب عن طريق التسويق للمنتوج السياحي الجزائري، حيث قا

املوافق   1431شعبان عام    2املؤرخ في    186-10إلى نوعين "أ" و "ب »، وهذا ما حدد في املرسوم التنفيذي رقم    األسفار و الوصية بتقسيم وكاالت السياحة  

واملتضمن   2000مارس    1املوافق ل    1420ذي القعدة عام    25املؤرخ في    48-2000، والذي يعدل ويتمم املرسوم التنفيذي رقم  2010جويلية سنة    14لـ  

 :واستغاللها األسفاروكاالت السياحة و تنظيم 

ف  وكاالت سياحية تنشط بصفة رئيسية في "السياحة املستقطبة أو املستقبلة "، أي يرتكز عملها على استقطاب السياح املحليين واألجانب وتصن •

 .بالصنف "أ 

 ،  » السياح خارج الوطن وتصنف بالصنف "ب  إيفادوكاالت سياحية تنشط بصفة رئيسية في" السياحة املوفدة للسياح "، أي يرتكز عملها على  •

، ليتضاعف 2012وكالة سنة  896،حيث سجل عدد 2016و 2012في الجزائر قد تضاعف بين سنة  األسفارن العدد اإلجمالي لوكاالت السياحة و إ  •

ألف   30وكالة سياحية وتشغل هذه الوكاالت حوالي    3000لى  إ   2019ليصل سنة    (7، صفحة  2019)مهمل،    2016  وكالة سياحية سنة  2041لى  إ 

 .(2020)االذاعة الجزائرية،  منصب عمل

 . (190، صفحة 2019)قرزيز و بن زيان،  ) 2016 سرير لسنة  420.107بقدرة استيعاب تقدر ب  1231كما بلغ عدد الفنادق حيز االستغالل ب  •

التقليدية لسنةإ وحسب   • السياحة والصناعة  السياحية للجزائر    2018  حصائيات وزارة  الوجهة  الذين قصدوا  السياح  بلغ عدد  مليون    2.6فقد 

 .  ( 60، صفحة 2020)ماضوي و بن جروة، % من الناتج املحلي الخام 1.7مليون دوالر وبمساهمة قدرت  250بمداخيل قدرت 

جائحة كورونا كوفيد  إ  أن  تؤثر   -19-ال  السياحة  أن  الخبراء  يؤكد  باملليارات حيث  مخلفة خسائر قدرت  الجزائر  في  السياحي  القطاع  استنزفت 

قطاع اقتصادي آخر كالطيران، النقل، االطعام وصناعة األغذية...إلخ. وفي سياق اإلجراءات املشددة التي اتخذتها الدولة للحد من    50بشكل مباشر في  

غالق واسع لألعمال  إ املتزايدة من اإلصابات من خالل فرض حظر التجوال وإغالق املؤسسات وحظر الطيران و   األعدادعلى  انتشار العدوى والسيطرة  

كوفيد كورونا  جائحة  تأثير  من حيث  األسد  نصيب  السياحية  للوكاالت  كان  السياحية،  واملنتجعات  واملتاحف  واملطاعم  كالفنادق  ما    -19-والخدمات 

   % .وتسريح عديد املوظفين، ولم يتم االحتفاظ إال بالقوى العاملة الضرورية.  80ب    األسفارإيرادات وكاالت السياحة و    تسّبب في انخفاض نسبة
 
 فضال

ألف عامل على البطالة بسبب توقف النشاط منذ   20وإحالة حوالي  (2020)بليدي،  وكالة سياحية    40عن تجميد العمرة والحج، وقد أعلن عن إفالس  

 30مارس و  18مليون دوالر، ما بين    135مليار دينار ما يعادل    16.31،كما بلغت خسائر شركة الخطوط الجوية الجزائرية ما قيمته  2020شهر مارس  

(،  2020مليون دوالر  من جراء الغلق الكامل للفنادق)جبريل،  227مليار دينار أي ما يناهز  27.3وحتى الفنادق فقد قدرت خسائرها بحوالي  2020أبريل 

 .ألف مواطن 30أما تلك املفتوحة كانت مخصصة للحجر الصحي للجزائريين العائدين من الخارج والذين تم إجالؤهم والذي كان عددهم أزيد من 

فقد أعلنت الحكومة الجزائرية ترخيص للوكاالت السياحية بمعاودة نشاطها وفتح أبوابها، إال أنه تم تسجيل عزوف حوالي   2020شهر جوان  وفي  

الحدود وتوقف وس  90 الطيران وغلق  الالزمة لنشاطها وعلى رأسها تعليق حركة  الظروف  السياحية متحججة بعدم توفير كافة  الوكاالت  ائل باملائة من 

 عن عدم االستعداد النفس ي للمواطنين للعودة إلى الحياة بشكل طبيعيا 
 
 . لنقل وحركة املسافرين، فضال

الخصوص في: تأجيل  التدابير على وجه  القطاع، وتتعلق هذه  الجائحة على  للتخفيف من تداعيات  إجراءات وتدابير  الحكومة عدة  اتخذت  كما 

ال التحصيل  في  والتخفيف  البنكية  القروض  أجل سداد  الذي فرض من  الصحي،  الحجر  املتضررة من جراء  السياحية  للوكاالت  القروض  ومنح  جبائي 

 (.(https://akhbarelwatane.net/ ،2020)وكاالت السياحة والسفر.. ال نهاية للنفق !الحّد من انتشار جائحة كورونا 

خاصة وان الجزائر لم تفتح حدودها بعد. نجد أن  -19-ومع انطالق حملة اللقاحات ضد فيروس كورونا كوفيد 2021ونحن في الربع األول من عام 

التي أدت  ن هذه األزمة تعد األسوء من نوعها في ظل الشلل الكامل الذي حل بها وعلى معظم دول العالم و أ الوكاالت السياحية اليوم في تحد كبير وخاصة 

 لى خسائر باملليارات، خاصة أن بوادر االنفراج غير واضحة على األقل في املدى القصير. إ 
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والتي تضم  أو املسؤوليات    الحلول يمكن الوقوف على مجموعة من   آثار الجائحة:  السياحية لتخطيالحكومية والوكاالت    مسؤوليات الجهات .4.1.2

 ونلخصها في نقطتين أساسيتين:مجموعة من االقتراحات لتخطي الجائحة 

 :اآلتية املقترحات م وتض : األسفارو الجهات الحكومية تجاه وكاالت السياحة مسؤوليات  •

  األكيد أن وضعية اإلغالق التام للمجال الجوي والبري والبحري لن يطول، وسيكون هناك فتح تدريجي ويختلف من بلد إلى آخر. لذا من املهم  .1
 
 جدا

 به من طرف الحكومات.  املوص ىلزامية تطبيق اإلجراءات والتدابير الوقائية وتشديد القوانين على املخالفين لتطبيق البرتوكول الصحي إ 

أشهر كإلغاء الضرائب والرسوم، تأجيل دفع األقساط   6تقديم الدعم املالي للوكاالت السياحية وخاصة في ظل شلل وتوقف القطاع ملدة تزيد عن   .2

 ة للوكالء املقرضين، التعويضات للموظفين الذين تم تسريحهم ...الخ.البنكي

على مستوى القطاعات السياحية   األزماتواملخاطر على مستوى وزارة السياحة وكذلك انشاء فروع متخصصة في إدارة    األزماتإقامة مركز إلدارة   .3

 واملخاطر.  األزماتللتعامل مع مختلف )الوكاالت السياحية، الفنادق، وسائل النقل ...الخ( والتنسيق بينهم 

و  .4 وتحليل  لرصد  خبراء ومتخصصين  ملختلف  إ تعيين  التقارير  ب  األزماتعداد  للتنبؤ  بيانات شاملة  قاعدة  وبناء  القطاع  بها  يمر  قبل    األزماتالتي 

 وقوعها.

 األخرى مع املؤسسات اإلعالمية. تعزيز العالقات بين وزارة السياحة والوكاالت السياحية وباقي القطاعات السياحية  .5

 .علقة بالسياحة والقطاعات األخرى ضرورة تبني قاعدة أساسية لتكنولوجيا املعلومات واالتصال في جميع األنشطة املت .6

 . األزماتاالستفادة من تجارب الدول األخرى في كيفية التغلب على  .7

 :املقترحات اآلتيةوالتي تشمل : األسفاروكاالت السياحة و مسؤوليات  •

برا   يف .1 الثري، من خالل  الطبيعي  املوروث  املحلي وتمكينه من زيارة  للسائح  االعتبار  إعادة  السياحة والسفر  القصيرة يجب على وكاالت  مج اآلجال 

العمرة، مما جعل  وعروض تغطي مختلف جهات الوطن وتراعي دخله، عكس ما كان عليه الحال من )قبل الجائحة( من اهتمام فقط ببرامج الحج و 

 البعض يسميها وكاالت الحج والعمرة. 

إنشاء أرضية افتراضية تضم صور وفيديو وموسيقى لوجهات داخلية تسمح للمسافر من التعرف على امتيازات وخصوصية كل وجهة من دون أن   .2

 
 
 في برمجة رحالته.  يغادر مكان إقامته، األمر الذي سيساعده مستقبال

القيود توعية   .3 التخفيف من  الجزئي للحجر  الرفع  املفروضة عليهم، ألن فرصة  الوقائية واإلجراءات االحترازية  التقيد بالتدابير    السائحين بضرورة 

 ليس معناه العودة إلى املمارسات املألوفة قبل الجائحة. 

السياحة و  .4 للعاملين بوكاالت  النفس ي واالجتماعي  الدعم  الجائحة قد خلفت لديهم مجموعة من االمراض:  ، فمن  األسفارتقديم  أن هذه  املعروف 

 
 
 عن فقدان وظائفهم.   كالقلق، االكتئاب، الخوف .... الخ فضال

 نترنت وموافاتهم بكل جديد. لكترونية، وتزويد السائحين باملعلومات عن طريق اإل التوجه نحو التكنولوجيا والخدمات اإل .5

 الصحفية لنشر الوعي للسائحين. املشاركة في املقابالت واملؤتمرات  .6

 تكثيف وسائل الدعاية في كيفية التغلب على األزمة.  .7

 التحلي باملسؤولية االجتماعية تجاه السائح والبيئة.  .8

 تابعة لكل وكالة سياحية يتم فيه:  األزماتنشاء مكاتب خاصة إلدارة إ  .9

 وكيفية الت  األزماتعمل برامج تدريبية للعاملين في كيفية التعامل مع  •
 
 في السفر بسبب آثار الجائحة. عامل مع السائحين الذين سيترددون كثيرا

 تعيين متحدث اعالمي مؤهل ليمثل الوكالة وقت األزمة.  •

بإ  • يتقاطع وأحد   األزماتنشاء صندوق خاص  الطرح  الحروب، االمراض واألوبئة......الخ(، وهذا  الزالزل،  املخاطر )الفيضانات،  ملواجهة مختلف 

  2.500ة وكاالت السياحة والسفر على الوزير األول من أجل تخفيف الوضع الحالي، ويتمثل في مقترح استعمال رسم ضريبي بقيمة مقترحات نقاب

ضمان ملساعدة وكاالت أهم نشاط لهذه الوكاالت(، كصندوق  دج يدفعها كل مترشح ألداء مناسك العمرة بديوان الحج والعمرة )على اعتبار أنه  

 .ما سيجنب اللجوء لخزينة الدولة  األزماتخالل الكوارث الطبيعية أو  األسفارالسياحة و 
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 :السابقة تالدراسا .2.2

لى انقالب   إ أبرز فيها الباحثان اآلثار الناجمة عن فيروس كورونا على االقتصاد العاملي وهذا بحكم أنه قد أدى  (2020)  و سعيدة طيب  ،ميلود بن خيرة  •

كما أشار ، الرحالتفي موازين اقتصاديات الدول حيث قاما بدراسة تحليلية تناوال فيها تأثير الجائحة على األسواق املالية وعلى استثمار الشركات وعلى  

لسنة  إ الباحثان   االقتصادية  التوقعات  أثرت ،  2021لى  والتي  العاملية  االقتصادية  تغيير موازين  في  جائحة كورونا تسببت  أن  الدراسة على  وخلصت 

 كثر االقتصاديات تأ ولعل  ،  عليها بنسب متفاوتة نتيجة االختالف في البنى التحتية واالعتماد على التنويع االقتصادي 
 
هي التي تعتمد على استيراد   ضررا

 . املواد األولية وكذا البلدان التي تعتمد على السياحة

براز دور السياحة االفتراضية وضرورة التعجيل بتفعيلها لتنشيط الوجهة إلى  إ هذه الدراسة    ( وهدفت 2020) جروة  عبد العزيز ماضوي وحكيم بن    •

السابق األبحاث  التحليلي باالستعانة على  الوصفي  املنهج  الدراسة على  االعتماد في هذه  أزمة كورونا، حيث تم  الجزائرية في ظل  ة والتقارير السياحية 

نترنت املتخصصة في تنشيط الوجهة السياحية ى أن السياحة االفتراضية غائبة على مواقع اإل لإ السنوية التي تعدها املنظمات العاملية توصلت الدراسة 

 .للجزائر وأن القطاع السياحي اليزال بعيد كل البعد عن استغالل التكنولوجية الحديثة

فالك    • العالم    (2020)فريدة  دول  في  كورونا  فيروس  حول  وإحصائيات  أرقام  استعراض  الباحثة  )املجال حاولت  العاملي  االقتصاد  على  وتداعياته 

والصيني   األمريكي  االقتصاد  الفيروس على  تأثير  الدراسة على  ركزت  كما  التعليم...(  العاملية مجال  األسواق  النفطي،  الرياض ي،  باعتبارهما  السياحي، 

وتت الوباء  من  التعافي  استطاعت  الصين  أن  على  وتوصلت  العالم،  في  املتنافستين  املتحدة  الدولتين  الواليات  تأخر  عكس  على  اللقاح  لتصنيع  سابق 

 .مقارنة بالصين، وهذا ما كشف عن هشاشة األنظمة الصحية في كبريات الدول بما فيها املتقدمة

لى العديد من الجوانب  إ ثار االقتصادية ألزمة االغالق الكبير بسبب فيروس كورونا بالتطرق  لى تبيان اآلإ هدفت الدراسة  (  2020أحمد فايز الهرش )  •

 
 
وكذلك على أسعار النفط وتذبذب في أسعار الصرف و تزايد معدالت البطالة ...الخ واعتمد    ،على شركات الطيران  كالقطاع السياحي وانعكاساته أيضا

املنهج االستقرائي باالطالع ع الغلقالباحث على  املؤشرات االقتصادية بعد  الدولية حول عدد  التقارير واالحصائيات والبيانات  كما تم استخدام ،  لى 

كما قامت الدراسة بتقديم رؤية استشرافية ملا بعد الجائحة وأكدت  ، املنهج االستنباطي والتحليلي للتعرف على األثر االقتصادي الذي خلفته الجائحة

 الدراسة على أن هذا التأث
 
وبسياسة التباعد أو اللقاحات ومدى قدرة املجتمعات على االنفتاح املشروط  ير يعتمد مدى القدرة على السيطرة عليه وبائيا

 . لى مستويات ما قبل كوروناإ بظروف صحية والتحقق ما أمكن من سياسة اغالق القطاعات االقتصادية والعمل على دفع النشاط االقتصادي 

•  ( هامل  امين  الدراسة  (  2019عادل  و إ وأشارت  السياحة  وكاالت  واقع  تشخيص  الداخلية    األسفارلى  السياحة  تنشيط  في  دورها  الجزائر ومعرفة  في 

في الشق النظري    األسفاروتم االعتماد في هذه الدراسة على املنهج الوصفي والتحليلي من خالل وصف وتشخيص واقع وكاالت السياحة و   ،والخارجية

السياحة والسفر املقابلة وخصص دراسة حالة وكالة  اعتمد على أسلوب  التطبيقي   الشق  في  أن وكاالت   guest travel وأما  إلى  الدراسة  ، وخلصت 

 . في الجزائر ال تلعب الدور املرجو منها في دعم القطاع السياحي بصفة خاصة واالقتصاد الوطني بصفة عامة األسفارو السياحة 

•   Matteo Chinazzi and oth(2020)   جراءات الحظر في منطقة يوهان  إ حيث أشارت الدراسة أنه مع ظهور فيروس كورونا اتخذت الحكومة الصينية

و    11لى وهان ب %إ رحلة سياحية في أول ظهر للوباء اذ كانت تساهم نسبة الرحالت السياحية من اليابان    59باعتبارها البلد األول املوبوء حيث ألغت  

% ال  90لى تأخير انتشار املرض بشكل متواضع وأن شل حركة املرور بنسبة إ% وأكدت الدراسة أن فرض الحظر عليها أدى 4.7 % وتايوان22.8 تايالند 

 .يكون لها جدوى ما لم تقترن بتدخالت الصحة العاملية والتغيرات السلوكية للمستهلكين

 :مساهمة الدراسة

تناولها   السابقة  الدراسات  يميز دراستنا عن  السياحة و 19-)كوفيد  تداعيات وانعكاسات فيروس كوروناما  أداء وكاالت     األسفار ( على 
 
وعلى   عامليا

الدراسة   كما سعت  السابقة  الدراسات  خالل  مباشرة من  بصفة  لها  التطرق  تم  وأن  يسبق  لم  والتي  خاصة،  بصفة  من إ الجزائر  مجموعة  اقتراح  لى 

 . الحلول والتوصيات لتخطي آثار الجائحة

 : البحث منهجية .3

 راءات الدراسة:إج . 1.3

الوصفي  بأسلوبيه  االستنباطي  املنهج  على  الباحثين  اعتمد  املطروحة،  الفرعية  واألسئلة  البحثية  الورقة  إشكالية  على  اإلجابة  التحليلي. و   بهدف 

املرجعي   االستعراض  خالل  من  وتحليلها  الدراسة  متغيرات  توصيف  على  يساعدنا  منهج  أنسب  الدراسات باعتباره  الكتب،  األبحاث،  على  وباالعتماد 

 
 
في ظل  األسفاربغرض عرض واقع وكاالت السياحة و تقارير وأخبار عن الوكاالت السياحية بالجزائر  السابقة، التقارير للمنظمة العاملية للسياحة، وأيضا

 جائحة كورونا وإبراز  
 
باإلضافة   األسفاروعلى أهم الفاعلين في املجال واملتمثل في وكاالت السياحة و  اآلثار التي خلفتها الجائحة على قطاع السياحة عموما
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القريب والبعيد  لى  إ  املدى  األزمة على  السياحة والسفر على تجاوز  النتائج وتقديمتقديم مقترحات قد تساعد وكاالت  أهم   لنتمكن في األخير من عرض 

 .مناسبة   توصيات

 : فرضيات الدراسة  . 2.3

تساهم    األولى:الفرضية   ان  كورونا  يمكن  و 19-كوفيد  )جائحة  السياحة  وكاالت  دفع  في  التي   األسفار(  الخدمات  مزيج  مراجعة  حتمية  إلى  الجزائر  في 

 تقدمها.

 كانت عليه. ( أقوى مما 19-كوفيد )جائحة كورونا في الجزائر بعد تجاوز  األسفار يمكن أن تعود وكاالت السياحة و  الفرضية الثانية:

 : والتوصيات النتائج .4
 النتائج  .1.4

 فيما يلي أهم ما توصلت إليه الدراسة من نتائج:

كان  ف  اقتصادياتها،   أكبر من أن تنحصر في أزمة صحية، فهي كارثة إنسانية أدت إلى تغيرات وتحوالت هاجمت قلب املجتمعات و  19-جائحة كوفيد •

 
 
 على الدول أن تزاوج ببن متناقضين هما استمرارية النشاط االقتصادي وبقاء عجلة اإلنتاج في البالد مع الحد من انتشار املرض. لزاما

لكل البرامج السياحية   توقف تام وكلي ألي نشاط سياحي، مما تسبب في إلغاء وكاالت السياحة والسفرلى إ أدت ( 19-جائحة فيروس كورونا )كوفيد •

 فالقيود املفروضة على السفر نتج عنه تقلص في عرض خدمات السفر  ،ي سياق اإلجراءات املشددة املقررة ف
 
  دوليا

 
 .ووطنيا

ده تسببت جائحة كورونا إلى إفالس كثير من شركات الطيران، وصرحت منظمة الطيران املدني أن مجال الطيران ليس بمقدوره العودة إلى سابق عه •

 . 2024قبل الوباء إال بحلول سنة  

إلغاء   • لوكاالت    موسمإن  جد موجعة  يعتبر ضربة  العمرة  أداء مناسك  وتجميد  لألجانب  الو  السياحةالحج  الحج السفر  أن  اعتبار  على  وطنية، 

و هذا ما يؤكد   ،الجزائرية لذا فتلك الوكاالت مطالبة اليوم قبل كل ش يء بمراجعة مزيج خدماتها  من نشاط غالبية الوكاالت  %80والعمرة يمثالن  

 صحة الفرضية األولى. 

بأهمية السياحة االفتراضية، خاصة في ظل الظروف    األسفارقطاع السياحة في الجزائر وبالخصوص وكاالت السياحة و   على  القائمون عدم إدراك   •

 التي يعيشها العالم جراء فيروس كورونا. 

  األسفار( في دفع وكاالت السياحة و 19-كوفيد )جائحة كورونا يمكن ان تساهم  •
 
إلعطاء قطاع السياحة في الجزائر   في الجزائر إلى لعب دور مهم جدا

من مكانته كبديل مهم لقطاع املحروقات، وممارسة ذلك الدور املحوري الذي يربط بين الفاعلين في قطاع السياحة مما يسمح لها أن تكون أقوى  

 . ةذي قبل، وهذا ما يؤكد صحة الفرضية الثاني

 التوصيات:   .2.4

 ملة توصيات قد تساعد على التخفيف من اآلثار الناتجة عن الجائحة وتساهم في وضع أسس جديدة:وفيما يلي ج

•  
 
آخر. لذا من املهم جدا لزامية  إ   وضعية اإلغالق التام للمجال الجوي والبري والبحري لن يطول، وسيكون هناك فتح تدريجي ويختلف من بلد إلى 

 .واالحترازية املفروضةتطبيق اإلجراءات والتدابير الوقائية 

 .األسفارو وعلى رأسهم وكاالت السياحة  الحكومات مطالبة بتقديم الدعم ملختلف الفاعلين في القطاع السياحي دون استثناء. •

اعتبار أن السائح في اتصاله املباشر مع الوكاالت يجعل هذه  ضرورة التفكير في تبني فكرة صندوق إعانات موجه إلى وكاالت السياحة والسفر، على  •

 األخيرة تتحمل أعباء الفاعلين اآلخرين.

•  
 
الوطنية خصوصا السياحة والسفر  أي وقت مض ى    وكاالت  أكثر من  أنشطتها وبرامجها  بمطالبة  أهم  الداخلية كأحد  السياحة  إلى  إعادة االعتبار 

على ضرورة توسيع مزيج خدمات وكاالت يدعم فكرة الفرضية األولى    وهذا ما كوروناي كانت قبل جائحة  الت  مهم جدا للممارسات  كبديل  السياحية

 .األسفارو السياحة 

)الوطن • الوجهات  إلكترونية لعديد  زيارات  السائح  تقترح على  كأن  نشاطها،  في  التكنولوجيا  بتوظيف  الوطنية مطالبة  والسفر  السياحة  ية  وكاالت 

 
 
 من باب التعريف ومن باب تهيئة الطلب السياحي إلى ما بعد الجائحة. (،والعاملية أساسا

•  
 
وطنيا األقل  والسفر، على  السياحة  وكاالت  ثم لنشاط  ومن  السياحي  للنشاط  تدريجية  أنه سيكون هناك عودة  خارج    األكيد  وبعدها  البداية  في 

 
 
جدا املهم  من  وعليه  الصحية،  التطورات  حسب  الوقائية    الحدود  التدابير  مناحترام  والتأكد   والصحية  صارم  صحي  بروتوكول  وضع  خالل 

 اإلصابات.  وتزايد منحنىوالحرص على احترامه، حتى ال تكون هناك عودة إلى نقطة الصفر 
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تمكينها من ممارسة دورها كقاطرة   وتنظيمية وآليات عملها، بهدف  قوانين تأسيسية  من  األسفارو السياحة    عالقة بوكاالتيجب مراجعة كل ما له   •

على الجزائر أن تفكر في   حتم مما    في أسعار النفط  االستقرارالوقت عدم    وفي نفسالجائحة  ما أفرزته    في ظل  الجزائر، خاصة  السياحة فيلقطاع  

 . الجديدة السياحة من بين أهم القطاعات التي تعول عليها الجزائر  ويعتبر قطاع املحروقات،بديل حقيقي لقطاع 

امل •  من 
 
جدا و   هم  السياحة  وكاالت  تنظر  جدا    األسفار أن  مهمة  كفرصة  كورونا  جائحة  السياحة    لالرتقاءإلى  كمصدر  بقطاع  األصلية  مكانته  إلى 

هذا   الطبيعي  والتنوع خاصة لثراء  بفعل ذلك ا   وليس بلدنك في قارة  الذي تزخر به الجزائر يوحي لك وأ اإلرث السياحي  إذا علمنا أن    خاصة  للثروة،

 .من جهة أخرى  املسجل في إيرادات الدولة والتراجع الكبيرفي سوق املحروقات  عدم االستقرارإضافة إلى  جهة،من 

أصبح من بين أهم املتطلبات    بالخصوص   األسفار و وكاالت السياحة    ومن طرف  السياحة عموما التكنولوجيات الحديثة في قطاع    ضرورة استعمال •

 .التي أفرزتها جائحة كورونا

 :املقترحات للدراسات املستقبلية

السياحة، وكان التركيز على   بجائحة كورونا أال و هو قطاع  علمية لتوصيف أحد القطاعات التي تأثرت  عبارة عن مساهمة  عنوان الورقة البحثية  

ومن خالل معالجتنا للموضوع  يمكننا القول أن    من واقع ممارسات في الجزائر.  األسفارأحد أهم الفاعلين في هذا القطاع واملتمثل في وكاالت السياحة و  

 لجة، فيما يلي بعض منها:ونعتقد أنها جديرة باملعا امتداد و ذات صلة بعنوان دراستنا هناك عديد املواضيع والتي نرى أنها 

 .ترقية قطاع السياحة في الجزائرمتطلبات  •

 في الجزائر للحفاظ على بقائها. األسفارفرصة أمام وكاالت السياحة و السياحة اإلفتراضية  •

 . تنشيط السياحة الداخلية في الجزائرو سبل آليات  •

 الخالصة:

(، سيبقى  19-مع جائحة فيروس كورونا )كوفيد  2020في ختام هذه الورقة البحثية يمكننا القول إن العالم مرت عليه أزمات عدة لكن ما حدث في  

ية. إلخ(،  في التاريخ لسبب رئيس ي وهو أن العالم بأسره دون استثناء تأثر؛ حكومات عانت وأنشطة توقفت )اقتصادية، اجتماعية، ثقافية، رياضية، دين

ي اآلجال القصيرة، وفي نفس الوقت  واألكيد أن العالم لن يتعافى من أثار الجائحة ف مرة،كما أغلقت األجواء الجوية والبحرية والبرية بين الدول وذلك ألول 

 .لن يبقى مكتوف األيدي 

 
 
، أال وهو القطاع السياحي بمختلف  وقد حاولنا من خالل هذه الورقة البحثية استعراض أحد القطاعات االقتصادية التي تأثرت بشكل كبير جدا

سفر، وكان تركيزنا على هذه األخيرة بحكم أنها همزة وصل بين مختلف مكوناته: وسائل النقل، الفنادق، املطاعم املركبات السياحية وكاالت السياحة وال

 الفاعلين في القطاع السياحي من مقدمي الخدمات السابقة الذكر والسائح. 
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Abstract: This study aims to highlight the implications and effects of the Corona pandemic (Covid-19) on the 
performance of  travel  and tourism agencies globally and nationally; as well as the most-important actions 
and measures taken to reduce the spread of the pandemic. Besides, it sought to present the policies adopted 
by some countries in order to deal with the crisis in the field of tourism. 
The two researchers relied on the deductive approach, with its descriptive and analytical methods, in order 
to collect information about the emerging corona virus, and its impact on the performance of travel and 
tourism agencies globally and nationally.  
The results showed that the Corona pandemic has had a significant negative impact on the economies of all 
countries. It is noteworthy that tourism is among the most affected sectors, as many tourism agencies are 
threatened by bankruptcy, and many of them dismissed large numbers of employees. This also applies to 
various facilities related to tourism services (airlines, hotels, restaurants, etc...) considering the fact that the 
recovery period will be long due to the repeated borders closure and the recurrence of quarantine in some 
areas. This situation requires urgent government intervention to support travel and tourism agencies and 
tourism activities, in addition to the establishment of special crisis management offices for each tourist 
agency and supporting virtual tourism to revive the activity of agencies. 

Keywords: Corona COVID-19 virus; travel agencies; pandemic consequences. 
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1. Introduction 

On a global scale food has been noted and regarded as one of the most universal languages which has the 
capabilities and immense functionality of bringing people together, nations together and possibly the world 
together - in a feel-good way (Nirwandy & Awang, 2014). Furthermore, since time-immemorial, food has been at 
the epicenter of world trade as a host of countries engage in imports and exports of different culinary ingredients 
often to entice or at the very least, ensure supply of somewhat ‘homely’ foods for expats that are dotted all around 
the world in the various and different destinations that are homes away from home (Ranta, 2015). This is the DNA 
of a culinary culture. 

According to a UNESCO study (2001), culture embodies and encompasses a huge part of people’s traditions 
and heritages, and this is inclusive of their way of life. This embodiment is brought to light through the various 
elements of culture such as rituals, food, traditional dances and euphoric festivals, designs emboldened on buildings, 
costume dressings, other practices and even religion. A culinary food culture was also the order of the day thousands 
of years ago when traders and merchants alike, would scale the vast seas in search of food items and goods for trade 
purposes (Okech, 2014, July). Food items such as spices, wines, all types of oils and fruit varieties were the trading 
currencies of the times. The more modernized tourists or travellers, however, have now settled for the more 
accommodative and comfortable walls or outdoor spaces of eateries and wineries instead of the old way of the 
merchants (Okech, 2014, July). Further studies have intimated that culture is the basis upon which the mosaic of 
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Abstract: Globally food has been considered a unifying factor that cuts across boundaries even of languages. 
Destinations have been at the forefront of the tourism industry mainly due to their culinary offerings. Trends 
such as street food markets and local food tours have become popular with many tourism destinations. Qatar 
is considered a conservative nation with a great potential for its culinary culture to feature prominently 
through its tourism offerings. The aim of this research is to understand how a destination’s food culture may 
sway visitors to visit or re-visit that destination. Further, what role Qatar’s cultural cuisine can influence the 
promotion of the country’s heritage globally. A focus and development of the nation’s culinary policies and 
packages in the promotion of its cultural heritage was the end intent of this study. Focus groups discussions 
were employed in attaining results. The results were formulated and interpreted around context; internal 
consistency; frequency; intensity of comments; specificity of responses; extensiveness and the big picture. The 
discussions reveal that Qatar offers a vibrant Middle Eastern culinary experience for tourists; however, its 
conservativeness can be a bit of a letdown for some travelers especially the drinking aspect of the food tourism 
offerings which is restricted and confined to certain spaces. The research concludes by recommending to 
authorities to introspect some of their stances with regards to rigidity in this sector of the tourism. 

Keywords: Culinary Tourism; Gastro Tourism; Food culture; Qatar; Tourist experience. 
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destinations, foods, artistic pieces of sorts, traditions, and the experiences of persons, is built on (Wadawi et al, 
2009; 2008; Nasaa-art, 2004).  This is the essence of culinary tourism. 

Qatar, like many other destinations, is not devolved from this construct either. Being a part of the Middle East, 
food is an integral part of the Middle Eastern food culture especially as many Arabic homes pride themselves in 
authentic, home cooked meals or dishes (Ranta, 2015). Known for its fishing heritage and the energy-giving date 
fruit, it is no wonder that a whole lot of fish inclined and inspired local cuisine, as well as a host of sweet-anytime 
treats and desserts are a part of the foundational food line up in many homes and indeed in many local, Qatari owned 
restaurants (Ranta, 2015; Nirwandy & Awang, 2014). Food in Qatar is thus a huge aspect of national identity, which 
has eventually brought people to its shores from wide and far. 

Of course, not everyone will likely share this sentiment towards what defines a nation’s identity being summed 
up and disguised in this manner and form. A study once contrasted the confusions and nuances that popped up with 
this construct when it was mentioned that a popular generalization of nationalism being manifested in such a 
dramatic manner as an expression driven towards a destination’s populace, was misplaced (Billig, 1995). 
Furthermore, it has been commonly accepted in other spheres of academia such as social psychology and 
gastronomy that imputing a nation’s identity as an expression of a narrow construct of purely culinary delights is 
vaguely cumbersome (Nirwandy & Awang, 2014). 

This is just one way of indicating how the logic behind a nation’s identity can be couched and it is very much 
not limited to any one specific nation, but, to any and everyone ‘outside’ of such nation included. It is a notion 
suggesting how interestingly similar to other elements of national identity, such as a nation’s anthem or flag, food 
of a nation can be, and this is quite huge for a nation’s image broadly and a nation’s cultural heritage in particular 
(Nirwandy & Awang, 2014). 

1.1. Importance of the Study & Purpose 

Qatar is on a massive drive in the direction of diversification of its economic contributors and one of these is 
through tourism. The country already enjoys successes through its sports, leisure, and cruise tourism sectors. 
Additionally, the country enjoys a vibrant culinary and authentic food heritage. It seems, however, that it has largely 
been unexplored by tourism authorities as a possible conduit of promoting the nation also as a food tourism 
destination. The study will examine how different individuals’ palates have an influence on their decisions to either 
visit or re-visit a destination based, amongst other factors, its food cuisine offerings. Because Qatar is considered a 
conservative nation, especially in the space of its food culture, a noticeable gap in the academic discourse 
necessitated the undertaking of this study in achieving its aims of interlinking the promotion of culture and its food 
tourism. 

1.2. Food as a National Brand 

Food has been and continues to be the hallmark of a non-verbal language the world over. It transcends 
boarders and quashes barriers to interaction in ways that have not been witnessed before and this is not just a 
modern-day occurrence and neither is it a nation-specific phenomenon (Okech, 2014, July). Research indicates that 
for many years merchant traders would scour the seas in search of food ingredients that they would then utilise as 
currency to trade with other nations wherever it is they set their anchors on around the globe (Okech, 2014, July; 
Nirwandy & Awang, 2014).  

This non-verbal methodology of communication has been labelled as exceptionally powerful and resoundingly 
responsible, in large measure, for our current political and economic global sphere and has further been aptly 
termed ‘Gastro-Diplomacy’ (Nirwandy & Awang, 2014, p. 327). Gastro-diplomacy may have been heavily 
contributory to the current global diplomatic and political discourse and further to ‘nation-ness’ – an identity of a 
nation through its culinary culture, an aspect which requires further investigation. Studies have shown that food 
cuisine is very much foundational when it comes to a nation’s brand with food and spices having been currency 
tools for envoys and emissaries a long time ago (Ashley et al, 2004). Often even wars and invasions were the order 
of the day just for the fulfilment of some insatiable appetites for certain food ingredients by such warring parties 
and ultimately the building of trading partnerships through the palate and natural resources was fostered 
(Nirwandy & Awang, 2014).    

Research has defined culinary tourism as a subdivision of agri-tourism with a specific focus on uncovering and 
the quenching of a yearning for drink and food whilst on the other hand, the same research (Hall & Sharples, 2003) 
defines food tourism as the fulfilment of a craving for a specific culinary delight or produce of a particular or specific 
geographical area. Okumus et al (2007) mention that food tourism has thus created various opportunities for 
economic development coupled with copious opportunities as well for tourists alike. Furthermore, food tourism 
has indeed been praised as a very important (and very often times informal) conduit for development at a regional 
level, the fortification of production on a local scale through what may be termed as ‘the back-room’ links to the 
tourism supply chain nerve (Renko et al, 2010). This inter-play and inter-weaving within the sector is thus 
contributory in essence to the building of any nation’s brand through its food industry and impliedly so, the 
promotion of its culture. 
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On the other hand, however, even though local, regional and international food cultures hold the greatest 
potential to provide contributions to the competitiveness of a destination on a sustainable basis and to the 
strengthening of it as a brand, study has noted the short comings in further studies and industry marketing material 
in giving minimal cognisance of food culture as a promoter of sustainable tourism in a destination and its marketing. 
Examples of such key destinations given mention are South Africa, Canada, and Australia (Du Rand & Heath, 2006). 
As such, studies towards such contributions on an academic level (such as the current study), attract more 
researchers to attempt to fill the void and better prepare tourism authorities in integrating policies and strategies 
that will see and ensure better and more promotion of their respective food cultures. The next pertinent inquiry 
would then be how does food tourism embody or fit in a cultural set-up? 

1.3. Culture promotion through Middle Eastern cuisine 

Research has intimated that it appears the addition of a nationality tag to food stuffs, has a magnifying effect 
or its perception thereof, on its value and appeal (Ranta, 2015). The reckoning on this assertion is that almost in 
any destination that a person will visit and happen to walk into a food store, the probability of coming into labelled 
food items or those that are marketed as originating from a specific nation, is very high. It is thus not so surprising 
to come across rhetoric that specifies particular foods as identifying with a specific nation such as for example, 
Turkish coffee, Australian beef, South African pears or indeed Qatari dates (Ranta, 2015). The nation’s culture is 
then inadvertently promoted through such nation’s brand and labelled food stuffs, found even in foreign markets 
thus projecting a vividly constructed imagery of that nation’s cuisine. Such is the same even with Middle Eastern 
cuisine. 

The Middle East is considered one of the harshest environments in the world especially weather-wise with 
temperatures known to hover above the 50 degrees Celsius barometer. As such (with Qatar as a very good example) 
the region is mainly characterized by little local or domestic food production, very limited arable land or fresh water 
(Seed, 2015) and these seemingly disastrous ingredients may lead to a misconception that there is not much about 
Middle East as a destination region to even mention when it comes to culinary tourism. This, however, is what makes 
Middle Eastern cuisine so unique. 

Because of the vastness of the landmass that comprises the Middle East (and the countries that make up this 
massive territory), it is sufficient to note how versatile Middle Eastern food is (The Spruce Easts, 2019). The 
ingredients that are most common to the region include, Olive, Lemon juice, Parsley, Cumin and Mint, which 
basically represent a variation of spices, herbs and grain-based components (Tuwani et al, 2019). Examples of food 
items of Middle Eastern origin that have even become popular globally (with some counting amongst the most 
expensive) include, Pita bread (the world’s oldest known bread), the Falafel, Eggplant and perhaps one of the 
world’s most expensive spice – Saffron (The Spruce Eats, 2019). These and much more other Middle Eastern 
delights, have come to define the food culture of the region and have been responsible in large part to the good 
image that the region is mainly known for and the growth of most tourism sectors in the same breath. In much the 
same way, Qatar is not divorced from this construct. 

1.4. Qatar’s food culture and the promotion of its heritage 

Qatar, apart from being Middle Eastern, is specifically Arabic and as such there are those unique food tastes 
associated with the country that then identify as Qatari. Coming from a backdrop of some political and economic 
upheavals over the last couple of years, with the squabbles it is embroiled in with its neighbouring GCC brothers 
(Saudi Arabia, UAE) (The Peninsula, 2018), Qatari authorities have gone on to identify some ‘soft-power’ 
methodologies that do not involve ‘politics’ directly, to spruce up its image as a renowned and hospitable destination 
globally (The Gulf Times, 2019) thus making it attractive to the global audience at the same time promoting its 
cultural heritage. 

An example is in 2019, when the country’s Social Development Centre (Nama) in conjunction with the MME, 
took part in an International Agricultural and Food show in Tunisia with the focus of advertising the country’s food 
heritage and its ability to grow and advance its food production capabilities and showcasing these to the world 
through two chosen and specific Qatari cuisines chosen for the showpiece (The Gulf Times, 2019). 

This study is therefore a realization that a gap exists in the research field that has a focus on Qatar and how the 
country has or can use its food culture to promote its heritage to the global community. There are possibly so many 
projects that possibly even the policy makers themselves may not be aware they can leverage on to ‘grow’ the 
country’s image thus making it more attractable to visitors from far and wide. At this stage it is sufficient to note 
that the research will consider a dearth of methodologies that will be employed to tackle the realization of the 
objectives set out for it as well as the instruments that will be utilised to collect data to then achieve this. It is hoped 
that the result will be the review and acceptance of a thoroughly researched output with existential 
recommendations for policy makers alike. 
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1.5. Conceptual Model 

At this stage, it is sufficient to mention that the study will conform to a trajectory that utilizes the development 
of concepts and theories based on both primary data extracted from specified research methods such as focus 
groups and the infusion of secondary data obtained through the literature review section. A host of concepts and 
categories have already been summed up in the study thus far on how food tourism can be a catalyst in the 
fortification of the imagery of Qatar’s culture. The review basically dissected the issues on a generalized perspective 
before rounding it off with a specific look at the current Qatari food culture and how (if at all) it currently promotes 
the nation’s heritage. 

The research will then attempt to provide insights and recommendations that will be achievable in yielding 
better results for tourism policy makers to develop polices and strategies that will see a marked increase or effect 
on the country’s broad outlook to a global audience, achieved through its ‘upgraded’ food cultural tourism. And 
lastly, since the review has revealed a gap and knowledge of a limited uptake on research in this field, it is hoped 
that this research will definitely provide the much-needed direction and reportable data that will assist in filling 
that existing gap thus further providing for further studies in any new concepts that may pop up during this 
investigation. 

2. Methodology 

The purpose of this research is to formulate research questions that aid in the understanding of the structure 
and DNA of the food tourism in Qatar and just how data collected and collated from this research exercise was 
beneficial to all stakeholders in both the academic and industry spheres. Preliminary questions encompassed the 
following. 

• With the growth of food tourism as a differentiator for a destination’s image and attractiveness, how may 
Qatari tourism authorities leverage the country’s food tourism sector as a promoter of its overall culture? 

• To what extent has Qatar’s food tourism been key in attracting visitors to the country as a tourist destination? 
• May the tourists’ food experiences in Qatar become an influential factor in the growth or lack thereof of the 

tourism industry in the country? 

2.1. Design of the Study 

Objectives were formulated for this current study and an attempt to provide data and statistics on the value 
addition of culinary tourism in the promotion of Qatar’s heritage, was the essence of the research. A gap was further 
identified thus fortifying the reasons why the research was important to be undertaken. At this stage, it was vital 
and cogent to note that the study did take on a qualitative approach in favour of other recognized methods of 
approach, with a mixed methods methodology being also plausible in giving essence to the objectives of the study 
and the provision of responses to the research questions (Creswell & Creswell, 2017). Because a ‘smaller’ audience 
was purposed for this research, it was plausible to prefer a qualitative approach. An appeal to the senses as a 
foundational notion of culinary tourism, demanded an understanding of the feelings that emanated when 
respondents were quizzed regards their emotional views on the subject matter, thus strengthening the argument 
for a qualitative approach (Kotari, 2004). 

A hybrid methods approach was also considered as it did provide a synopsis of both a quantitative 
investigation infused with a qualitative one in giving essence and fortitude to the research objectives as were 
formulated. The one aspect though about this approach is its appetite for copious amounts of time needed to be 
invested in, in the preparation of the data collection, collation, analysis and reporting thereof (Bell et al, 2018). Data 
collection may be employed through structured instruments such as interviews or questionnaires. The reasoning 
in this instance was that the methodology to be employed to collect the data, as suggested and preferred, was a focus 
group study (Creswell & Creswell, 2017). It was the favoured approach for this research as it was accommodative 
of the essence and envisioned outcomes of the research and its objectives. The basic flow chart was related as below: 
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Figure (1): Basic Culinary Tourism Flow Chart (source: Kline, 2016) 

 

2.2. Research Matrix 

The research matrix of a study basically gives the researcher an opportunity to elaborate more on the issues 
that will be under investigation during the process of the data collection (Bell et al, 2018). This, in essence implies 
that there has to be some form of direction in how the data collection process unfolds. Data cannot just be collected 
in a void and some substance in the form of concepts would need to be the ‘stencil’ upon which the responses are 
gathered (Thornhill et al, 2009). 

For this present research, the concepts as were drummed up included the value proposition of food tourism as 
a promoter of cultures, whether food tourism could indeed or did have a profound influence on tourist figures to a 
destination and ultimately its tourism growth or demise and whether authorities or other stakeholders could 
leverage on the popularity of a destination’s culinary tourism heritage to promote that destination’s overall cultural 
appeal, mainly based on the tourists’ experiences. These concepts were then dissected in the form of sub-concepts 
that then fed the data collection point leading to responses that could be collated and analysed and eventually giving 
essence to the research objectives. The objectives include: 
• The decision by a culinary tourist to visit a food destination is based on that destination’s food image, 
• The type of information sources about a destination’s culture has a profound effect on a tourist’s decision to 

visit that food destination, 
• The promotion of a destination’s cultural heritage is heavily influenced by the tourist’s demographic 

characteristics to that food destination, and, 
• The tourist’s culinary experiences will have a great effect on the promotion of that destination’s cultural 

heritage. 
Specific questions formulated for the realisation and achievement of these objectives were the following: 

• Would you travel to certain holiday destinations because of the food cuisine it has to offer (for example Italy, 
China)? 

• Would food cuisine influence your decision the most when choosing a holiday destination and how? 
• Is a destination’s food cuisine an important cultural aspect for you at a chosen destination?  
• Do you actively seek out information about where your food comes from? 
• Are reviews from various information sources about a destination’s food culture important to you? 
• Do you often seek information regards a specific destination before travelling there or do you ask locally once 

you arrive there? 
• While you are on holiday do you prefer to try local/national food, or do you look for similar food to what you 

would eat at home? 
• While on holiday do you prefer to prepare your own food or eat out? 



Culture promotion through food tourism: A case of Qatar’s local cuisine                                    Abdallah & AlMaadheed 

International Journal of Hospitality and Tourism Studies, 2(1) (2021), 28-41 
 33 

 

• How important for you is the availability of regional / national cuisine whilst visiting a destination? 
• Would a bad food experience have any influence on you deciding not to return to a destination? 
• Would a great food experience have any influence in your return to a destination? 
• While on vacation, is culinary exploration of new cuisine an important factor influencing your culinary 

experiences? 

2.3. Sample Size and Description 

The sample consists of 3 focus groups of different demographic participants. For a diversity of responses which 
would encompass the trajectory of the study inquiry, effort was put into identifying participants who would cover 
a wide spectrum of imagined responses of the study. The groups consist of friends who are on visit to Qatar and 
have travelled to various destinations (Group A), a Qatari group of similar interest colleagues who have a love for 
travelling and blogging about their touristic experiences locally and internationally (Group B) and representatives 
from the QNTC (Group C) which is the organization that basically patron’s tourism issues in Qatar including policy 
formulation and implementation. On the day of the ‘discussions’, all the participants, save for one in Group B, who 
did not turn up due to an emergency, showed up at the venue. This was a culmination of the hard work for the 
researcher and a small personal team composed of colleagues who helped with the logistics. Each group had a 
specific time allocated of when they would be expected to arrive. The discussions lasted for about 1 hour 30 minutes 
to 2 hours with each group.  

2.4. Abbreviations & Meanings 

Abbreviations were also created for the ease of analysis and will be referred to throughout the analysis. 
Abbreviations are as follows:  
• GAP1 to 6 refers to Group A Participants 1 to 6.   
• GBP1 to 6 refers to Group B Participants 1 to 6.  
• GCP1 to 6 refers to Group C Participants 1 to 6.  
• Gen X refers to Generation X, and are the participants born between 1965-1980.  
• Gen Y, or Millennials, refers to participants born between 1981-1994. 
• Gen Z, refers to Generation Z, and are the participants born between 1996-2015.  

3. Research Findings & Discussions 

3.1. Research Overview 

This research work was undertaken as a deep investigation into the role food or culinary tourism takes in the 
promotion of cultures. The research basically explored various sources of interpretation of culinary tourism in 
different markets, with a resultant focus on the Qatari cuisine industry and how it promotes the greater heritage of 
the Qatari culture. Explored greatly was the concept of cultural identity especially how culinary tourism is 
foundational in how a destination is effortlessly identifiable based on its food culture and how this often also 
translates to the notion or concept of national identity for a people of such a destination in a country capacity. In 
addition, to understand the importance of culinary tourism, a foundational exploration of its uniting characteristics 
in history, between nations, was also conducted. Furthermore, the researcher delved into a regional expose of how 
culture is promoted through Middle Eastern cuisines with a preliminary round off on how Qatar’s heritage and 
culture are magnified through its own local cuisine culture. To achieve the latter, primary data was collected via 
focus group interviews. The population for this research was composed of 21 individuals. Furthermore, the groups 
were 3 in total with the first group (Group A) consisting of a contingent of 6 friends who were on holiday in Qatar, 
which was one of their stops on a round-robin trip of the Middle East countries. Group B was composed of a 
contingent of local residents who loved touring not only locally, but internationally as well, enjoying all things 
culinary in their travels. Group C was an interesting group as it was composed of senior staff members that work in 
a governmental institution that regulates Tourism in Qatar. Participants were guided by a pre-populated 
questionnaire that would kick start the discussions with possible ‘controlled’ trajectory questions and themes 
popping up during the discussions. The data was vast, however with cross referencing of recurring themes and 
trends, the researcher was able to narrow down the most pertinent data from the raw data through the proven 
‘Framework Analysis’ model (Krueger, 1994). 

The interpretation of the data from this discussion exercise was specified into headings as were recommended 
by Rabiee (2004), developed by Krueger & Casey (2000) and formulated by Krueger (1994). These were words; 
context; internal consistency; frequency; intensity of comments; specificity of responses; extensiveness and the big 
picture.  
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Figure (2): Interpretation Headings for Focus Groups (source: Rabiee, 2004) 

With these headings in mind, the data for the focus group on this research could be reported as follows: 

3.1.1. Words & Context 

When the participants in all the 3 groups spoke about the term ‘culinary tourism’, it became evident that their 
actual experiences, be it through travel on international or local excursions, showed a slight disjointed 
understanding of the context within which it was purposed in the research objectives and before the discussions 
commenced. It seemed that there existed a rather loose belief that culinary tourism involved a specific type of 
tourism that had ‘food’ as a theme and nothing more than that aspect. It then was apparent that with the 
participants, they had not viewed any of the holidays they had taken as conforming to culinary tourism per se. A 
redefinition of this key term was necessary for them to come to terms with it.  

As far as culture was concerned, all the participants were well aware of the concept and what it entailed. 
Participant 5 in Group B, aptly and heartily termed culture as ‘national oneness’ in signifying the pride of a nation 
to belong to a particular identity. This sentiment was shared by all the participants despite the differing 
backgrounds from which they came from. 

In considering the contextual meaning of the words, the participants were not, in instances, asked to talk about 
their actual experiences of culinary delights in the numerous trips and journeys they had undertaken, but this was 
illuminated by the conversation on what their perceptions about the food culture of a place are, it jolted them to 
then engage regards their experiences with particular destinations. The following precepts from the discussions are 
worth mentioning:  
• GAP2: ‘I didn’t think such could be related to the food and place together, which is what I experienced when I 

got to Timbaktu.’ 
• GBP1: ‘But certainly before I travelled to Hong Kong, I thought certain places could not be linked to the type of 

food cuisine they are known for, 
• GCP6: ‘And they kept saying have you tasted one like this anywhere else and I said no, and they said you must 

have some its indigenous to this region only.’ 
• GAP5: ‘Well having only heard about the ramen they serve there; I have found it more exciting to look forward 

to having a taste different from where we come from.’ 
• GBP3: ‘I don’t believe I’ve tasted goat meat before, I still find it very difficult to taste raw meat, but the smell of 

it cooked shows it is a delicacy identifiable in this region.’ 
• GCP6: ‘Well, what is difficult about various food options on offer is the time and basically ‘space’ to eat 

everything on display.’ 
The phrasing and words of the moderator’s questions and subsequent commentary made by others in the 

groups had a major influence on the context within which the comments were made. 

3.1.2. Frequency & Extensiveness 

Frequency is connected to considerations of how comments or views aired during the discussions are made, 
at the same time keeping an eye out for those insightful ones. Similarly, extensiveness relates to the number of 
participants who give expression to a specific view or notion. In our exemplified precepts above, the sampled 
participants engage in some form of experiences of a culinary nature they had the opportunity of partaking in save 
for GAP5 who had only heard about the culinary delights of the origins of the Asian dish, Ramen, which he would 
have never thought would invoke so much culinary interest for him and was looking forward to experiencing what 
he had heard about. This process was a sort of coming to terms with their journeys they had undertaken, but not 
envisioned as encompassing culinary aspects. It was a moment of storytelling for the participants. Along with the 
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specific journeys they mention above, the participants reminisced other specific travels where the food cultures of 
those destinations had a profound effect on their return decisions to the same destinations: 
• GBP5: ‘Being from Qatar, I never thought any other place would have such a beautiful selection of food, it was 

one of the factors that made me visit 4 times already!’ 
• GAP1: ‘I will forever cherish my visit to Watumu in Kenya. Never did I expect my food to be caught fresh from 

the sea and prepared for me right by the beach! I understand it is a long-standing tradition that fishermen who 
would come from a hard day’s fishing trips, would ‘appease’ their appetites first before sending their wares to 
the markets for sale.’ 

• GCP4: ‘Whenever opportunity has presented itself, Thailand has become my second home. The street vendors, 
especially the night vibrancy, is what always satiates my love for their culinary offerings. There lies a 
uniqueness about it!’  

3.1.3. Intensity of the Comments 

Intensity deals with a consideration of the deep connectedness of the feelings behind comments expressed 
during the group discussions. It basically is an enquiry on ‘how individuals feel at present’. Group A participants 
used more ‘upbeat’ terms to describe the number of times they had travelled internationally and about whether 
they felt food culture was a defining factor in how a destination was perceived amongst visitors globally? Group B 
participants also were upbeat in their descriptive feelings on the same inquiry. However, Group C participants were 
more ‘sombre’ in their descriptions, citing work commitments as not according to them that much of an opportunity 
of travel for them to make realisations of whether a destination’s food culture could be influential to that 
destination’s perceived image: 
• GCP1: ‘The past couple of years have been subdued for me when it comes to travelling as I am always swamped 

with work, the only leave I get I visit family back home! The last holiday I had; I am doubtful I can say food was 
a specific factor of consideration for me more than the relative experiences of relaxation I needed?’ 

• GAP1: I get very excited whenever I must taste indigenous food on holiday. Although it is not exactly my 
primary consideration when selecting the place for travel, food definitely ranks high for me in recommending 
or coming back to such a place!’ 

• GBP4: ‘Most of the Asian countries I have visited, the food has been amazing to warrant a re-visit and yes for 
me, as a blogger, the culinary offerings of a destination are vital for the marketability of such a destination. I 
guess I am a foodie at heart!’.  

3.1.4. Internal Consistency 

This aspect of the analysis has to do with the changing demographics of the discussions by the participants 
especially on issues that arise and for which viewpoints then take a different trajectory to the line of thought which 
was under discussion pursuant the change. In the present case, participants from Group A were in consensus 
regards the fact that they did not actively seek food outlets of a destination before arriving at the place, but did so 
when they did arrive there, intimating that even though food was a factor of consideration for their travels, it did 
not feature as a top priority for them to change their choice of destination before travelling. The following extracts 
indicate the change in the participants’ viewpoints and extent of agreeability:  
• GAP4: ‘I have often found that it is less the food of the places I tend to visit that put me off from visiting again, 

much more it being the people of the place that sometimes are not hospitable that in the whole irritate me to 
not returning to that place ever again!’ 

• GAP2: ‘You are correct, I actually find some people repulsive in how they see you as a tourist and their 
engagement turns to harassment as they think you are loaded with money to buy from them!’ 

• GAP1: ‘It’s a clear lack of national and cultural awareness for such people if you ask me!’ 
• GAP5: ‘Aren’t we being a bit harsh and conclusive. I mean there are those of us, like myself, who do not mind 

how a few “bad apples” behave at a particular place. It is after all conceivable that such kinds of people are 
found at every destination that you will visit, it would have just been a coincidence that you meet such at that 
particular moment!’ 

• GAP2: ‘I think that’s a good point. My husband always warns that it is better to find out a lot more about the 
place you will be holidaying in, especially the areas to be weary of so that if you can, avoid these as far as 
possible to enjoy your holiday without issues!’ 

3.1.5. Specificity of Responses  

Under this scrutiny, a great deal of focus is placed on the participants’ personal references in opposition to 
imagined scenarios. This was aptly represented in most of the precepts already divulged and presented above for 
example: 
• GAP5 mentioned that he had never tasted Ramen from where it originates and looked forward to it. This was 

a specific and related answer. 
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3.1.6. Big Ideas 

Perhaps one of the most important aspects of the focus group exercise is the generation of ‘big ideas’ in the 
form of trends and whole concepts as they become apparent from the recurring evidential material emanating 
across the different discussions. Research suggested a break period for a researcher at this stage of food says to 
‘drown’ out any disturbing thoughts with a goal to refocusing on the bigger picture of the objectives of the research 
(Krueger, 1994). For this present research the following trends emerged from the whole exercise especially with a 
focus on Qatar’s food culture: 
Trend 1: Tourist Food Tours facilitated by Locals 

One of the most reverting trends to emerge from the focus group discussions was the realisation that locals 
play a very pivotal role in the manifestation of a particular destination’s culinary tourism image. It seems travellers 
revel more and learn more about their destination if local food tours are organized for them in the different parts 
of the destination. Of course, what all 3 groups found a bit of a damper was the fact that public alcoholic beverage 
consumption in Qatar was not allowed by law and for some of the participants (especially those not of Qatari or 
Muslim religion) it may have been one of the elements that was a negative with their current trip in the country 
especially. It emerged that participants from Group A had already experienced some form of the food tours with 
excursions in the desert as part of the safari on offer by some local tour companies which included a selection of 
local cuisines and Middle Eastern delights, especially sweets. 85% of the participants indicated they had even visited 
Qatar’s Baladna Dairy farm and sampled some of the local produced dairy products. 
Trend 2: Qatar can benefit from Street Food Markets 

Another emerging trend was that Qatari tourism could do with a boost from street food markets which it was 
agreed by the participants that these were few to non-existent. Participants from Groups A & B indicated that street 
food markets were a great way of experiencing a destination’s cultural offerings through local cuisines. This was 
further bolstered by the fact that food cuisines from the street markets in other destinations was experiencing quite 
a transformation towards sophistication of the food offered. An Executive participant from Group C even intimated 
at the popularity of one such place he had visited, the Grand Bazaar in Istanbul, Turkey, which had become very 
popular over the years thus increasing the imagery of Turkey tourism as a must-visit attraction. It was also the 
ensuing consensus that there was a serious lack for such kinds of markets in Qatar and this created an area of 
interest that authorities could investigate as a channel for improving the tourism imagery of the country especially 
with the World Cup in 2022 looming. It emerged also that the social historical discoveries such as pop-culture were 
very much enhanced with the existence of these markets. 
Trend 3: Qatari Air BnBs offering Authentic Home Foods 

The one aspect that participants of Groups B and C could agree on, especially because they are based in Qatar, 
was the fact that Qatari locals were such an inviting people. This intimated that families were prone to inviting 
visitors into their homes to share home meals even when such visitors where not known to them intimately. 
Participants from Group A had spent a week with one such family as part of experiencing local living and they could 
also attest to the authenticity of this sentiment. In essence all groups could agree that locally home cooked meals 
created an opportunity for the visitor experiencing traditions around culinary indulgences on a first-hand basis. 
Friendships were built even with reciprocal promises also on the cards. This trend was seen as markedly different 
from the food tours explored earlier. 
Trend 4: Food Cooking Local Experiences 

One participant from Group C (GCP4) mentioned how a popular hotel group based in Thailand offered, as part 
of some of their stay packages, local cooking classes with their leading, award winning Executive Chefs. About 75% 
of the participants in all the groups indicated and agreed this seemed to be a growing trend amongst tourist 
destination places. The participation in the cooking preparations and classes was viewed as a class leading and 
differentiating activity that was sure to enhance that destination’s image as an authentic experience provider for 
travellers. This also enables travellers to have insight into how local cuisines are prepared and how interaction 
occurs in such settings as well. This trend seems is on the rise globally and it also showcases how culinary influences 
are manifested in various destinations. Below follows a discussion of the focus group exercise. 

3.2. Focus Group Discussions 

The focus group discussions were centred on 4 sub-concepts developed from the specified research questions. 
The discussions ensuing below were thus the culmination of the collation and analysis process of the exercise in 
totality. The 4 sub-concepts include Destination’s Food Image Influencing Factor, Information Sources Influencing 
Decision Making Factor, Demographic Characteristics Influencing Food Destination Factor, and Experiences 
Promoting a Destination’s Cultural Heritage Factor.  

3.2.1. Sub-Concept 1:  Destination’s Food Image Influencing Factor 

Overall, 65% of the participants indicated and argued that a destination’s popularity in terms of its culinary 
and drink culture was a huge factor of consideration for them in choosing a destination for a holiday. 25% indicated 



Culture promotion through food tourism: A case of Qatar’s local cuisine                                    Abdallah & AlMaadheed 

International Journal of Hospitality and Tourism Studies, 2(1) (2021), 28-41 
 37 

 

that they would not mind whether food would be a priority on their travels as it did not influence their decision 
making to travel to such a place. The remaining 10% indicated they would travel for food thus intimating that a 
destination’s culinary reputation was very central to their decision to travel to it. For the 65%, by tacit implication, 
such decision making was not only based on the destination’s culinary image, but it with other factors was what 
influenced their thought process. This was in tandem with a global 2018 survey which indicated that 27.6% of global 
travellers responded by holding that decision making based on a destination’s food image was key (Global Data, 
2018). For the bulk of the participants, food ranked right there with cultural heritage, architecture, and breath-
taking landscapes amongst other factors. This was tabulated as follows:  

 

 

 

 

 

 

 

 

 

 

 

 
Figure (3): Destination Food Image (source: own emphasis) 

3.2.2. Sub-Concept 2: Information Sources Influencing Decision Making Factor 

Another emerging major discussion point was the issue of information disseminated by the various sources 
with regards to a destination’s food image. The recurring point of consensus for the participants seemed to be that 
how a destination is portrayed, especially by those that had been to such a place, was likely to influence whether 
they would also visit such a place or not. According to the leading view on this point, it became apparent that on the 
question of social media information about a destination, 78% of the participants were more than likely to consider 
the various social media sites when making bookings for a holiday to a particular destination. Furthermore, 64% of 
the participants seemed to lean towards listening to recommendations about a destination from friends and 
relatives who would have been to such a destination. Lastly, and this seemed to be more of the ‘older’ generation, 
42% indicated that they still believed in the influence of news, articles such as travel guides or publications when it 
came to information about a destination’s reputation when it came to decision making about visiting that place.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure (4): Information Sources that Influence Decision Making (source: own emphasis) 
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This section seemed also to bring out much about the generation of traveller that the participants seemed to 
belong to. From the discussions, it seemed highly likely that millennials were a major perpetuating element in the 
popularity of culinary tourism. The ‘older’, often conservative, generation was becoming more amenable to trying 
out different food offerings at the various destinations that they visited. Figure 6 above aptly represented these 
viewpoints. 

3.2.3. Sub-Concept 3: Demographic Characteristics Influencing Food Destination Factor 

The issue of characteristics seemed to feature often during the discussions, and it emerged overall that 
characteristics were more connected to the type of generation that the participants belonged to. By necessary 
imputation, Group A was composed of Gen X and Millennials. Furthermore, this group was of couple-friends who 
were holidaying in the Middle East and the greater Asian Pacific region. They also showed a more composed, but 
vibrant demeanour during the discussions as it felt they had taken the stance of seasoned travellers and thus were 
more knowledgeable with a host of destinations and what those destinations offered in terms of culinary culture 
offers. Group B was composed of the much younger generation, Gen Y and Gen Z. Their actions could be termed as 
vivacious and spirited. They were of Arabic origin and were all friends. Their claim to travelling was not as extensive 
as that of Group A, but they had had their fair share of travelling to other countries besides the Middle East region. 
They were the most popular on social media sites, especially because they blogged or ‘posted’ everything that had 
to do with their travels. The aspect of food on such blogs is what would perpetuate that destination’s reputation it 
was found. 

Group C was a unique group. It had 3 participants who held very senior positions with the QNTC and were 
from the Baby Boomers and Gen X era. 2 participants were from the Gen Y and 1 was from Gen Z. Their major 
connecting link was that they were senior Executives with the tourism authority in Qatar. Two of the 3 Baby Boomer 
and Gen X participants were from Asian origin with the last being from Arabic origin, specifically from Qatar. The 
other 3 were all from Qatar as well. This group was more subdued during discussions, defining a much calmer and 
composed stature amongst participants. It emerged that Gen Y participants were the more vocal as regards a 
destination’s food image and as such would be in agreement with studies already carried out along the same line of 
thought (Bellia et al, 2016). Furthermore, with all the participants, it became apparent that the more they liked a 
particular destination, the more likely they were to try out or experiment with food products from various cultures 
(Global Data, 2018). Finally, the Baby Boomer participants indicated that although they preferred to ‘stick’ to what 
they already knew, even when travelling to different destinations, they were now more likely to be swayed into 
trying the different offerings of cuisines on their travels mainly due to family influences.  

 
 
 
 
 
 
 
 
 
 

Figure (5): Characteristic Demographic (source: own emphasis) 
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not only from professional sites about such a destination or pictures taken selectively to entice would-be travellers. 
The sentiment was that ‘raw’ information from what a traveller had partook in or experienced was very personal to 
showing exactly what a destination had on offer that would in all probability go on to entice other possible travellers 
to experience similar or same activities and indulgencies. This was in tandem with research that had indicated an 
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impressionability about the utility of reviews from social media sites and other travelling blogs (Anderson & Rainie, 
2012). 

The second reasoning was especially important for the Tourism authorities, and it was special that Group C 
participants were from such an authority and could weigh in on this discussion more vividly. It became apparent 
that many destinations were becoming conversant with the element of embracing localism when it came to food 
and drink offerings as a form of creating that authentic experience for travellers. This would intimate towards 
shared reviews of such experiences and for which studies had indicated began bearing fruit. In a 2017 study it was 
found that tourist expenditure on food services on international travel peaked at a staggering US$186.8 billion 
culminating in the food section occupying the 4th spot in the different measured categories (the others were leisure, 
transportation, and accommodation) (Global Data, 2017).  

Even though this did not mean that all travellers did so for the culinary experiences, it did show just how much 
of a potential contribution to tourism growth food culture can have for any destination.  Authorities can develop 
policies that may allow for various and diversified food offerings that will improve the attract-ability of such a 
destination.  

In conclusion, the findings of the focus group discussions did indicate the need for greater promotion of the 
food industry in Qatar. A lot of what the discussions centred around seemed not to be of paramount exposure in 
many circles around Qatar. A great deal of other food culturally related activities may still need to be promoted and 
marketed widely such as street food markets. Of course, this may be due to various factors which did feature, though 
not prominently, during the discussions such as rigidity of the religious aspect of the way of life in the country. 
Perhaps raising awareness towards the food culture undertaking may be a conduit for the protection of local food 
traditions and its cultures associated with it. Qatar is composed of many ethnic backgrounds with locals numbering 
less than a million. So, the possibility of adapting to the food tastes of other destinations creates a threat to the food 
culture of the country instead of promoting its uniqueness which will safeguard it. 

4. Conclusions  

It was evident from the discussions that culinary tourism was on the rise and fast gaining popularity across 
generations that were represented by the focus groups. It became an emerging theme that it is possible to a large 
extent for travelers to journey to other countries, and destinations were the purpose for such journeys is the 
exploration of the culinary delights of such a place as the core objective to the overall experiences. The essential 
inputs of such travelling would be for the traveler to learn more about the local cuisines of the destination. 
Furthermore, it would be for the appreciation, consumption and indeed indulgence of the culinary offerings of such 
a place including its heritage and cultures. On the other hand, even though all travelers would indulge in some food 
and drink in their journeys, not all of them had that primary purpose in undertaking such journeys. These same 
travelers could be loosely termed ‘opportunistic culinary tourists. Kim et al.’s (2013) study indicated this 
demographic as very often important in the perpetuation of such a destination’s overall touristic appeal more so 
when it came to reviews posted and highlighted of it. 

A further conclusion that could be drawn from this research exercise was the fact that globalization and the 
various economic factor influences were beginning to shape the decisions of many travellers to explore and 
experiment with new culinary offerings. This intimated that due to a lot of global movement (especially from 
countries in the West to the East), the figures recorded for food enthusiast had been markedly increasing over the 
years and this was a huge boost for the culinary tourism sector. Qatar, for example, announced that it was wavering 
entry visas for citizens to 80 countries (Qatar Airways, 2017) and for a conservative country such as this, this was 
a very bold move that was tourism inspired. These factors coupled with the global boom in travel patterns around 
the world indicated that travellers were creating opportunities to become familiar with the various options of 
culinary cultures that the various destinations had to offer. It became evident from the discussions on this that when 
travelling, people naturally became inclined to exploring exotic food elements which may be due to the fact that it 
is an experience that will remain with the traveller for life and is not a daily repeated exercise either for it to become 
mundane. Qatar was viewed as a very cultural destination on a tributary enquiry during the discussions, however, 
the groups felt more could still be achieved for the country in terms of its culinary offerings and how these were 
presented and packaged. 

Further conclusions drawn showed that food tourism could be utilised as a conduit for understanding a 
destination’s culture and heritage much better. This was so because travellers not only engaged in travels for just 
the mere sake thereof but did so in search of authentic and very much transformative journey experiences. The 
opportunities to peek through an understanding of the historical background of a people and their cultures, that 
was offered by local cuisines was very immense and unique. Research further indicated that programs on TV and 
online platforms of celebrity chefs engaged in cooking, travel and some form of gastro-inspired competitions had 
basically also had an addition value towards more people relaxing to the idea of partaking in a culinary indulgence 
at some point (Global Data, 2018). These same programs it seemed had lasting effect on the influences of how people 
prepared their meals from all over the globe by infusing somewhat of that particular destination from where the 
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show would be broadcast. Most notably, however, was the manifestation of this infusion when people were engaged 
in travel. 

A conclusion that could be drawn was that Qatar had a very huge potential to manifest more of its cultural 
offerings through the perpetuation of its food tourism. This was as based on indications that completion was 
growing widely between tourist destinations (Global Trends, 2018). Yes, the country was a very conservative one 
with religious impediments being the core factor in the restrictions against a full-scale culinary culture tradition. 
The participants in the group discussion intimated that this could be because most citizens of the country were 
quite wealthy but were not exposed much to overseas travel. This was an imputation mainly from Group C 
participants. A relaxation of some of these restrictions could go a long way in improving the country’ imagery index 
as a go-to culinary destination in parallel to other of its local cultural offerings.  

4.1. Managerial Connotations 

Results suggest that implications for practice essentially may immensely profit from being presented in the 
form of express recommendations in writing form. The purpose being for a particular managerial role; and 
increasingly moulded and improved when proposed frameworks for them to be useful for managers in the food 
tourism sector are undertaken. Current and future actions are implicit from this study. Figure 6 (above) dictated 
that most of the participants can be swayed by social media content in deciding on visiting a destination above other 
means of communication. This information is especially pertinent for managers in the digital marketing, strategic 
marketing, business-development, and operations space. The fact that the study uncovered Qatar as reserved and 
conservative in its culinary tourism offerings, provides a gap that may be taken advantage of by tourism managers 
mentioned above. New value in business relationships may be forged through communication forums such as trade 
shows, food tours and street market days on a national scale, to bolster the country’s image as a formidable food 
destination. 
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1. Introduction 

Poverty is a serious scourge in many marginal and rural areas of developing countries, yet it can be mitigated 
by adoption of strategies that raise income and living standards of the poor (Todaro & Smith, 2015). The pattern 
of participation of the local poor people in tourism  reflect structural constraints affecting optimal exploitation of 
tourism economic opportunities by the poor, the extent to which tourism development can impact on poverty, and 
the feasibility of sustainable tourism development in marginal destinations. A number of studies have been 
conducted on the factors affecting the extent of local participation in tourism. According to Beyer(2014), local 
participation is underpinned by two factors namely the extent to which local community wield significant 
influence and control over tourism development and management, and the significance of the proportion of 
tourism benefits appropriated by local community.  The later interpretation applies in the context of current 
study.  

A number of different ways of improving participation of local poor have been attempted, but with mixed 
outcomes. One of such attempts is the pro poor tourism model, which is actualized through policy adjustment 
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Abstract: The purpose of the study was to establish pattern of local participation in tourism supply business 
and its implication on local poverty reduction. The specific objective of the study included finding out the 
key local commodities that are important driver of tourism backward linkage with local economy of Kisumu 
County, establish differences in the average score profile among local suppliers and find out the main 
dimension along which they are separated. The study adopted across sectional and correlation design in 
which stratified random sampling of 106 tourism enterprises from a target population of 266 enterprises 
was obtained. Self – administered questionnaires were distributed to managers and collected by researcher. 
The first, second and third objectives were analysed using descriptive statistics, MANOVA and descriptive 
discriminant analysis respectively. It was found out that while poultry products, fish and vegetables were 
main commodities in the trade between local suppliers and tourist industry, fish, beef, and detergent were 
the most consumed commodities. Secondly, suppliers were different in their mean score profile by the value 
and quality of their supply, promptness in their delivery of supplies and in the longevity in commercial 
relationship with the tourist industry. Lastly, the suppliers were separated significantly along two main 
dimensions: The first dimension was interpreted to be efficiency and effectiveness, being represented by 
high value of weekly supply and high rating on promptness in making deliveries. The second dimension was 
experience, which was indicated by suppliers` education level and their longevity in the commercial relation 
with the tourist industry. The key contribution of the study is the creation of understanding of the main 
commodities driving tourism backward linkage with local economy and the factors which confer 
competitive advantage among local traders of Kisumu County in tourist industry.  

Keyword: Local Suppliers; Dimension of differentiation; Promptness; Competitive advantage; Commercial 
relationship. 
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aimed at increasing levels of tourist arrivals to a destination, encouraging backward linkage of tourism through 
high quality and diverse local product, which can induce tourists to spend, and ensuring that the poor local people 
receive a high proportion of tourist expenditure (Holden, 2013). However, the model has been discounted on four 
grounds: First, any form of tourism can be pro poor (Zhao, 2016). Secondly, the distinction between pro poor 
tourism and other forms of tourism such as community – based tourism, alternative tourism, and sustainable 
tourism is blurred (Zhao, 2016). Thirdly, current practices of pro poor tourism is biased heavily on direct effect on 
poverty, but ignoring secondary effect on poverty and wider dynamic effect on economy and growth (Zhao, 2016; 
Mitchell & Ashley,2010). Lastly, pro poor is not easy to replicate without modification because the root cause of 
poverty depend on the unique context of each location (Zhao, 2016). 

 Like pro poor tourism, community – based tourism is an approach to planning and development of tourism 
based on assumption that sustainability of tourism depends on local community involvement (Mair, 2016). It 
adopts a bottom – up approach to tourism policy - making and development and its key utility has been the 
reduction of inequality and poverty in the community, enhancement of community empowerment, control and 
ownership of tourism enterprise by community members (Mair, 2016). However, the main weakness of 
community – based tourism is in its failure to acknowledge that structural differences among community 
membership and their different levels of empowerment and interested has effect on the quality of policy decisions 
affecting optimal management of tourism enterprise (Mair, 2016).  

The literature on the impact of tourism on poverty is rich, but mixed with some contractions. The income 
composition of various households has been analysed and financial impact of tourism employment compared with 
other off – farm activities. The conclusion was that tourism employment offers no guarantee towards poverty 
reduction (Adiya, 2017). This finding confirmed the previous finding by Frenzel et al.(2015) that tourism is not 
efficacious in mitigating poverty, because tourism in all slum destinations are not under the control of local poor 
residents. On the contrary, a study carried out in Dullstroom in South Africa by Gareth and Christian (2016) 
established that tourism generate benefits through capacity building and economic empowerment of black 
women. It also creates social, political and psychological benefits in terms of mutual trust and enhanced cohesion, 
and improved esteem (Gareth & Christian, 2016). Similarly, a study by Siggalen, Sasongko and Wiloso (2019) in 
Indonesia established the existence of community participation in terms involvement in decision making, but it 
was not explicit on extent to which economic benefits were shared with local community. Moreover, tourism 
contributed significantly to the living condition of city residents of Bad Reichenhall in Germany which was 
attributed to publication and implementation of result of participative events, low threshold access to 
participation, higher degree of information and successful design of participative events (Kantsperger, Thees & 
Eckert, 2019). Similarly, the efficacy of tourism in poverty reduction can be enhanced by the active involvement of 
the local poor in tourism by influencing development which affect quality of their lives and, thus solve their 
problems (Gunawijaya & Pratiwi, 2018). Moreover, it is enhanced by the adoption of community self - 
mobilization strategies such as skill development in hospitality, financial assistance and encouraging 
entrepreneurship and cooperation among community members (Thesane,2019; Gunawijaya & Pratiwi, 2018). 
Four similar studies have been conducted in Lesotho, in Tioman Island in Malaysia, in Western Kenya and in 
Murchison Falls Conservation Area in Uganda, to not only to establish how community can be involved in tourism, 
but also to find out factors limiting their participation, and how to enhance local participation in tourism 
management and entrepreneurship. Thetsane (2019) found out that consultation with local community of 
Lesotho in tourism policy formulation process and mainstreaming their collective voice in key decision making 
process was important. However, extent of local participation was not only undermined by socio economic 
variables such as education and employment status  (Azman & Yahaya, 2013), but also the level of awareness and 
limited skills and capacity  (Kala & Bagri, 2018, Ayorekire et al, 2017; Odege, 2014; Oketch et al, 2012). 

1.1. Theory of poverty 

The main reason for linking tourism sector with local economy is to enhance local economic impact and thus 
help reduce poverty. This theory is useful in understanding structural factors which affect local participation in 
tourism activities. Poverty is a condition of deprivation characterized by the inability to meet basic physiological 
needs and shelter, inability to exploit opportunities for self - development, inability to play a role as member of a 
community or society, and marginalization (Holden,2013). There are two main and broad theories of poverty: 
Geographical and socioeconomic theories of poverty. The former explain the distribution of poverty in space while 
the latter advance reasons why individuals or households live in poverty (Chimhowu, 2009). 

According to Chimhowu (2009) geographical theory of poverty has got two main perspectives, namely the 
deterministic and possibility perspectives. While deterministic perspective attributes existence of poverty to the 
characteristics of the physical environment, possibility perspective advances the idea that the association between 
developmental decisions and poverty is influenced, but not determined by physical environment. 

The socioeconomic theories of poverty include individual pathologies theory, culture of poverty narrative 
and structural causes of poverty. According to pathologies theory, which was discounted for its failure to 
recognize structural barriers which limit individual from exploiting opportunities, individual weaknesses such as 
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laziness, mental or physical infirmities are responsible for individual situation (Chimhowu,2009). Last but not 
least, the culture of poverty narrative states that poverty is a product of social belief systems passed down to 
successive generation through socialization (Chimhowu, 2009). Lastly, ‘structural causes’ perspective explains 
poverty in terms of structural impediments within capitalist economy and political systems (Chimhowu, 2009). In 
summary, the foregoing theories are foundation upon which valuable insights on factors affecting local 
participation in tourism activities leading to stronger or otherwise economic linkage of tourism and local economy 
can be appreciated. 

Though the literature is rich on factors affecting local participation in tourism activities, there is no enough 
information regarding the pattern of local participation and its implications on the reduction of extreme poverty 
in Kisumu County – Kenya. In order to fill the gaps, current study was guided by three key objectives: First, to 
analyse the local products which drive tourism backward linkage with local economy. Secondly, to establish the 
differences in average score profiles among local suppliers and third finding out the main dimension along which 
local suppliers are differentiated. A cross sectional and correlation design was adopted in which a random sample 
of 106 enterprises were drawn from a target population based on sampling frame got from Tourism Regulatory 
Authority. Self – administered questionnaires were used in the data collection. The first objective was achieved 
through descriptive statistics, the second objective was achieved through the adoption of multivariate analysis of 
variance and the third objective was achieved through descriptive discriminant analysis. The key finding from the 
study was that poultry products, fish and vegetables were main commodities in the trade between local suppliers 
and tourist industry, but fish, beef and detergent were the most consumed commodities. Secondly, suppliers were 
different in their mean score profile by the value and quality of their supply, promptness in their delivery of 
supplies and in the longevity in commercial relationship with the tourist industry. Lastly, the suppliers were 
separated significantly along two main dimensions: The first dimension interpreted to be efficiency and 
effectiveness, being represented by high value of weekly supply and high rating on promptness in making 
deliveries. The second dimension was experience, which was indicated by suppliers` education level and their 
longevity in the commercial relation with the tourist industry. It was concluded that the effectiveness and 
efficiency in the local supply business operations couple with experience in operating in the tourists industry are 
the key factors conferring local suppliers’ competitive advantage in trade, but their narrow range of product 
traded with tourist industry constrains their ability to exploit maximum economic opportunities. The key 
contribution of the study is the creation of knowledge and understanding of the main commodities driving 
tourism backward linkage with local economy and the factors which confer competitive advantage among local 
traders of Kisumu County in tourist industry  

2. Methodology 

2.1 Study Area 

Kisumu County has a total area of 2,085.9 square kilometres with a population size of 968,909, it is generally 
warm throughout the year with temperature which range from 20 0C to 350C, and its humidity is high throughout 
the year. According to Kisumu County Annual Development Plan for Fiscal Year 2019/2020, Kisumu County is one 
of 47 counties created by the constitution of 2010 and it is the main gateway to the rest of Africa Great Lake 
region. In terms of development profile, Kisumu County Gini Coefficient was 0.430 in the year 2013(Kenya 
National Bureau of Statistics [KNBS] & Society for International Development [SID], 2013). Thus, distribution of 
income expenditure in the County deviates from a perfect equal distribution (KNBS&SID, 2013). Additionally, 
Kisumu County recorded Human Development Index (HDI) of 0.52 which is similar to national index, but far from 
the ideal index of 1.00 (National Council for Population and Development [NCPD],2017).  

Fortunately, Kisumu County is a promising tourists` destination in the western circuit, as it is endowed with 
diverse tourist attractions which include wildlife, culture and spectacular physical features (Communication, 
Economic Planning and Development Executive Committee, 2013). It has an international Airport through which 
the County can directly get international tourists (Ministry of East Africa Affairs, Commerce and Tourism, 2015), 
and it has recently experienced massive investment in infrastructure and tourists facilities (Communication, 
Economic Planning and Development Executive Committee, 2018). 

 However, the full potential of tourism resources has not been exploited (Babu, Haghiri & Oketch 2012) and 
the County has continued to register high rates of poverty levels (World Bank, 2016), thereby putting a lot of 
questions on the role of tourism in County development.  The main economic activities in the county for local 
residents are fishing, agriculture and industrial activities based in urban areas(NCPD,2017), but fishing and 
subsistence agriculture face a bleak future due to overfishing, water hyacinth menace, inappropriate fishing 
methods and waste disposal (Communication, Economic Planning and Development Executive Committee, 2018). 
Furthermore, the County has a growing youthful population majority of whom are unemployed, without 
entrepreneurial skill and whom have been identified in the County Integrated Development Plan 2013 - 2017 as a 
threat to development (Communication, Economic Planning and Development Executive Committee, 2013).  
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According to Sector Plan for Tourism 2013 -2017 involvement of the youth in tourism activities at County 
level economically empower them and help reduce insecurity (Ministry of East Africa Affairs, Commerce and 
Tourism, 2013). But the ability of Kisumu County hospitality industry to absorb unemployed youths has been 
undermined by its very low occupancy rate (Kenya Bureau of Statistics, 2012). Moreover, local participation rate 
in tourism activities is insignificant (Oketch et al. 2012; Odege, 2014). Ventures which are run by local people at 
both Kit Mikayi and Got Ramogi are ineffective because of limited capacity among the people (Misiko, 2013).  

Therefore, indications of weak tourism backward linkage with micro and small business sector within the 
County include inadequate entrepreneurial skills and capital amongst youthful population (Ministry of East Africa 
Affairs, Commerce and Tourism,2013), limited economic prospects in hospitality industry and poor or inadequate 
output from agricultural activities (Kenya National Bureau of Statistics,2010). As a result of limited capital and 
entrepreneurial skills among local people, their participation in tourism related activities is low (Babu, et al. 2012; 
Odege, 2014).   

As far as this current study is concerned, the county was clustered into three regions namely central business 
districts which included Kisumu main town and areas extending to Milimani, Nyalenda, Kilimani, Kachok, 
Polyview, Kibuye, and Kamas. Outskit of Kisumu town constituted Nyalenda, Kondele, Migosi, Mamboleo, Airport 
Area, Nyawita, Obunga and Dunga. Kisumu rural encompassed Kanyakwar, Kanyamedha, Kogony, Kisian, Ojola, 
Maseno, Kolenyo, Nyamasaria, Awasi, Ahero, Katito, Pap Onditi and beyond.  

2.2 Research philosophy and design 

The ontology of positivism provided the overall framework for the study. Positivism is a philosophical stance 
that mirrors the one adopted in natural science (Veal, 2018). The study was based on factual data which existed in 
the records of tourism enterprises and which were collected using self – administered questionnaires. 
Hypotheses, which guided the study, were formulated before data collection and were, later, tested using factual 
collected data. The phenomena under study differences in local suppliers mean profile and their characteristics in 
relation to level of participation in tourism activities was explained using such models as descriptive discriminant 
analysis and path model, which were developed by the researcher based on the previous studies and theory. 

2.3 Target Population, Sampling Technique and Sample Size 

The study was bases 266 Tourism Enterprises which were not only duly registered by Tourism Regulatory 
Authority but also operated within Kisumu County and have been in operation for at least one year. The 
enterprises included hotels, guest houses, restaurants and clubs. Stratified proportionate random sampling was 
adopted in selecting 106 enterprises from the 266 enterprises (Kothari 2014). The sample size was determined 

using Fisher`s formulae, which is given as 𝑛 =
𝐳𝟐×𝑃×(1−𝑃)

𝐞𝟐
 

Where P is the proportion of population with desired characteristics, e is the margin of error and Z is quantile 
on a standard normal distribution corresponding to probability of 0.95. The sample size was adjusted using the 

formulae   
𝑁×𝑛

𝑁+𝑛
 , because the size of the target population was less than 10,000.  Therefore, the sample size used in 

the current study was 106, and it was based on the population of 266 Enterprises, a confidence level of 95% and a 
margin of error of 7.5% (Cohen, Marrison and Mansion 2007). 

2.4 Data Collection 

2.4.1. Instrument 

Self- administered questionnaire was distributed physically by the researcher to 110 managers of tourism 
enterprises in the morning hours and collected back either in the evening or the following day in order to 
maximize response rate. Quantitative and qualitative data pertaining to tourism enterprises and their suppliers 
were captured by the instrument. However, out of 110 questionnaires 106 randomly selected complete 
questionnaires were used in the analysis. The questionnaire included questions which required the respondent to 
state rate weekly procurements made from local suppliers, key commodities supplied, supplier level of education 
and the length of time in months that the respondent has been in commercial relationship with local supplier. It 
also included questions requiring the respondent rating of local supplier on five criteria namely quality of supply, 
pricing of supplies, promptness in delivery of supplies, variety of supplies and number of suppliers engaged with 
on a weekly basis.  The key variables that were measured were groups of local suppliers which acted as a 
dependent variable. This is a categorical variable that was measured on a nominal scale. The local suppliers were 
grouped according to the frequency of weekly supply. Thus, there  were three groups of local suppliers namely: 
suppliers whose weekly rate of supply was  4 times and below, the second group comprised of suppliers who 
made supplies at a weekly rate of between 5 and 7 times, and the third group who made a weekly supply rate of 8 
times  and above. There were five independent variables namely the value of weekly supply variable, promptness 
of supply delivery variable, quality of supplies variable, supplier education level variable and supplier longevity in 
commercial relation with tourist industry variable. The weekly supply value and supplier longevity in commercial 
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relation variables were measured on a continuous scale, promptness and quality of supply variables were 
measured on Likert scale of 1 through 10 points, with I indicate very low and 10 indicating very high. Lastly, 
supplier education level variable was measured on ordinal scale of 1 through 4, with 1 indicating primary level, 2 
indicating secondary level, 3 indicating college and 4 indicating university. The rate of consumption of the various 
commodities supplied by local traders was measured by asking the consumers to rate their monthly consumption 
of the same on a Likert scale of 1 through 7, with 1 being lowest and 7 being highest. All the scales of 
measurements were originated by the researcher. 

2.4.2 Validity and Reliability of the instrument 

While face validity refers to the apparent reflection of the content of the concept by a measure (Bryman and 
Bell 2011), content validity is the extent to which adequate coverage of the investigative questions has been 
achieved by a measure (Cooper and Schindler 2014). Both face and content validity are assessed by the judgment 
of panel of experts (Bryman and Bell 2011; Cooper and Schindler 2014). Accordingly, the questionnaire used in 
the current study was screened for face and content validity by a panel of experts in tourism and economics 
department of Maseno University during proposal presentation stage. Reliability, based on internal consistency, 
was determined by correlating a set of 23 questionnaire items measuring similar concept. According to Bryman 
and Bell (2011), internal reliability is applied to a measure with multiple indicators and Cronbach`s alpha ranging 
from 0.80 to 0.70 is mostly acceptable levels. Similarly, set of items in the questionnaire of current study were 
assessed for reliability and based on 94 valid observations, the Cronbach`s alpha was 0.820 and it was deemed 
satisfactory. 

2.5 Data Analysis 

2.5.1 Differences in Local Participation in Tourism Activities 

The first objective was to establish significant differences in the average score profile amongst groups of local 
suppliers based on given discriminatory variables and the second objective was to establish the main dimensions 
along which they were separated. Multiple descriptive discriminant analysis was used to both find out the 
significance in the average score profiles and main dimensions of discrimination among the local suppliers. The 
suppliers were grouped according to the frequency of weekly supply which included 4 times a week and below, 5 
and 7 times a week, and 8 times a week and above. 

2.5.2 Specification of Discriminant Analysis Function 

The discriminating variables included in the discriminant function were those deemed to be significant 
indicators of extent of tourism backward linkage with local economy by determining the level of local suppliers` 
activities in tourism sector, as they loaded significantly on local purchase ratio variable. 
Discriminant Scorei = β0 + β1xi1+β2xi2+β3xi3+β4xi4+β5xi5, where βi are the discriminant weights and xij are 
observations made on the various discriminating variables. 
Xi1   - are observations on weekly supply value variable. 
Xi2 – are observations on rate promptness variable. 
Xi3 – are observations on supply quality rating variable. 
Xi4 –   are observation on supplier education level. 
Xi5 – are observations on longevity in commercial relationship between local supplier and tourist industry. 

3. Results 

3.1 Analysis of the key products traded by local suppliers and their rate of consumption 

Figure 1 below indicates the main product traded between local suppliers and the tourist industry of Kisumu 
County. According to the Figure, beverage, beef and detergent account for 9% of all key commodities supplied by 
local suppliers, poultry product accounted for 13%, and fish and vegetables, each accounted for 21%. It is 
apparent that fishery and agriculture are the key sectors which drive tourism backward linkage with local 
economy of Kisumu County.  

Result from Table 1 shows that the overall industrial consumption rate is significant and above average for 
vegetable, fish, poultry products, beef, beverage, and detergent. Moreover, according result in Table 2, 
consumption rate in hotels exceed that in guest houses, restaurant, and clubs across all types of commodities. Of 
all the commodities, fish and detergent is consumed at the highest and lowest rate respectively in hotels. The rate 
of consumption of beverage and beef is highest and lowest respectively among guest houses. Lastly, rate of 
consumption of detergent and fish is highest and lowest among restaurants and clubs.  
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Figure (1): Main products Supplied by Local Traders 

 
Table (1): Overall Industrial Consumption Rating 

Consumption Rating Mean                Std. Error 
95% Confidence Interval 

Lower Bound Upper Bound 
Rating Vegetable consumption 4.436 .192 4.056 4.817 
Rating Fish consumption 4.511 .201 4.113 4.910 
Rating Poultry consumption 4.392 .203 3.990 4.795 
Rating Beef Consumption 3.812 .187 3.442 4.183 
Rating Beverages consumption 4.856 .193 4.474 5.238 
Rating Detergent consumption 4.160 .192 3.779 4.542 

Table (2): Consumption Rating by Types of Tourism Enterprises 

Consumption Rating Enterprise Type Mean Std. Error 
95% Confidence Interval 

Lower Bound Upper Bound 
Rating Vegetable consumption Hotel & lodge 5.392 .265 4.866 5.918 

Guest House 3.250 .358 2.540 3.960 
Restaurant & Club 4.667 .364 3.944 5.389 

Rating Fish consumption Hotel & lodge 5.765 .278 5.214 6.316 
Guest House 4.250 .375 3.507 4.993 
Restaurant & Club 3.519 .382 2.762 4.276 

Rating Poultry consumption Hotel & lodge 5.020 .280 4.464 5.576 
Guest House 3.750 .378 3.000 4.500 
Restaurant & Club 4.407 .385 3.643 5.171 

Rating Beef Consumption Hotel & lodge 4.725 .258 4.213 5.238 
Guest House 2.786 .349 2.094 3.477 
Restaurant & Club 3.926 .355 3.222 4.630 

Rating Beverages consumption Hotel & lodge 5.176 .267 4.648 5.705 
Guest House 4.429 .360 3.715 5.142 
Restaurant & Club 4.963 .366 4.236 5.690 

Rating Detergent consumption Hotel & lodge 4.451 .266 3.924 4.978 
Guest House 4.214 .359 3.503 4.926 
Restaurant & Club 3.815 .365 3.090 4.540 

3.2  The analysis on average score profiles of Local Suppliers. 

The mean for the five discriminant variables across the three groups is indicated below in the Table 1 and the 
significance of group means differences are shown in the Table 2 below. From the results there was significant 
group means differences in weekly supply value (F value = 6.788, p value = 0.002), rating on promptness in 
supply delivery (F value = 6.353, p value = 0.003), rating on quality of supplies (F value = 3.605, p value = 0.031) 
and longevity in commercial relationship (F value = 4.829, p value = 0.010).  

Results in Table 2 indicate that local suppliers who made 8 and more supplies per week sold supplies valued 
at Kshs 16,888, were most favourably rated (8.842) in terms of making prompt deliveries of the highest quality 
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(8.5), and were most experienced in supply business, having been in the business for 26 ½  months. Suppliers who 
made between 5 and 8 supplies per week sold, on average,  supplies valued at Kshs 13,780, were rated second 
most favourably (8.147) in terms of making deliveries promptly of second highest quality(7.824), but had the 
least  experience in supply business of 14 months. Lastly, local suppliers who made 4 and less supplies per week 
and had 19 months experience in the supply business sold, on average, Kshs 6,756 worth of supplies, were 
favourably rated high on promptness in making deliveries (7.441) whose quality were highly rated (7.559). 
However, there were no significant differences amongst groups of local suppliers on the account of level of 
education. 

Table (3): Supplier Groups Descriptive Statistics 

Weekly Supply Rate Mean Std. Deviation Valid N (listwise) 

Unweighted Weighted 

4 and below per week Weekly Supply Value 6755.614 7234.9938 34 34.000 

Delivery Promptness 7.441 2.0180 34 34.000 

Supplies Quality 7.559 1.5991 34 34.000 

Supplier Education Level 2.676 .8780 34 34.000 

Longevity in Commercial 
Relation 

18.882 15.2072 34 34.000 

5 and 7 per week Weekly Supply Value 13779.118 12671.7281 34 34.000 

Delivery Promptness 8.147 1.6354 34 34.000 

 Supplies Quality 7.824 1.5467 34 34.000 

Supplier Education Level 2.265 .8279 34 34.000 

Longevity in Commercial 
Relation 

14.176 11.9911 34 34.000 

8 and more per week Weekly Supply Value 16887.276 14181.4732 38 38.000 

 Delivery Promptness 8.842 1.3054 38 38.000 

 Supplies Quality 8.500 1.4842 38 38.000 

Supplier Education Level 2.632 .7857 38 38.000 

Longevity in Commercial 
Relation 

26.500 21.7377 38 38.000 

Total Weekly Supply Value 12640.541 12487.8647 106 106.000 

 Delivery Promptness 8.170 1.7483 106 106.000 

Supplies Quality 7.981 1.5795 106 106.000 

Supplier Education Level 2.528 .8419 106 106.000 

Longevity in Commercial 
Relation 

20.104 17.6365 106 106.000 

Table (4): Tests of Equality of Group Means 

 Wilks' Lambda     F               df1         df2                                                           
Sig. 

Weekly Supply Value .884 6.788 2 103 .002 

Delivery Promptness .890 6.353 2 103 .003 

Supplies Quality .935 3.605 2 103 .031 

Supplier Education Level .953 2.553 2 103 .083 

Longevity in Commercial 
Relation 

.914 4.829 2 103 .010 

3.3 Characteristics differentiating Local Suppliers and dimensions of their separation. 

The expected number of dimensions along which the three groups would be differentiated was two and this 
was statistically confirmed in Table 5 and Table 6 below. From the result in Table 5 the local suppliers were 
differentiated by the first significant discriminant function (χ2value = 36.638, p value = 0.000) and second 
discriminant Function (χ2value = 11.055, p value =0.026). From result in Table 6 variance of composite scores in 
the first discriminant function account for 22.4% of Between Group Variance and the discriminant function itself 
account for 71.4% of all Between Group Variance. The variance of composite scores in the second discriminant 
function account for 10.4% of Between Group Variance and the discriminant function itself accounts for 28.6% of 
total Between Group Variance. Therefore, the further uniqueness of the current study compared with the previous 
studies lie in insight that it generated regarding the dimension of differentiation among local suppliers in their 
participation in tourism activities: the three groups of local suppliers were separated to a greater extent along the 
first dimension, and to a lesser extent along the second dimension. 
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Table (5): Eigen values 
Function Eigenvalue % of Variance Cumulative %                                                   Canonical    

Correlation 

1 .288 71.4 71.4 .473 
2 .116 28.6 100.0 .322 

 

Table (6): Wilks' Lambda 

Test of Function(s) Wilks' Lambda Chi-square            Df                                                                       Sig. 

1 through 2 .696 36.638 10 .000 
2 .896 11.055 4 .026 

The following Table 7 indicates the association between the two significant discriminant functions and 
discriminating variables. According to the standardized canonical discriminant coefficient indicated in Table 7, 
value of weekly supply and rating on promptness in supply delivery load heavily on first discriminant function as 
opposed to rating on supply quality, supplier education level and longevity in commercial relationship. The high 
composite score on this first discriminant function is associated with high values in weekly supply, favourable 
rating on promptness in supply delivery, positive longevity in commercial relationship with tourism enterprises, 
but negative rating on quality of supplies and lower supplier education level. The second discriminant function is 
associated with longer length of time in commercial relationship with tourism enterprises, higher education level 
of supplier, low rating on supply quality but low rating in supply delivery promptness and decreasing value of 
weekly supply. 

Table (7): Standardized Canonical Discriminant Function Coefficients 
                                 Functions 

 1                                                 2                                                                   

Weekly Supply Value .739                                    -.193 

Rate Promptness .694                                    -.158 

Rate Supplies Quality -.049                                     .012 

Supplier Education Level -.060                                     .656 

Longevity in Commercial Relation .217                                     .752 

The coordinate of group means for the three categories of supplier is indicated below in Table 6. Figure 2 
indicates actual positions of group centroids in a space defined by the two significant discriminant functions. 
According to the discriminant plane, local suppliers who made 5 and 7 supplies per week have been separated 
from those who made 4 and less supplies per week, and those who made 8 and more supplies per week along the 
second discriminant function. However, the second discriminant function had not separated suppliers who made 
4 and less supplies per week from those who made 8 and more supplies per week. Lastly, suppliers who made 8 
and more supplies per week and those who made 4 and fewer supplies per week scored higher on the second 
discriminant function than suppliers who made 5 and 7 supplies per week. 

The First Discriminant Function has successfully separated the three groups of suppliers. Generally, suppliers 
who made 8 and more supplies per week score highest on the discriminant function followed by group of local 
suppliers who made 5 and 7 supplies per week. Suppliers who made 4 and fewer supplies per week scored the 
lowest on the first discriminant function. 

Since significant loadings on functions are deemed to be those of at least 0.3 (Finch and Laking, 2008), First 
discriminant function is defined by high value of weekly supply and high rating on promptness in making 
deliveries, both of which represent effectiveness and efficiency. The second discriminant function is defined by 
high education level amongst suppliers and sustainability in commercial relationship with tourism enterprises, 
representing experience.  

Table (8): Functions at Group Centroids 

Weekly Supply Rate                                                 Functions 

    1                                                             2                                                                                   

4 and below per week -.683                                                     .225 

5 and 7 per week .010                                                   -.488 
8 and more per week .603                                                     .235 

Unstandardized canonical discriminant functions evaluated at group means 
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Figure (2): Groups of suppliers in discriminant plane 

4. Discussion 

The purpose of the study was to establish pattern of local participation in tourism supply business and its 
implication on tourism impact on local poverty reduction at the grass root level. It has been established that 
fishery and agriculture are the key sectors which drive tourism backward linkage with local economy of Kisumu 
County. The overall industrial consumption rate is significant and above average for vegetable, fish, poultry 
products, beef, beverage and detergent. Also,   Consumption rate of local produce in hotels exceed that in guest 
houses, restaurant and clubs across all types of commodities. Of all the commodities supplied by local traders, fish 
and detergent is consumed at the highest and lowest rate respectively in hotels. The rate of consumption of 
beverage and beef is highest and lowest respectively among guest houses. Lastly, rate of consumption of detergent 
and fish is highest and lowest respectively among restaurants and clubs.  Therefore, contrary to the previous 
finding by Adiya (2017) and Frenzel (2015) that tourism has no significant impact on poverty, the current study 
finds that tourism has some positive effect on the economy dominated by local people. The study has also 
established that local traders are different on four main performance criteria namely value of weekly supply, 
promptness with which they respond to orders from the tourist industry, quality of their supplies and longevity in 
commercial relationship with the tourist industry. In particular, local traders who respond most promptly to 
orders from tourist industry, who have the greatest length of commercial relationship with tourist industry and 
supply their goods most frequently in a week realize the highest revenue from sales. This finding is a new 
contribution to the previous finding on factors affecting community participation in tourism as was established by 
such scholars as Azman and Yahaya (2013), Kala and Bagri (2018) and Ayorekire et al, (2017). Apart from 
differences on average score profile among local traders, the study also established that the traders were 
differentiated more along the first dimensions namely effectiveness and efficiency than second namely experience 
which is indicated by value of supplies and promptness in their delivery to customers. This finding is a significant 
deviation from the previous studies by Gunawijawa and Praiti(2018), Adiya(2017), and Christian (2016) whose 
studies were biased towards the constraints of local community participation in tourism as opposed to factors 
differentiating local traders – members of local community already involved in tourism activities. 

The findings presents key implications: First, since fishery and agriculture are the main commodities which 
drive tourism linkage with local economy and that hotels out – perform other establishment in the local 
procurement, the impact of tourism on poverty can be significant if the two sectors are not only streamlined and 
local traders in the sectors are supported to improve their sales mostly to the hotel industry, but also if the local 
economy dominated by local people is diversified. Also, the expansion of hotel industry can enhance tourism 
effects on the local economy. Lastly, the narrow range of product traded limits local traders from exploiting 
maximum economic opportunities in the tourism economy. Therefore, the impact of tourism on poverty may not 
be maximized if tourism is not robustly linked with the diversified local economy.  This confirms the deterministic 
perspective in the theory of poverty which attributes existence of poverty to the characteristics of the physical 
environment (Chimhowu, 2009) and consistent with observation by Beyer (2014) that real local participation in 
tourism is partly determined by significance of economic benefits expropriated by local community.  
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Secondly, local suppliers with optimal productive capacity and who have stable and long term relationship 
with tourist industry are in the most advantageous position to appropriate optimal economic benefits from 
tourism business activities. This confirms the previous finding by Bwasiri (2014) when he established that limited 
experience in tourism business undermined local participation in tourism.  Therefore, tourism economic impact 
on poverty is significant on local economy in which local suppliers have businesses of adequate sizes whose 
productive capacity can meet the industrial demand on an efficient and sustainable basis. Lastly, local suppliers 
who wish to succeed in tourism supply business need to be supported to build distinctive capabilities around 
quality management, efficiency, and awareness of dynamic needs of the tourist industry. 

The limitation of the study is that it focused mostly on hotels, restaurants, clubs, and guest houses. Thus, the 
findings are biased against such other tourism enterprises such as tour companies, airlines, and apartments. Also, 
the study was based on Kisumu County and the findings may not be generalized to other counties other than 
Kisumu County. Lastly, the study relied mostly on questionnaires as the only data collection instrument thus 
missing additional information that would have been gathered had the questionnaires been used together with in 
– depth interviews. 

The future research should explore more on factors which enhance sale of local produce and sustainability of 
commercial relationship with the tourism industry in general and large luxury hotels in particular based on 
logistic regression and structural equation modelling. 

5. Conclusion  

In a nut shell, the purpose of this study was to establish the pattern of local participation in tourism activities 
and its implication on poverty reduction by finding out the key commodities which characterize local supply 
businesses, establishing the average score profile among local traders and finding out the main dimensions along 
which local suppliers are differentiated. The study main contribution is in creating knowledge and understanding 
of the bases of local economy on which local poor people operate in Kisumu County. The study also revealed the 
criteria upon which local suppliers are different and the significant factors behind the differentiation of local 
suppliers. 
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1. Introduction 

Pro-poor tourism, commonly abbreviated as PPT, is a type of tourism that creates cultural, economic, social, 
and environmental net benefits for poor persons. Pro-poor tourism is a strategy to the tourism industry as opposed 
to being a single product or a part of the tourism sector. Rather than growing the sectors’ overall size, the strategies 
for the development of pro-poor tourism are particularly focused on the creation of opportunities for poor persons 
in tourism. The three key activities necessary are: enhancing economic benefit access for the disadvantaged 
(through expansion of business and employment options for the disadvantaged, provision of training to help them 
take advantage of these opportunities, and extension of income above particular recipients to the whole 
community); tackling the adverse environmental and social consequences of tourism (for example, restricted access 
to land, coastal areas, and other resources, as well as social upheaval and extortion); and policy/process change 
(through the establishment of a policy and planning framework that eliminates some of the constraints faced by the 
poor, increasing the involvement of poor persons in tourist planning and decision-making processes, and the 
encouragement of private-public partnerships in the development of novel tourism goods). 

Pro-Poor Tourism (PPT) increases poor people's net advantages (Ashley, 2002). Traditionally, tourism's 
impact has been assessed in terms of its contribution to GDP and the number of jobs it has produced. Using a 
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Abstract: The study examined the effectiveness of pro-poor tourism strategies on local communities in 
Uganda taking a case study of the Lake Bunyonyi tourist area. Using a descriptive research design, data was 
collected from a total of 120 community members with the aid of questionnaires. Interviews were also 
conducted on 10 key informants. The study found that pro-poor tourism strategies that are aimed at 
enhancing economic benefits to the poor are generally moderately effective as established by the composite 
mean. This is because the tourism enterprises have employed locals within their ranks, created opportunities 
for the informal sector and small businesses, boosted household income through home projects such as 
poultry rearing, bee keeping and fish farming. However, this has been undermined by failure by the 
enterprises to increased access to market opportunities indirectly to tourism enterprises and to increase 
community access to investment funds, loans, and micro credit schemes. The study also found that pro-poor 
tourism strategies that are aimed at enhancing non-financial benefits to the poor are generally moderately 
effective The strategies have really not succeeded as such in enhancing other non-economic livelihood 
benefits like; increasing access to health care, health care education for example reproductive health, HIV and 
malaria prevention; increasing local access to infrastructure and services for example roads, running water, 
internet, and telephones and improving environmental support. The study found that pro-poor tourism 
strategies that are aimed at enhancing community participation and partnership are generally moderately 
effective. The strategies have not fully succeeded in enhancing the participation and involvement of the poor 
in tourist activities. The study concluded that the pro-poor tourism strategies are only moderately effective 
in improving the economic benefits to the community, in enhancing non-economic benefits and enhancing of 
community participation and partnership of the poor in tourist activities.  

Keywords: Effectiveness; Pro-Poor; Tourism Strategies. 
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multiplier effect approach, the general impact of tourism on the economy is frequently evaluated by observing the 
impact of tourism expenditures via direct, indirect, and induced spending (Jamieson et al., 2004). Increases in 
foreign arrivals, duration of stay, occupancy of beds, tourist expenditures, and the value of tourist spending are all 
common indicators of tourism growth. Despite the consequences of the global financial crisis of 2008, tourism is 
presently the world's largest and fastest expanding business. 

It is commonly believed that economic expansion is the most effective way to reduce poverty (Yin, 2006). It is 
often accepted that through PPT methods, tourism generates foreign exchange inflows and increases employment. 
A Demonstration of the benefits of tourism in tackling poverty is difficult due to a scarcity of statistics on the 
influence of tourism on poverty (Harold, 2006). Instead of being managed as a pro-poor development strategy, the 
sector has been controlled for foreign exchange gains. PPT can have a substantial role in livelihood stability and the 
reduction of poverty at the local level, according to Ashley et al., (2001). Employment can be a way out of poverty, 
and low wages can be a survival tactic, but it is challenging to estimate how much PPT could contribute to national 
efforts at the reduction of poverty. 

Poverty is prevalent in Uganda, and direct approaches to the reduction of poverty are ineffective; hence, ‘pro-
poor tourist growth,' or growth that includes the poor in tourism, is required. Tourism is a large economic industry 
throughout the world, with specifically quick relative growth in poor countries such as Uganda, and hence has the 
potential to be very vital for pro-poor growth. PPT aims to apply pro-poor growth to the tourist sector by fostering 
growth patterns that benefit the poor. Despite the rapid growth of the tourism sector in Uganda, poverty rates have 
remained considerably high in those very areas where tourism takes place such as Lake Bunyonyi in Kabale District, 
South Western Uganda. The concept of inclusive tourism has been advocated for by a number of private sector 
actors in the area of Kabale, particularly Lake Bunyonyi.  

Despite being a prominent tourist destination in south western Uganda, Lake Bunyonyi, notwithstanding all of 
its special PPT programs, remains one of Uganda's poorest regions. Due to the spread of numerous preventable 
illnesses like malaria and HIV/AIDS, poverty is especially widespread among women and young people. Illnesses 
like these have resulted in 8% of the population becoming young orphans who have been left to fend for themselves 
with few sources of obtaining a living or acquiring an education. Several of these disadvantaged youths do not have 
access to health care and, due to a lack of education, have no way out of poverty. While effort has been made through 
several initiatives such as the Bunyonyi Safari Resort (BSR) foundation to include the poor into the main stream 
tourism market, there is evidence that poverty is still a problem in that area. As stated earlier, the concept of 
inclusive tourism has been advocated for by a number of private sector actors in the area of Kabale, particularly 
Lake Bunyonyi. Despite this, little has changed in regard to both the economic and non-economic benefits realized 
due to the initiatives. It is against this background that this paper will focus on establishing the effectiveness of the 
existing pro-poor tourism strategies utilized in local communities in Uganda with a point of focus on the 
communities along Lake Bunyonyi in Kabale District. 

1.1. Research Objective 

To assess the effectiveness of pro-poor tourism strategies utilized in local communities at Lake Bunyonyi 

1.2. Research Question 

How effective are the pro-poor tourism strategies in improving the livelihood of poor communities at Lake 
Bunyonyi? 

2. Literature Review 

2.1. Pro-Poor Tourism Strategies 

Pro-poor tourist plan is described as a tourism strategy that intends to provide net advantages for the poor to 
make tourism pro-poor. Rather than boosting the sector's overall size, pro-poor tourism strategies focus explicitly 
on generating opportunities for the poor inside tourism. Tourism is among the world's most important businesses, 
accounting for 11 percent of global GDP, employing an estimated 200 million individuals, and carrying 
approximately 700 million foreign tourists each year - a figure that is anticipated to double by 2022. Developing 
countries now account for a small portion of the international tourism sector (about 30%), but this is changing. 
Since 1990, international tourism arrivals in emerging economies have increased by approximately 9.5 percent 
annually, in comparison to 4.6 percent globally, necessitating a reassessment of policies that can help local people 
in these developing countries benefit from tourism. 

There are three pro-poor tourism strategies. The first goal of Pro-Poor Tourism is to boost the poor's financial 
profits. PPT encourages the expansion of local job possibilities as well as the development of local businesses that 
sell products to the tourism industry. The second strategy is to improve the lives of locals. PPT encourages the 
expansion of local job possibilities as well as the growth of local businesses that sell products to the tourism 
industry. The second strategy is to improve the lives of locals. PPT makes services and facilities formerly only 
available to tourists available to locals. The third tactic of Pro-Poor Tourism is to work together with the poor. This 
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entails encouraging poor persons to work in both the public and private sectors. It also entails strengthening policy 
formulation that encourages impoverished people to participate. 

 Until recently, those involved in tourism development have not sought to illustrate the effect of tourism on 
poverty alleviation. Those involved in tourism development tend to concentrate on macroeconomic impact of 
tourism and its ability to bring progress economically to the disadvantaged individuals and groups in the society 
instead of coming up with measures and illustrating particular impacts on poverty (Jamieson et al., 2004). Evidence 
shows that tourism development elevates expatriate and international companies and powerful people in the 
country while those people in the lower economic and social classes are not employed at all. This leads to generation 
of low status employment and poor payment. Despite limited emerging indications of the impacts of the ongoing 
Pro Poor Tourism (PPT) initiatives, PPT interventions are crucial for the poor, where it happens. It is further argued 
that despite only a handful of the poor or those that are nearly poor taken out of income poverty, a huge number 
earn critical gap filling income. A huge number also gains non-monetary livelihood benefits. These benefits are very 
significant though highly varied. They include pride and cultural reinforcement and enhanced access to 
infrastructure and information among others. Despite some initiatives still being unable to deliver on the ground, 
there are a few that affect hundreds directly and thousands indirectly (Ashley et Al., 2001). 

The Literature on PPT prescribes a wide variety of strategies requiring implementation through a mix of 
stakeholder input. These strategies are divided into those that generate three different types of local benefits 
including economic benefits, non- financial livelihood benefits and enhanced participation and partnerships. Table 
1: further elaborates Ashley’s typology of PPT strategies. 

Table (1): Ashley’s typology of PPT Strategies 

Increased Economic Benefit Enhanced non-financial Performance Enhance Participation and 
Partnership 

• Boost local employment 
wages 

• Boost local enterprise 
opportunities 

• Create collective income 
sources-fees revenue shares 

• Capacity building training 
• Mitigate environmental impacts 
• Address competing use of natural 

framework resources 
• Improve social, cultural impacts 
• Increase local access to infrastructure and 

services 

• Create more supportive 
policy/planning 

• Increase participation of the poor 
in decision making 

• Build pro-poor partnership with 
private sector 

• Increase flows of information 
communication 

Source: adapted from Ashley, (2002) 

2.2. Strategies focused on enhancing Economic Benefit 

An economic benefit of pro poor tourism is an advantage from pro poor tourism initiatives that can be 
expressed in terms financial amount. This is typically used to evaluate investments and decisions at the level of a 
nation, region or city Countries promoting tourism experience economic growth rates of over 9% per year. The first 
strategy of Pro-Poor Tourism is to increase the financial profits of the poor. PPT promotes the growth of local 
occupational opportunities and the development of local businesses that supply products for the tourist industry. 

These entail businesses that directly sell products to tourist such as crafts, tea shops and guiding. Or they may 
be businesses that vend inputs such as building materials, fuel and food to tourism operations. Support might vary 
from marketing and technical support to shifts in procurement strategy (Ashley, 2002). Business opportunities for 
the underprivileged in the society can be widened by provision of goods and services to the tourism enterprise and 
its guests (Spenceley & Seif, 2003). This is only possible through direct vending of goods and services to visitors 
and it's about the subsistence sector in an economy. The poor could engage in pottering, informal accommodation, 
stalls selling handcrafts and food and some forms of transport (Yunis, 2004). 

Lease fees, revenue shares or donation and equity dividends which are usually established in partnership with 
tourism operators or government ventures lead to development of collective community income (Ashley, 2002). 
Tourism can respond to poverty by imposing a charge or tax on its profits or its income with its return aiding 
poverty alleviation programs. This helps in channeling of resources to those disadvantaged in the society without 
needing their participation either indirectly or directly. This can be done at either local or national level. In order to 
avoid discouraging income flows and investment in the long term, approaches involving levies and taxes should be 
handled with care.  

2.3. Strategies focused on Enhancement of non-financial benefits 

Strategies to enhance other non-monetary livelihood benefits focus on empowerment, capacity building and 
training. Enhanced social and cultural impacts of tourism, improved accessibility to infrastructure and services; 
transport, health care, security, road access and water supplies, reduction of environmental impact of tourism on 
the poor (Ashley,2002). The need for supporting health education, environmental education, access to natural gas 
and academics is very important (Spenceley & Seif, 2003). Investment in infrastructure prompted by tourism can 
significantly benefit the disadvantaged communities. This requires careful planning at an early stage and the local 
community should be involved (Yunis, 2004). Spenceley and Seif, (2003) further suggested for voluntary donations 
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by tourism enterprises and tourists. This may include payments into general charity and programs, such as 
HIV/AIDs programs by tourists and tour operators or more specific support for projects in destinations visited, 
philanthropic donations of cash and materials by all tourism enterprises towards local community projects and 
individuals. 

2.4. Strategies focused on enhancing community participation and partnership 

A pro-poor tourism policy, according to Yin (2006), entails a shift in focus from goals focused on growing total 
tourism numbers and earnings to ones that emphasize forms of tourism that help the poor. These types of tourism 
might be labor-intensive, include assistance for the informal sector's participation in the development of tourism, 
be based on the assets of tourism available to the disadvantaged, and target the development of tourism to the 
poorest communities. This tourism type should further b concerned with making sure that the development of 
tourism does not make worse the issues of the poor by heightening pollution, raising land prices, and limiting access 
to natural and cultural resources.  

According to Ashley (2002), a policy and planning framework that is more supportive will encourage the 
involvement of the poor, increase their participation in decision making i.e. eensuring that local communities are 
consulted and have a say in government and private sector tourism decision-making, pro-poor partnerships with 
the private sector, at the very least: Meetings, feed backs, sharing of novel plans, and increased communication and 
information flow. This is not participation; rather, it establishes a foundation for future discussion. Advocating for 
legislative changes, including poor persons in local planning projects, strengthening their voice through producer 
groups, and building formal and informal ties between the poor and commercial operators might all be part of 
putting these tactics into action. 

3. Methodology 

Descriptive research design was used for this study. Descriptive study is focused on establishing the what, 
where and how of a phenomenon (Kothari, 2004). The choice of this design was based on the fact that the researcher 
was interested on the state of affairs already in existence within the study area and there was no intention of 
manipulating any variable in the course of the study. The study population consisted of all the households in the 
communities around Lake Bunyonyi. The population also consisted of key informants who were mainly employees 
of the tourism establishments in the area. The study used the questionnaires and interview guides for collection of 
primary data. Interviews were conducted on key informants while questionnaires were used to collect data from 
the household heads of the selected homesteads.  The study used both quantitative and qualitative approaches in 
analyzing data. Qualitative data from the interviews and open-ended questions from the questionnaire were 
analyzed thematically while the closed ended questions from the questionnaire were analyzed quantitatively.  

Simple random sampling technique was used to select the households to participate in the study. The list of 
households in Harutindo village was obtained from the local authorities from this sampling frame, 120 households 
were selected randomly to participate in the study. After randomly selecting the households, the household heads 
were purposively selected to participate in the study. The key informants were purposively selected to participate 
in the study because they were believed to be more knowledgeable about the topic under investigation. 

Data collection tools included questionnaires and interviews schedules. Primary data was obtained through 
personal interviews with respondents and by self-administered questionnaires to selected employees of Bunyonyi 
Safaris Resort project and selected members of the local community at Harutindo market community project. 
Secondary data was sourced from a review of related literature from journals, published reports, newspapers, 
textbooks; in house documents for studied research, publications by the Uganda Bureau of Statistics (UBOS) were 
used. Descriptive statistics like frequency counts, percentages and measures of central tendency like the mean and 
standard deviation were computed to document the demographic information of the respondents and to document 
respondent’s opinion on the effectiveness of pro-poor tourism strategies and constraints to community 
participation in tourism activities. 

4. Results  

4.1. Effectiveness of Pro-Poor Tourism Strategies Utilized. 

Strategies to enhance Economic Benefits 
This section presents the respondents opinion on the effectiveness of strategies to increase economic benefits 

to the community. The findings were as displayed in table 2 below. 
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Table (2): Strategies to Increase Economic Benefits 

Statements V.E E U I V.I Mean ± S.D 
F (%) F (%) F (%) F (%) F (%) 

Employing community members 32(26.7) 50(41.7) 5(4.2) 20(16.7) 13(10.8) 2.43±1.333 
Creating opportunities for informal sector and small 
businesses e.g. craft making, lumbering, basket weaving, 
fishing, iron smith, small lodging business etc 

38(31.7) 60(50) 6(5) 5(4.2) 11(9.2) 2.09±1.167 

Boosting household income e.g.  home projects such as 
poultry rearing, bee keeping, 

42(35) 62(51.7) 2(1.7) 5(4.2) 9(7.5) 1.98±1.104 

Increasing access to market opportunities indirectly to 
tourism enterprises e.g. campsites, lodges, resorts in the 
area 

19(15.8) 10(8.3) 5(4.2) 15(12.5) 71(59.2) 3.91±1.550 

Increasing access to investment funds, loans and micro 
credit schemes 

13(10.8) 20(16.7) 15(12.5) 45(37.5) 27(22.5) 3.44±1.302 

Increasing access to land use 0(0) 0(0) 0(0) 84(70) 36(30) 4.30±0.460 
Strategies   to   share   revenue/funds   from   the   tourist 
enterprises with the community 

6(5) 0(0) 0(0) 66(55) 48(40) 4.25±0.891 

Composite mean      3.20 

According to the findings in Table 2, 68.4% of the respondents noted that the strategy of employing local 
community members was effective compared to 27.5% who thought otherwise. The results indicate that the 
strategy of employing local community members is effective. This implies that the lives of community members at 
Lake Bunyonyi are likely to improve as a result of employment opportunities that are offered by the tourism 
businesses in the area. The employment opportunities are likely to improve people’s incomes and help them get out 
of the poverty trap. 

A big proportion (81.7%) of the respondents reported that the strategy of creating opportunities for informal 
sector and small businesses e.g. craft making, lumbering, basket weaving, fishing, iron smith and small lodging 
business was effective compared to only 13.4% who thought otherwise. This indicates that tourism at Lake 
Bunyonyi has created opportunities for the local community to engage in income generating activities. Such 
activities lift the poor from the trap of poverty by providing them with incomes that enable them get necessities in 
life, save, and invest. 

The results indicate that majority (86.7%) of the respondents reported that strategies aimed at boosting 
household income through home projects such as poultry rearing, bee keeping and fish farming among others were 
effective compared to only 11.7% who noted otherwise. This indicates that the strategies employed to boost 
household income are effective in improving the economic livelihoods of the poor in the communities around Lake 
Bunyonyi. 

A big proportion (71.7%) of the respondents noted that strategies aimed at increasing access to market 
opportunities for example campsites, lodges, resorts in the area were not effective compared to only 24.1% who 
indicated otherwise. This indicates that the local community has not had access to market opportunities as a result 
of tourist activities at Lake Bunyonyi. This is a pointer towards ineffectiveness of these strategies. Since the 
community engages in income generating activities, lack of markets hampers the success of these business ventures. 

A large proportion (60%) of the respondents indicated that strategies aimed at increasing access to investment 
funds, loans and micro credit schemes were ineffective compared to only 27.5% who felt otherwise. This indicates 
that the community has not benefitted from loans and micro credit services and facilities. This is likely to hamper 
establishment, development, and growth of small-scale businesses in the area and may result into increased poverty 
among the community members. 

All respondent noted that strategies aimed at increasing access to land use were ineffective. This is because 
most of the land around the lake has been bought off by investors who have established tourist enterprises like 
restaurants, lodges and camping sites among others. This has denied the community access to use the land for 
agriculture which is the main economic activity.  

A vast majority (95%) of the respondents reported that the strategies to share revenue/funds from the tourist 
enterprises with the community were ineffective compared to only 5% who thought otherwise. This is an indicator 
that the tourist enterprises at Lake Bunyonyi do not share revenue with the community. This implies that all the 
resources are siphoned by the proprietors of the tourist establishment without paying any loyalties to the 
community. 

Based on the strategies to increase economic benefits presented on table 2 above, the study further sought to 
establish their ranks starting from the most effective to the least effective using their mean score, whereby the one 
with the least mean was regarded to be the most effective amongst them all. The most effective strategy was 
boosting household income as it had the lowest mean. The rest of the strategies in order of their ranks based on 
their effectiveness included Creating opportunities for informal sector and small businesses; Employing community 
members; Increasing access to investment funds, loans, and micro credit schemes; Increasing access to market 
opportunities indirectly to tourism enterprises; Strategies to share revenue/funds from the tourist enterprises with 
the community and Increasing access to land use. 
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The study further used the composite mean to rate the general effectiveness of the strategies applied to 
enhance economic benefits to the community members around lake Bunyonyi. The rating scale adopted was as 
follows (1-1.4: very effective, 1.5-2.4: effective: 2.5-3.4: moderately effective, 3.5-4.4: ineffective, 4.5: very 
ineffective).  From the findings in Table 2, a composite means of 3.20 implied that the effectiveness of the strategies 
to enhance economic benefits were moderately effective.  

Strategies to Enhance Non-Financial Livelihood Benefits 
This section presents the respondents opinion on the effectiveness of strategies to enhance non-financial 

livelihood benefits to the community. The findings were as displayed in table 3 below. 

Table (3): Strategies to Enhance Non-Financial Livelihood Benefits 

Statements V.E E U I V.I Mean ± S.D 

F (%) F (%) F (%) F (%) F (%) 

Increasing access to health care, health care education 
e.g. reproductive, HIV prevention, malaria prevention 

13(10.8) 20(16.7) 23(19.2) 48(40.0) 16(13.3) 3.28±1.210 

Increasing local access to infrastructure and services e.g. 
roads, running water, internet, telephones 

0(0) 9(7.5) 5(4.2) 58(48.3) 48(40.0) 4.21±0.839 

Environmental support, tree planting, swamp and water 
bodies e.g. lake Bunyonyi, protection from silting and 
pollution 

12(10) 15(12.5) 3(2.5) 56(46.7) 34(28.3) 3.71±1.279 

Supporting local culture activities e.g.  local  Bakiga music 
(Ebitagururo) or Batwa activities 

41(34.2) 52(43.3) 3(2.5) 18(15.0) 6(5.0) 2.13±1.188 

Composite mean      3.33 

According to the results in Table 3, more than half (53.3%) of the respondents indicated that the strategies to 
increasing access to health care, health care education for example. Reproductive health, HIV and malaria 
prevention among others were not effective. This is because despite the existence of such strategies, the community 
at Lake Bunyonyi is still afflicted by diseases like malaria, tuberculosis and HIV/AIDS among others. This therefore 
suggests that strategies to improve health care and health care education are not effective. 

When asked to rate the effectiveness of strategies for increasing local access to infrastructure and services for 
example roads, running water, internet, telephones, most (88.3%) of the respondents the noted that the strategies 
were ineffective, compared to only 7.5% who noted otherwise. This is because most of the community members 
around Lake Bunyonyi do not have access to running water, internet services and electricity. This suggests that the 
strategy has not improved the lives of the poor in the communities around the lake. 

A large proportion (75%) of the respondents noted that strategies aimed at improving environmental support 
like; tree planting, protection of swamps and water bodies from silting and pollution were not effective compared 
to 22.5% who noted otherwise. This is because no initiative has been undertaken by the stakeholders in the tourism 
industry to protect the environment in terms of planting trees and protecting swamps. This is an indicator that the 
businesses put less emphasis on conserving the environment. 

Most (77.5%) of the respondents noted that strategies aimed at supporting local culture activities like local 
Bakiga music (Ebitagururo) and Batwa activities were effective. This is because the BSR Foundation has made 
efforts to promote the Bakiga culture through music, dance, drama and art. This is a pointer towards deliberate 
efforts by the stakeholders around the lake to promote cultural development. 

Based on the strategies to enhance non-financial livelihood presented on table 3 above, the study further 
sought to establish their ranks starting from the most effective to the least effective. The most effective strategy was 
supporting local culture activities. The rest of the strategies in order of their ranks based on their effectiveness 
included Increasing access to health care, health care education; Environmental support, tree planting, swamp and 
water bodies and increasing local access to infrastructure and services. However, it is important to note that, 
supporting local culture activities strategy was the only non-financial livelihood enhancement strategy that was 
effective amongst the four, the rest were generally ineffective. 

The study further used the composite mean to rate the general effectiveness of the strategies applied to 
enhance economic benefits to the community members around lake Bunyonyi. The rating scale adopted was as 
follows (1-1.4: very effective, 1.5-2.4: effective: 2.5-3.4: moderately effective, 3.5-4.4: ineffective, 4.5: very 
ineffective).  From the findings in Table 3, a composite means of 3.33 implied that the effectiveness of the strategies 
to enhance non-financial benefits were moderately effective.  

Strategies to Enhance Community Participation and Partnerships 
This section presents the respondents opinion on the effectiveness of strategies to enhance community 

participation and partnerships in the Lake Bunyonyi Community. The findings were as displayed in table 4 below. 
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Table (4): Strategies to Enhance Community Participation and Partnerships 

Statements V.E E U I V.I Mean ± S.D 

F (%) F (%) F (%) F (%) F (%) 

Increasing access to education 48(40) 66(55) 0(0) 6(5) 0(0) 1.70±0.717 
Increasing access to information e.g. 
newspapers, radio news, television etc 

0(0) 75(62.5) 39(32.5) 0(0) 6(5) 2.48±0.744 

Increasing participation of the poor in decision 
making 

0(0) 24(20) 15(12.5) 54(45) 27(22.5) 3.70±1.034 

Building pro-poor partnerships with private 
sector 

10(8.3) 12(10) 3(2.5) 68(56.7) 27(22.5) 3.75±1.161 

Community organization, cohesion, pride, 
women empowerment 

0(0) 6(5) 16(13.3) 98(81.7) 0(0) 3.77±0.530 

Composite mean      3.08 

According to Table 4, a vast majority (95.5%) of the respondents noted that increasing access to education was 
an efficient strategy for attaining pro-poor tourism in the communities around Lake Bunyonyi. The strategy is 
perceived to be successful because through the BSR Foundation Lake Bunyonyi Christian Community Vocational 
Secondary School (BCVS), imparts vocational training skills to the community. This has enabled the poor who did 
not have access to tertiary institution to gain practical skills which have enabled them start income generating 
activities or get jobs in the tourist establishments. The finding suggests that the strategy to increase access to 
education among the community is an effective pro-poor tourism strategy at Lake Bunyonyi. 

A big proportion (62.5%) of the respondents noted that increasing access to information for example, 
newspapers, radio news and television was an efficient strategy for attaining pro-poor tourism in the communities 
around Lake Bunyonyi. This is because community access to information through newspapers, radio and television 
has increased. The different tourist establishments have at least a television set that is accessible to the community. 
Newspapers and radio are also available in most of these establishments. This suggests that the strategy to increase 
access to information among the community is an effective pro - poor tourism strategy at Lake Bunyonyi. 

More than half (67.5%) of the respondents reported that strategies for increasing participation of the poor in 
decision making were ineffective compared to only 20% who reported otherwise. This is because community 
participation in decision making in the tourism sector is low. The key informants revealed that the community was 
not involved in making key decisions in the tourism business in the area. This portrays that tourism at Lake 
Bunyonyi is not pro-poor as such; it can be argued that the strategy for ensuring community participation is not 
effective. 

A vast majority (79.2%) of the respondents indicated that strategies for building pro-poor partnerships with 
private sector were not effective. This is because no serious partnerships have been built between the community 
and private sector. Even where such partnerships are built, the communities do not benefit as much as possible. To 
this effect, one of the key informants reported: 

“The tourist enterprises in the area have not made any serious efforts to build 
serious partnerships with the community. When there is any partnership between 

the two, the latter benefit more than the community. For example, when they 
collaborate to make hand crafts and sell them to tourists, the businesses here work 

as middlemen. They buy cheaply from the community and sell expensively to the 
tourists”. 

The findings indicate that there is no meaningful community-private sector partnership at Bunyonyi and as 
result of the exploitative tendencies, the community may not benefit from such partnerships. 

On the effectiveness of strategies to enhance community organization, cohesion, pride and women 
empowerment, a large proportion (81.7%) of the respondents reported that the strategy was not effective, while 
only 5% answered in the affirmative. This is because there have been no deliberate efforts undertaken to mobilize 
the community to attain cohesion, pride and women empowerment. Lack of community mobilization for social 
action is a pointer towards ineffectiveness of these strategies. 

Based on the strategies to enhance community participation and partnerships presented on table 4 above, the 
study further sought to establish their ranks starting from the most effective to the least effective. The most effective 
strategy was increasing access to education. The rest of the strategies in order of their ranks based on their 
effectiveness included; Increasing access to information; Increasing participation of the poor in decision making; 
Building pro-poor partnerships with private sector and Community organization, cohesion, pride, women 
empowerment. However, it is important to note that, increasing access to education and increasing access to 
information strategy were the only community participation and partnerships enhancement strategies that were 
effective amongst the five listed, the rest were generally ineffective. 

The study further used the composite mean to rate the general effectiveness of the strategies applied to 
enhance community participation and partnership among community members around lake Bunyonyi. The rating 
scale adopted was as follows (1-1.4: very effective, 1.5-2.4: effective: 2.5-3.4: moderately effective, 3.5-4.4: 
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ineffective, 4.5: very ineffective).  From the findings in Table 4, a composite mean of 3.08 implied that the 
effectiveness of the strategies to enhance community participation and partnership were moderately effective.  

5. Conclusion 

The findings of this study seem to indicate that pro-poor tourism strategies that are aimed enhancing economic 
benefits to the poor are somewhat effective.  This is because the tourism enterprises have employed locals within 
their ranks, created opportunities for the informal sector and small businesses, boosted household income through 
home projects such as poultry rearing, bee keeping and fish farming. However, this has been undermined by failure 
by the enterprises to increased access to market opportunities indirectly to tourism enterprises and to increase 
community access to investment funds, loans and micro credit schemes. 

The strategies have also not succeeded in enhancing other non-economic livelihood benefits like, increasing 
access to health care, health care education for example reproductive health, HIV and malaria prevention, increasing 
local access to infrastructure and services for example roads, running water, internet, and telephones, improving 
environmental support. The strategies have also failed to fully enhance the participation and involvement of the 
poor in tourist activities. This is because the current strategies have not enhanced community organization, 
cohesion and women empowerment and have failed to build pro-poor partnerships with private sector. In order for 
the strategies to fully benefit the poor, there is need for the stakeholders in the tourism enterprises to adopt a 
holistic approach to addressing the problems of the poor while putting into consideration the economic, social and 
environmental needs of the poor. Otherwise, the economic gains made by the strategies are likely to be undermined 
since development goes beyond addressing the economic needs to addressing the social, cultural and environmental 
issues that affect the poor. 
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1. Introduction 

All classes of society in different countries in the world are increasingly aware of the need to protect our 
natural resources to achieve sustainability and environmental protection practices for future generations (Honey, 
2008). Tourism is undoubtedly the most important source of income and employment in many countries. Tourism 
depends on natural resources like beaches, forests, a warm climate, clean air, etc. Moreover, poorly managed 
tourism has a huge impact on the environment around the world, and while many businesses are ignoring these 
impacts, it will sooner or later be. The American Marketing Association attempts to manage the environmental 
impact of these unsustainable activities through green marketing that assumes that all products are considered to 
be environmentally safe, developing and marketing products designed to reduce the negative impact on the 
environment, and the production, promotion, packaging for the products must be sensitive or responsive to 
environmental attention (Kinoti, 2011) 

Despite the hotel industry as one of the most important sectors in the tourism industry, it destroys the 
environment due to its high power, water, and non-durable product consumption (Noor et al., 2014, and Kasim, 
2009). Nowadays, sustainability and environmentally friendly practices are becoming very important with a 
growing awareness of the need to protect our natural resources for future generations (Honey, 2008). Sloan et al. 
(2009) mentioned that investors, workers, and clients have higher expectations of the tourism industry toward 
responsible behavior focused on economic, social, and environmental factors. There are plenty of opportunities to 
improve pollution-free and sustainable business strategies, particularly in the tourism and hospitality sectors. 
However, many hotels are already adapting sustainable operating plans. 
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Abstract: Many factors are currently pushing the hospitality sector to be more environmentally friendly. 
Moreover, hotel management is increasingly aware of its environmental impact, and it is gradually taking 
positive steps and green initiatives such as conserving water, energy-saving and solid waste reduction." 
Many hotels have already applied for some green plans. Besides, customers began to prefer green rather 
than regular hotels during their stay. This research aims to determine what influences the intention of hotel 
guests to participate in green activities. 

Results have also shown that green hotel policies and practices are well accepted by tourists, such as energy-
saving light bulbs in guest rooms, recycling bins in rooms and lobbies, as well as green certifications. Many 
guests agreed to the green initiatives proposed in the study. They preferred to stay and participate in green-
based practices and programs in hotels unless this could increase accommodation costs. The result also 
provides hoteliers with how these attributes can attract holidaymakers who care about the environment. 
These programs require to be monitored continuously with the growth in the greening of hotels. Finally, 
hotel establishments must pay attention and start implementing some of these green initiatives because they 
are inexpensive and help protect our environment. 

Keywords: Intentions; Guest; Hotel; Green programs; Egypt. 
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1.1.  Green Hotel 

The hotel industry may not be the most polluting or resource-intensive industry on the planet. On the other 
hand, hotels consume large amounts of natural resources to provide convenient services/supplies (water, food, 
beverages, linens, lighting, air-conditioning, limousines, pools, and so on), causing direct or indirect ecological 
damage (Han et al., 2011). Through the concept of green hotels, the hotel industry is starting to reduce its impact 
on the environment. Green hotels refer to hotels that adopt environmentally friendly practices, such as saving 
water and energy, adopting eco-friendly purchasing policies, reducing emissions and waste disposal to protect the 
environment, and reducing operating costs (Green Hotel Association, 2008). 

Nowadays, hotel guests are focusing more on environmentally friendly products, as well the hotel industry is 
becoming more aware of green hotel activities than before.  Many green initiatives in sustainable development are 
being taken by hotel companies. Perhaps the most vital point for hotels is to understand customers' perceptions of 
these green practices. Hotels companies must determine whether customers will choose their hotels based on 
their green practices or whether management intends to implement green hotel programs. The hotel management 
should determine the tasks they will take in conserving the environment. Hotels can use this new trend to 
promote more environmentally friendly practices by surveying customers about their environmental concerns 
and identifying what influences their intentions to stay at green hotels or participate in their green programs. 

1.2. Green Hotel Practices  

For more sustainable development, the hotel industry has developed plans to reduce the negative impact on 
the environment such as waste and water recycling, towel reuse plans, linen control programs, eco-friendly 
restroom amenities, energy-saving lamps, and green certificates or certifications (Lee and Heo, 2009). Before 
making hotel purchases, travelers look for online hotel review sites (Kim et al., 2011). The negative impacts of 
hotels on the environment may influence some customers' choice of hotel or make it difficult to identify it as an 
environmentally friendly hotel. A green hotel can be described as a hotel that acts responsibly towards the 
community, society, local culture, and the whole surrounding environment (Jackson, 2010). Therefore, one hotel 
has policies for linen reuse and waste management, while another hotel may use series of steps to reduce energy 
consumption by using energy-saving devices in the lobby and guest rooms. 

Despite these common environmental practices used in hotels, it is not easy for anyone to compare eco-
friendly hotels. Green measures have been adopted through different certification measures to prevent confusion 
(e.g., Green Globe and Ecotel. A hotel that only engages in waste management activities is considered at the most 
basic level, while a hotel that applies more green practices is at the top level. There are many practices that hotels 
adopt to reduce environmental impact, hence it is essential to know which activities or features that consumer 
prefer during their stay in green hotels. 

2. Material and Methods 

2.1.  Data Collection  

To achieve the objectives of the study, a research model was developed to be more convenient and accurate 
for data analysis. Based on Verma and Chandra's (2016) and Deraman et al.’s (2015) studies, 15 items were 
selected to identify the main attributes influencing hotel guests’ intentions to participate in their green programs. 
A series of amendments were made to the research, and the number of questions was reduced to obtain clear 
answers.  The survey form consists of two parts. The first part is about determining how guests intended to 
engage in green activities in the hotel. The second part is related to green hotel programs and activities.  

2.2. Data Analysis  

Three major touristic areas with the fastest growing hotel accommodation in the Arab Republic of Egypt 
were selected for this study. Data were collected from 200 hotel guests from 4-star and 5-star hotels located in 
Cairo, Sharm El Sheik, and Hurghada. All quantitative data analysis was performed using a Statistical Package for 
the Social Sciences (SPSS, Version 23.0). Furthermore, means and frequencies for the selected hotel attributes 
were compared with demographic data. Variations in preferences were investigated based on age, gender, and 
educational levels. Pearson correlation analysis was used as it is a method for examining variations between 
group means. 

2.3. Results  

A total of 200 complete surveys were collected from the participants. Many respondents were men (66%), 
and many of the participants were between the ages of 25–44 years old (35%), while others were 15-24 (22%), 
45-64 (25%), and (18%) were over 60 years old. Most of them have education, as 39 % stated they have a 
graduation degree, 20 % have a master’s degree, while 29.2% have a professional degree, and only 11.8% have a 
doctorate, as shown in Table 1. 
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Table (1): Respondents Demographic Data 

 n Percent 

Gender   

           Female 88 44 

           Male 132 66 

Total 200 100 

Age    

          15 to 25 years 44 22 

          26 to 45 years 70 35 

          46 to 60 years 50 25 

          over 60 36 18 

Total 200 100 

Educational Level   

          Professional degree  20 

          Graduation degree 85 39 

           Master  27 29.2 

          Doctorate   11.8 

Total 200 100 

2.3.1. Intention to Engage in Green Activities  

As mentioned before, the main questionnaire form for the study is divided into two parts, and Table 2 shows 
the analysis of the 1st part, which concerns the intention of hotel guests to engage in green activities.  Only Three 
items were selected and modified from the previous research. The Likert 5-point scale ranges from 1 = Strongly 
Disagree to 5 = Strongly Agree used to predict guests' intention to participate in green activities.  Table 2. displays 
the descriptive analysis of the study includes the mean score and standard deviation of the 1st part attributes. 

Table (2): Intention to Engage in Green Activities. 

Item N Mean Std. Deviation 

I am willing to stay at a hotel that engages in green practices 200 4 1.22 

I am willing to participate in the hotel’s green activities. 200 3.7 1.01 

I am willing to pay more to stay at a green hotel. 200 2.4 1.12 

Valid N 200   

The mean scores for this section ranged from 4 to 2.4. Table 2 shows that “I am willing to stay at a hotel that 
engages in green practices” is the highest mean score (M=4, SD=1,22). Also, most of the participants had a 
positive intention to participate in green activities in hotels (M=3.7, SD=1,01). Moreover, the result determines 
that most respondents were unlikely to pay extra for their stay at the green hotels (M=2.4, SD=1,12). In general, 
the participants did not intend to pay more to stay in green hotels, and this may be if there were other options 
more suitable for them. 

2.3.2. Green Programs & Activities 

Table 3 illustrates nine significant points selected from the previous studies regarding green hotel programs 
& activities. The Likert 5-point scale ranges from 1 = Strongly Disagree to 5 = Strongly Agree used to explain the 
participants' answers about some of the green activities and practices adopted by eco-friendly hotels. 

Table (3): Green Programs & Activities 
Item N Mean Std. 

Deviation 
Energy Efficient Light Bulbs in Guest 
Rooms 

200 4.1 1.21 

Green Certifications 200 3.2 1.24 

Recycle Bins in the Guest Rooms 200 4.8 1.01 

Recycle Bins in Hotel Lobby 200 4.5 1.02 

Waste recycling policy 200 3.8 1.22 

Sheet Changed Upon Request 200 3.5 1.34 

Organic Food on the Menu 200 3.3 1.45 

Towel Reuse Program 200 3.4 1.40 

Refillable Shampoo Dispensers 200 3.1 1.44 

Valid N 200   



Studying the intentions of hotel guests to engage in green programs in Egyptian hotels                 Mohammed Sayed 

International Journal of Hospitality and Tourism Studies, 2(1) (2021), 61-65 
 64 

 

Amongst the programs and activities chosen, "Recycle Bins in the Guest Rooms" received the highest mean 
(M= 4.8). This item was closely followed by "Recycle Bins in Hotel Lobby" (4.5) and "Energy Efficient Light Bulbs 
in Guest Rooms" (M= 4.1). While "Refillable Shampoo Dispensers " received the lowest mean score (M=3.1). 
Generally, it is clear to us that all participants agree with the programs and activities used in green hotels, but in 
some way. Table 2 displays the descriptive analysis of the study includes the mean score and standard deviation of 
the 2nd part attributes. 

2.3.3. Pearson Correlation Analysis 

The correlation should be greater than 0.3 to ensure that the independent variable has at least some 
relationship with the dependent variable. The correlation between the independent variable and the dependent 
variable, where the value was higher than 0.3, is shown in Table 4. Consequently, this issue proves that there is a 
positive correlation between green programs and activities that correlate with the guest’s intention to participate. 
Indeed, these results agree with Deraman et al.'s (2015) study. 

Table (4): Pearson correlation 
 Intention to Engage Green programs & activities 

Intention to Engage 1 0.63* 

Green programs & activities 0.63* 1 

3. Conclusions and Recommendations 

The main purpose of this study is to assess what influences hotel guests' intentions to participate in green 
programs while staying in the hotel (for example, towels reuse programs and using recycle bins in the guest 
rooms). This is not surprising given that previous research utilizing a similar measurement model observed that 
environmental concern was a notable predictor of intention to engage in green activities and even actual green 
behavior. Previous studies have shown that although the demand for green hotels has decreased, green is still a 
good advantage for hotels. Consequently, even if the traveler does not choose a property based upon the 
environmental performance, the guest will engage in the hotel's green initiatives. Consideration must be given to 
demand, competitors, and cost when pricing services in the hotel business. Before the hotel turns green and 
adjusts its room pricing strategy, it should also consider the potential benefits and costs. In addition, if hotel 
guests care about the environment, their willingness to participate in green practices will increase. Also, the study 
results may help hotels to shift and start using some green programs as a marketing tool and to preserve the 
environment.  

Another key finding of this research is that green hotel activities are positively correlated with guests' 
willingness to participate. The results show that green hotel operators need to generate positive customer reviews 
and promote positive attitudes towards the green hotel to find good green facilities and services. It also suggested 
that hotel owners should expand their strategy to enhance their image by encouraging eco-friendly companies. 
These initiatives would be beneficial in increasing customers' strong desire to stay in a green hotel. As well as 
green hotel certification is a great tool that help to increase customer confidence in ecological products and 
services. Hotel companies should advertise their recognized eco-awards (such as ISO 14001) and keep their 
stakeholders updated on environmental results over time. Finally, the results of this research have listed some 
green activities that allow hotel promoters and developers to develop unique marketing strategies for attracting 
environmentally friendly customers. Besides, hotel marketers and planners with these new and unique 
descriptions will be able to gain the advantage of a new green hotel image. 
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1. Introduction  

Without a doubt the educational system, the economy, and the country's productivity share a direct 
correlation. (Becker, 1974: 15-14; Mincer, 1975: 72-73; OECD, 2004: 6). The interdependence of the educational 
system and the economy is clearly determined by the current social reality, as each worker needs to acquire special 
qualifications that can only be adopted through some level of education or training. Employers look forward to 
finding trained and experienced employees, to raise productivity and improve the quality of the business’s services 
- increasing in that way their profits. The country pursues this interdependence to achieve gradual development 
and strengthen the competiveness. Employees try to improve their skills, because the improvement of their 
performance, theoretically, leads to a better job status while affecting the boost of their income. (Dessler, 2013; 
Wilkinson, Redman & Dundon, 2017). 

As an economic activity, tourism affects many aspects of the economy, such as transportation, accommodation, 
the food industry, and the amusement and entertainment activities. Known as complicated "industry" that has an 
influence on a wide range of other economic activities, tourism requires a substantial investment in human 
resources. In fact, as a labor-intensive industry, it is essential to attract highly skilled employees (Wang, Ayres & 
Huyton, 2010) with the appropriate knowledge and qualifications, to meet the requirements of employers and 
clients. 

The industry of tourism in Greece recorded significant growth, at least until the outbreak of the Coronavirus 
pandemic. According to the Greek Tourism Confederation1 (ΣETE), the total contribution of tourism to the GDP 
amounted to 20.89% and its contribution to employment to 21.7%, which concludes to 946.200 job positions. 
According to the available data, tourism is the most valuable source of income in Greece. In 2019, 31.3 million tourist 
arrivals and a revenue of 17.7 billion euros, were recorded (cruise revenues not included). The hotel infrastructure 
in the country amounts to 10.121 hotels with 798.650 beds (ΣETE, 2019). 

The Greek Tourism Confederation (ΣETE, 2005: 56) has emphasized that Greece cannot be differentiated from 
the competing countries regarding the level of cost, but it can be discriminated from them regarding the offered 
products and the variety of amazing experiences that the tourists can embark on. If only there is a qualified and 

 
1 The Greek Tourism Confederation (ΣETE) was established in 1991. Its primary goal is to bring together tourism enterprises that provide high-
quality services. 

 

 

 
www.refaad.com 

International Journal of Hospitality and Tourism Studies 
(IJHTS) 

Journal Homepage: https://www.refaad.com/views/IJHTS/home.aspx 

ISSN 2709-0892 (Online) ISSN 2709-0884 (Print) 

 

 

 

 

 

Received: 5/6/2021    Revised: 20/6/2021    Accepted: 6/7/2021    DOI: https://doi.org/10.31559/IJHTS2020.2.1.7 
 

 

 

 

Abstract: Tourism represents one of the most prosperous sources of income in Greece and its contribution to 
the country’s GDP is acknowledged by all economic factors. To this day, however, a stable and reliable 
educational-vocational system in the field of tourism has yet to be developed. Τhe country makes constant 
efforts to improve the education provided in this department, without having a clear orientation.  
The present study aims to analyze the course of the public education of tourism over time, whilst indicating the 
weaknesses of the corresponding policy and providing relevant suggestions to the topic. 

Keywords: Tourism education; tourism training; Technological Education; Universities; Greece. 

 

 

 

 

http://www.refaad.com/
https://www.refaad.com/views/IJHTS/home.aspx


Tourism education and training system in Greece….                                                                                                  Moira et al. 

International Journal of Hospitality and Tourism Studies, 2(1) (2021), 66-77 
 67 

 

trained workforce, the above statements will be accomplished. (Moscardo and Benckendorff, 2015; Farber-Canziani 
et al., 2012). 

The educational and vocational training of the suitable workforce, which is crucial for a developed or on-the-
making tourism industry, requires a carefully designed and well-organized tourism educational and training 
system. Acquiring and developing skills is of vital importance to the labor market performance and modernization, 
to provide new forms of flexibility and security for job seekers, employees and employers (COM (2016) 381 final: 
COM (2020) 274 final). 

On a European level, with the increasing interest in tourism, state institutions gradually began to participate 
in the provision of tourism education to meet the needs of tourists as well as to fulfill the requirements of the 
employers (Airey & Tribe, 2005). What’s more, the flourishing occupation of the provided tourism services has 
highlighted the need to offer tourism education beyond the level of training and the technical aspect that dominated 
in the past. 

In Greece, the need to provide tourism education as a distinct field of study (Fidgeon, 2010) was perceived in 
the 1960s due to the impact of a series of social, political, and economic changes which referred to the form and 
nature of the tourism activity. The realization that tourism employees are directly involved in the tourism product 
design and affect its quality, led to recognizing the need for a trained and qualified workforce to staff tourism 
businesses. Gradually, in Greece, the teaching of tourism initially appeared in individual courses in educational 
institutions. Later, it was categorized as a specialization in Business Management studies (Λογοθέτης, 2001). The 
complex and imaginative side of the tourism activity that led and continues to lead (Μοίρα & Μυλωνόπουλος, 2014: 
321-328) the development of new forms of tourism and the provision of specialized services later highlighted the 
need to create and offer specialized curricula in the higher level of education and to enrich the existing curricula, 
moving from hotel education and training to other more specialized fields of tourism education. At the same time, 
tourism, as a rapidly growing field concerning the country’s economic activity, is recognized by students as a 
prosperous career field. This recognition leads to greater acceptance of tourism as a way of rapid employment and 
professional growth. As a result, tourism is gradually being established in the educational system at all levels. 

To make matters worse, the recent crisis in the health system that was caused by the Covid-19 pandemic, 
reduced the tourism activity by 80% and endangered approximately 7 million work positions in the European 
Union. The European Commission pinpoints the need for employees that are experienced in online marketing, 
whilst also in recycling and managing waste pollution, and water and energy resources, in order to advance leisure 
travel and work towards sustainability in the tourism field. Further, it is important that employees acquire such 
strong communicative skills, that they are experienced in intercultural communication. (European Committee, 
2020). 

2. The Research 

During the last twenty years, significant developments have been recorded in the field of tourism educational 
and vocational system, in Greece. Especially the merging of the Technological Educational Institutions (TEI) and the 
University Educational Institutions (AEI) that was implemented by law in 2018, significantly affects the tourism 
industry, because the detailed and more specific knowledge and experience that the technological education offered 
was completely abolished (European Commission, 2021). The present study demonstrates that tertiary tourism 
education in Greece makes clear efforts to adapt to the newly emerging needs that have resulted from the economic 
crisis. At the same time, however, it aims to satisfy the general demand to upgrade tourism studies and consequently 
elevate the social profile of graduates, thus it is not a product of a systematic study on the labor market needs.  

To monitor the changes and evaluate such an educational reform that takes place in the tourism education of 
Greece, recording and mapping the available curricula, as well as, evaluating the adjustments made in the curricula 
and at the study levels, is attempted, as an effort to collect and present data in a more unified and integrated way. 

This research was carried out from September 2018 until January 2021. The purpose of it was to record and 
evaluate the significant changes in the education of tourism in Greece, with reference to post-secondary/tertiary 
(higher) education and it is a continuation of previous research conducted on the specific topic (Moira, 
Mylonopoulos & Kefala, 2019). The current study was conducted with thorough research, and with recording and 
processing data from all educational and vocational state institutions. In addition, the institutional framework, the 
reformation decisions, and the number of students admitted to higher education per institution from 1998 to 2021 
were researched, examines, and associated with the collected information. The data will be presented in analytical 
charts, to illustrate the evolution of tourism study programs at high, upper band/ under-graduate, and postgraduate 
level of education. 

3. The Development of Tourism Education and Training in Greece 

Tourism education was only offered in high school during the early stages of tourism’s development in Greece. 
Particularly, it was provided by state Technical Vocational Schools of Tourism Professions (TESTE), by Technical 
Vocational Schools and Vocational Training Departments of the Greek Manpower Employment Organization 
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(OAED). The courses were mainly based on hospitality and restaurant knowledge, as the field of tourism was related 
to hotel and food service, and more specifically to cooking and serving. Progressively, the flourish of tourism as the 
dominant economic activity of the country led to the establishment of new training and educational specializations, 
hence Guide schools (Law 710/1977), whilst there was an evolution in Higher Technical and Vocational Training 
Centers into Higher Technological Education Departments, with emphasis on the Tourism Business Administration 
ones (Λογοθέτης, 2001). 

The establishment of tourism studies at the highest level of education, although proposed in the mid-1960s by 
corresponding institutions and representatives of local communities of tourist destinations, aiming to staff the 
country's hotel businesses, found no response until much later. Only later, in 2001, the technological education was 
lawfully upgraded (to level 6 of studies). Moreover In 2018, the technological education was effectively abolished 
because the Technological Education Institutes (TEI) were upgraded to University level. To this day, the system of 
tourism education is at constant risk due to the continuing instability, and it faces perpetual changes that are in 
dispute.  

Generally, tourism education and training is described as complicated and multidimensional. Such education 
is provided by various institutions either public, or private ones (Moira, Mylonopoulos & Anastasiou, 2004: 59). The 
primary institution is the Greek government, through the Ministry of Education and Religion – a common similarity 
with other European countries. The Greek education system is mainly focused on and controlled by the Ministry of 
Education and Religion. As a result, the room for flexibility regarding the regulated institutions in tourism education 
and training is truly little. Meanwhile several operating private institutions of tourism education, adapt programs 
that are approved by the Ministry of Education. According to a study, there are 39 private institutions that offer 
tourism training and 25 colleges, running independently or in collaboration with foreign universities (Thelen, Zouni 
& Papatheodorou, 2017). 

As a result, regarding the tourism education, vocational education and training in the public field of study, it is 
observed that the crucial and dominating role belongs to the Ministry of Education and Religion, whereas the 
Ministry of Tourism holds a more secondary role (N. 3270/2004). 

Following the changes that were lawfully established with the law 4763/2020 (GG A'254), tourism education 
and professional training are composed by three levels: 3, 4 and 5. They are provided by Vocational Training Schools 
(EΣK) and Apprenticeship Vocational Schools (EΠAΣ) which are run by ΟΑΕΔ (Greek Manpower Employment 
Organization/Ministry of Labor and Social Affairs) for professions of the tourism and hospitality businesses (level 
3). They are also offered by Vocational Upper Secondary Schools (EΠΑΛ) specializing in tourism businesses (level 
4) and Institutes of Vocational Training (IEK) and Vocational Upper Secondary Schools (EΠΑΛ) (level 5). The IEK 
are both public and private. The public IEKs are under the supervision of the Ministry of Education and Religion and 
the Ministry of Tourism (and sometimes-in specific situations- under the supervision of other Ministries). All 
graduates are certified by joint examinations conducted by the Ministry of Education. 

3.1. The School of Tour Guides 

The Ministry of Tourism supervises the operation of the School for Tour Guides (Xenagoi). The Tour Guides 
school is considered a post-secondary vocational school. Up until 2011, for one to be able to work as a tour guide, it 
was necessary to enroll in the school of tour guides, which then belonged to the Organization of Tourism Education 
and Training (OTEK), which was run under the supervision of the Ministry of Tourism. The institutions in Athens 
and in Thessaloniki operated regularly. The other schools of Rhodes, Corfu, Lesbos, Rethymno and Irakleio, Crete 
functioned depending on the urgencies/needs/demands. So that the candidate would be admitted to the school, 
he/she had to be examined in various subjects, such as composition, geography, and history of Greece. The 
attendance to such school was free and lasted for five academic semesters with a curricular that consisted of 
courses, visits to museums and archeological sites, internships, educational excursions and tours, attendance to 
professional tour guides and lectures. The courses were mainly focused on the Greek history (Ancient, Byzantine, 
Modern), the History of Art, the Greek Mythology, the History of Greek Literature, the History of Greek Music and 
Dance, the Geography of Greece, the Greek Archaeology and Tourism Legislation, etc. (Μυλωνόπουλος & Μοίρα, 
2011). The Athens School of Tour Guides was rewarded by CEDEFOP as the best vocational school in Europe 
(Καραντζαβέλου, 2013). In 2012, the institutional framework endured significant changes, when the law 
4093/2012 (G.G. Α’222) led to the interruption of the operation of the School of Guides and to the function of 
intensive training programs for Guides by Universities (Mylonopoulos, Moira & Kikilia, 2012). The law allowed only 
graduates of archeology, history, history and archeology, archeology & social anthropology and cultural values 
management, history and ethnology institutions, to attend these programs; as a result, access to these programs 
from other candidates that derived from different categories was limited. The duration of these programs was 
reduced from 2.5 years to 2 months. The cost of these intensive programs was a burden to the trainees as it ranged 
from 600 to 900 euros. The programs were restricted to teaching theoretical courses without any practical 
execution. According to the data of the tour guide department of the Tourism Education Directorate of the Ministry 
of Tourism, since 2013, when the training programs started, a total of 12 different programs were organized and 
411 participants successfully graduated. The new arrangement created “two-speed” guides and, admittedly, with 
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different guiding skills and abilities. Graduates of traditional tourist guides schools reacted to this change. In fact, 
the Association of the Athens School of Guides, emphasizing the wording in the statute which declares that only 
graduates of the School of Guides can register, does not accept the registration of graduates from intensive seminars 
in the profession of tour guides. As a result of the protests and the overall problematic situation caused by the 
existing system, the Ministry of Tourism announced in 2017 that the Athens School of Guides would re-construct 
from the beginning its two-year program of studies (ΥΑ 13239/2017).  

3.2. The Higher Schools of Tourism Education (ASTE). 

At the level of higher professional education (level 5), the Ministry of Tourism has two Higher Schools of 
Tourism Education (ASTE) under its supervision, one in Rhodes (AΣTEΡ2) and one in Crete (AΣTEK3) (European 
Commission, 2020). These schools have been operating since 1956 and 1996 correspondingly (Μυλωνόπουλος, 
2016: 126-130). Their unique feature is that they are more advanced (level 5 of the National Qualifications 
Framework), i.e., in comparison to secondary and the university level of education. In addition, the enrollment into 
these schools depends on an examination system that is run by the Ministry of Education and Religion. Graduating 
from them does not come with the possibility of pursuing postgraduate studies unless the graduate continues to 
admit in the 6th semester of a Tourism Business Administration department of the Technological Education 
Institutes (TΕΙ) and acquire a diploma/degree.  

In 2020, a change is recorded in the institutional framework of the schools, even though it mainly concerns the 
duration of the course of study. Aiming for the - formal - coverage of the time limit of the four-year study, so that 
the graduates are able to acquire the recognition of the highest level of studies, and without any modifications in 
the essential qualifications of the teaching staff of the Schools, a ministerial decision was issued, approving a new 
four-year study program (Ministerial Degree 20071 / 29-12-2020, GG Β'5824) - without, however, substantial 
changes in the selection process of the teaching staff and in the high qualifications required by the Universities. This 
defect was determined immediately and the Common Ministerial Decision with no. 2664/2021 (GG B’618) 
suspended the commencement of the new program. 

Table (1): The enrolled students in ASΤΕ 
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ASTE OF 
RHODES 

60 60 75 75 90 90 101 122 122 122 

ASTE OF ST 
NIKOLAOS4 

50 50 75 
   

    

ASTE OF 
CRETE 

   
75 90 90 101 122 122 122 

 TOTAL 110 150 150 180 180 202 244 244 244 
Source: Ministerial Degrees, 2012-2021 
Editing: The authors 

3.3. Technological Education. 

At the high school level and up until 2000, tourism studies were provided by a well-structured tourism 
education system. Such courses began from secondary level education and carried on to the level of technological 
education that was conducted at a higher tertiary level (level 5) with 7 semesters, but not at the highest level of 
education. After the addition of one more semester of studies (8 semesters) in the technological education, in 2001, 
and to become a four-year course, the Technological Education Institutes (TEI) were upgraded to the highest level 
and recognized to be considered equal to the University institutions (level 6). At the same time, changes took place 
regarding the qualifications and the rank in the teaching staff to reach the level of the universities’ teaching staff5. 
After the transformation of TEIs to (Technological) Universities, and under the constant pressure of local 
communities for the operation of a Higher Education Institute in their region, a rapid increase of new TEI 
departments of Tourism Management in the district followed. In that way, new departments6 were created as 

 
2 Higher School of Tourism Education of Rhodes. 
3 Higher School of Tourism Education of Crete. 
4 The Higher Schools of Tourism Education of Agios Nikolaos which were in Agios Nikolaos in Crete, were renamed in 2014 “ASTE of Crete”.  
5 Until this upgrade, the professors of the TEI were not obliged to acquire a PhD. What’s more, many of them did not even own a  master’s degree. 
After this upgrade, professors of the TEI institutes were exposed to embark upon earning master’s degrees and PhD. The candidates, however, 
that wanted to be elected after the new adjustments needed to obtain the new upscale qualifications. 
6 The new departments that were continuously and yearly created regarded specific qualifications. The current project only focusses on the 
departments that were organized with the subject of tourism and more specifically the (Management) of Tourism Businesses.  
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branches of the TEI (hence the ones in Igoumenitsa / TEI of Epirus, in Amfissa / TEI of Lamia7, in Spetses / TEI of 
Piraeus, in Argostoli / TEI of the Ionian Islands8). A long period followed, during which efforts were made to 
"convince" the Greek society that technological and university education were equal. In 2011 a newly conducted 
law paradoxically stated again (Law 4009/2011) the upgrade of the technological education of TEIs to university 
level and the distinction between the two equal sectors of education: the technological and the university sector. 
From 2001 until 2013, there departments of «Tourism Business Administration» regulated autonomously from 
seven Higher Technological Educational Institutes (TEI)9. In 2013-2014 the education system suffered from long-
term understaffing problems (for example, there were Tourism Business Administration departments with only 
two faculty members), lack of specialized teaching staff, disintegration of subjects and curricula. Therefore, the 
seven Departments of Tourism Business Administration, which were attended by 3,106 active students (2012) and 
385 newly admitted students (2012-2013), were only staffed with 42 faculty members, and faced various housing, 
land planning and other problems. As a matter of fact, their operating cost often surpassed the one of a similar 
department in Athens by ten times. For example, according to a report addressed to the General Assembly of the 
Department of Tourism Businesses of the TEI of Piraeus (ΑΠ 681/26-4-2010), the branch-institute of Spetses had 
yearly operative costs of 190.000€ for only one department, with 3 members of teaching staff, 427 admitted 
students, whereas only 220 were enrolled and about 50 were active students (Moira, 2010). 

Due to the economic crisis and the pressure of the Institutions of the European Union to reduce public 
spending, in 2013-2014, a large-scale reformation of the education system took place ("Athena" project). Its 
outcome led to mergers, abolitions and renaming of departments as well as alterations in the curricula. The "Athena" 
project anticipated for the profound restructure of the country’s academic map and the ‘reduction’ of public 
continuing education, with a hasty "modernization" of its foundations, for the management of existing problems, 
such as the lack of teaching staff with the necessary qualifications, the lack of infrastructure, spatial dispersion, etc. 
(Υπουργείο Παιδείας, Πολιτισμού και Αθλητισμού, 2013).  

In regard to tourism studies, this reformation led to the union of the Tourism Business Administration 
Departments with other departments of the Faculty of Management and Economics, e.g. Business Administration, 
Marketing etc. under the supervision of a uniform Department of "Business Administration" which branched out to 
different specializations, either introductory from the first semester of study or in advanced semesters. 
Consequently, the Department of Tourism Business Administration developed as a specialization of Tourism and 
Hospitality Business Administration, as part of the Business Administration Department. 

Concerning the reduction of the government expenses on education and despite the initial intention to limit 
the departments and thus the spending, the alterations of the "Athena" project resulted in an increase of the number 
of departments that occupied tourism studies at the TEIs from seven to ten, as one was added at Grevena and two 
new departments were created in the TEI of Western Greece and Central Greece with the specialization: «Economy 
and Communication management of Cultural and Tourism Establishments». The Department of Tourism Business 
Administration in the TEI of Patra, which was based in Patra, stopped accepting students while it intended to 
proceed its service until 2017-2018. Such information corresponded that the enrolled students would have until 
then to complete their studies. Nevertheless, in 2017-2018 the operation of the department as an independent 
department of Tourism Enterprises was agreed anew and accepted 120 students (Moira, Μylonopoulos & Kefala, 
2019: 24). 

At the same time, these changes were the starting point of the gradual increase in the number of student 
admissions from 385 in 2012-2013, to 1734 in 2020-2021. Surely, these numbers would later change because of 
the transfer students that came from the regional departments to the ones of the urban centers. These changes are 
shown in detail in the Table 2. 

These changes caused several problems to the operation of the Departments that offered tourism education. 
As it was no longer an autonomous Department of Tourism Business Administration but became instead an 
introductory orientation within the wider Department of Business Administration and as the teaching staff were 
specialized in different subjects, which were often not related to tourism, the new programs were organized to 
combine different courses, whilst also have other expectations from both professors and students. A typical example 
is the reduction of the offered tourism courses at the TEI of Piraeus from 24 to 19 and at the TEI of Larissa / Thessaly 
from 26 to 18. 

In fact, as Stergiou and Airey (2017: 7) accurately observed, the changes were dealt with skepticism and 
hostility by professors and students who supported that the level of tourism studies was downgraded. The strongest 

 
7 Presidential Decree 147/1998 (GG Α’113) «Foundation of branches of the institutions and departments of the Technological Educational 
institutions (TEI) and the regulation of the matters regarding its organization and its operation».  
8 Law 3255/2004 (GG Α’ 138) «Regulations of the matters of all of the education levels». 
9 Τhe higher institutes of the technological department (Α.Τ.Ε.Ι.) are similar with the Technological Universities of Great Britain. They emphasize 
in training with high quality executions; due to the theoretical and practical scientific knowledge they provide, they form the connection between 
knowledge and practical application. In that way they create a practical dimension of sciences and arts in the corresponding professional fields 
while transferring, using and promoting the contemporary use of technology as well as using methods, practices and techniques in the f ield of 
practical training. 
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argument was that this downgrade made it impossible to meet the needs of the constantly developing tourism 
industry. 

In addition, the degrading of the educational procedure is apparent in Table 2, which indicates that the changes 
led to an increase of the number of the admitted students from 495 to 1734, without a comparable increase in the 
number of professors, which decreased due to retirements and reduction of new recruitments following the 1: 5 
European Union institutions obligation (N. 3899/2010 and ΙΝΕ-ΓΣΕΕ, ΑΔΕΔΥ, 2012). 

In 2018, a new legislation cancelled the higher technological education and consequently the technological 
tourism education. With this legislation, all higher education institutes in the technological sector were merged to 
form a new university institution (for example the University of West Attica, Hellenic Mediterranean University) or 
were absorbed by existing higher university education institutions. This resulted in the abolishment of the higher 
technological education that was offered by the TEIs. 

Table (2): The changes in the Higher Tourism Education in Greece 2012-2021 

HIGHER TECHNOLOGICAL EDUCATION INSTITUTES OF THE MINISTRY OF EDUCATION  
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Athens 85 Athens 85 85 90 120 110 ***10 0 0 0 
Piraeus 50 Piraeus11 100 100 110 140 140 *** 0 0 0 
Thessaloniki 120 Thessaloniki 100 100 110 130 130 146 0 0 0 
Patras 70 Western Greece (former 

Patras12) 
0 0 0 0 120 135 0 0 0 

Larissa 0 Thessaly (former Larissa) 100 125 140 150 150 169 0 0 0 
Crete 
(Herakleion) 

60 Crete (Herakleion) 85 100 100 140 140 158 0 0 0 

Epirus 
(Igoumenitsa) 

0 Epirus (Igoumenitsa) 100 125 100 80 80 90 0 0 0 

  Western Macedonia (Grevena) 100 150 170 170 170 191 0 0 0 
  Ionian Islands (Lefkada)  130 175 190 230 240 270 0 0 0 

TOTAL 385 TOTAL 800 960 1010 1160 1280 1159 0 0 0 

  2013-2014 
Economic Management and 
Cultural and Tourism 
Establishments Departments  

         

  Western Greece (Pyrgos) 150 200 170 210 210 236 0 0 0 
   Central Greece 130 125 150 170 170 191 0 0 0 
  TOTAL 280 325 320 380 380 427 0 0 0 

UNIVERSITIES MINISTRY OF EDUCATION 2017-2022     
  Piraeus (Piraeus) 0 0 0 0 70 79 91 91 91 
  University of the Aegean 

(Chios) 
0 0 0 0 70 79 91 91 91 

  University of West Greece 
(Egaleo) 

0 0 0 0 0 288 332 332 332 

  Hellenic Mediterranean 
University (Herakleion) 

0 0 0 0 0 0 300 300 300 

  International University of 
Greece (Thessaloniki) 

0 0 0 0 0 0 320 320 320 

  Ionian University (Corfu) 0 0 0 0 0 0 130 130 130 
  University of Patras (Patras) 0 0 0 0 0 0 170 170 170 
  Hellenic Open University 0 0 0 0 0 0 300 300 300 
  TOTAL 0 0 0 0 140 446 1734 1734 1734 

GENERAL TOTAL 385 GENERAL TOTAL 1080 1285 1330 1540 1800 2032 1734 1734 1734 

Source: Laws, Ministerial degrees 2012-2022, official websites 
Editing: The authors 

3.4. University Education  

Regarding the university education, until 2018, there were not any undergraduate level and distinctly tourism-
related departments that were operating. On the other hand, individual courses were taught in some departments 
-mainly Business Management Departments (Μοίρα, 2007) either as compulsory or as elective courses, as was the 
case at the University of the Aegean. Since all Higher Technological Education Institutes from 2017-2018 suddenly 
upgraded to university level (Law 4485/2017), the operation of tourism departments in other universities was 

 
10 The Technological Institute of Athens merged with the Piraeus University of Applied Sciences and created the University of West Attica. 
11 The Technological Institute of Piraeus has been renamed “Piraeus University of Applied Sciences” since 2014 (G.G. Β’3681). 
12 This is about the TEI of Patras which accepted admissions until 2012-2013 and its operation was stopped with the implementation of the 
"Athena" project. Its operation was planned to continue without accepting new admissions until 2017-2018, when the already enrolled students 
would have graduated. In 2017-2018, its re-operation was approved, and it was considered as an independent department of "Tourism 
Management". 



Tourism education and training system in Greece….                                                                                                  Moira et al. 

International Journal of Hospitality and Tourism Studies, 2(1) (2021), 66-77 
 72 

 

allowed. Initially, there were two new undergraduate departments of Tourism Studies, one at the University of 
Piraeus in Athens (Department of Tourism Studies) and another one at the University of the Aegean, in Chios 
(Department of Tourism Economics and Management). At the same time, the TEI of Athens and the Piraeus 
University of Applied Sciences merged and formed a new oversized University under the name of University of West 
Attica (Law 4521/2018). The merger between the two directions of Tourism & Hospitality Business Administration 
from the old institutes, resulted in the operation of a department of “Tourism Management” within the University. 
The new formation of the current tourism education is interpreted as follows (Map 1):  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Map (1): Undergraduate tourism departments 2018-2021 
Source / editing: The authors 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure (1): The evolution of tourism education levels 
Source: Editing: P. Moira - D. Mylonopoulos (2021) 

This upgrade of tourism education to university level, lead to the formation of 8 Tourism Departments in 8 
different Universities (in total 23), with 1,734 students and only 66 elected faculty teaching staff members. The 
inconsistencies created by the lack of professors are overcome with the help of faculty members from other 
departments and related course fields or by emergency hiring of professors with different legal status and often 
lower qualifications. 

In addition, it is observed that the fields of study that are offered at different universities, along with the 
courses taught, all seem remarkably similar and at equivalent and comparable levels (Moira, Mylonopoulos & 
Kefala, 2019). 
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3.5. The offer of postgraduate study programs 

Along with the expansion of the offered undergraduate programs, an expansion is also recorded in the offered 
postgraduate studies (level 7). Until 2010 the TEIs could not organize independent postgraduate study programs. 
As a result, 5 Universities provided postgraduate study programs13 that did not supply Tourism Studies at an 
undergraduate level. Nevertheless, the changes in the higher education system led to a rapid proliferation of the 
offered postgraduate programs in the field of tourism. In 2018 there were 11 postgraduate programs that were now 
run by both Universities and TEIs, autonomously, interdepartmentally or in collaboration with Universities and 
TEIs. This revamping that took place in 2018, lead to the raise of such programs to 22 with constant increasing 
tendencies. In fact, a small offer from non-tourism departments is recorded as a specialization, e.g. Theology, 
Economics, Spatial Engineering, etc. proving the interdisciplinary nature of tourism. The MSc programs are 
expected to obtain tuition fees that are determined by each institution, except for two programs which are offered 
free of charge, one of which is entirely financed by the Municipal Authority (University of West Attica & Municipality 
of Fili). The postgraduate programs are aimed for graduates that derive from different specializations, like tourism 
business management, financial departments, international studies, engineers, lawyers, environmentalists, 
philologists, etc., reasoning initially correct as tourism is not a purely scientific discipline, but it requires an 
interdisciplinary approach. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Map (2): Postgraduate tourism programs offer 2018-2021 
Source / editing: The authors 

Along with the offer, the Covid-19 health crisis raised the demand for postgraduate programs as the use of 
distance learning tackled the problem of distance, travel costs, whilst it additionally increased the available time 
that came from the suspension of employment contracts for thousands of tourism employees. 

4. Observations  

The provision of tourism education and vocational training in Greece is arranged/regulated by the state 
through the Ministry of Education and secondarily by the Ministry of Tourism, usually without a necessary 
coordination between them. 

The changes in tourism education, that began in 2000 and run on to this day, correlate with the "superficial 
upgrade" of diplomas awarded by higher education institutions (technological institutions and universities), with 
the merging and the "disappearance" of levels of tourism education and with the emerging tendency to make 
tourism education adaptable. These changes were carried out under the pressure of several political, social, 
economic and more recently, health factors. 

Obtaining a university degree is associated with gaining social recognition, not only for the graduate but also 
for his/her the family. For decades, the typical Greek family has been investing time and money in the effort to 

 
13 Piraeus University, University of Aegean, Hellenic Open University, University of Macedonia, Athens University of Economic and Business. 
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ensure the admission of the children into a higher education institution (Πολυχρονιάδης, 2018). University 
admission has the character of a social event; thus, it is worth celebrating in the wider family circle and it is a reason 
for pride. It should be noted that the dominant role in studies has always been played by the university and not the 
technological education, as its with its technical character was considered and is considered to be "secondary", 
therefore "inferior". As a matter of fact, the university diploma is typically referred as “Golden Bracelet” in the 
villages of the Macedonia Region (Νικολαΐδου, 2020). Further regarding, acquiring a university degree reinforces 
financially and hierarchically the position of the employee in the public sector compared to an equivalent graduate 
from technological education. Certainly, a similar regime applies to the private sector through the relative 
regulations that are included in the Corporate Employment Agreements (Μοίρα & Μυλωνόπουλος, 2014). 

5. Conclusion 

The current educational system and vocational training system of tourism in Greece is complicated, multi-level 
and often overlapping. The provision of tourism studies at various levels (e.g. secondary, tertiary, graded, non-
graded, etc.) and by different public institutions is certainly observed. This complexity provokes confusion that is 
heightened by the lack of formal recognition or legalization at various levels in the exercise of professional rights or 
the literal recognition of these professional rights at different levels of study. Furthermore, despite the presence of 
so many levels of education, the distinction of education and vocational training remains often unclear. As a result, 
many professional institutions provide education for tourism while educational institutions provide vocational 
training for tourism professions. This observation was indicated 12 years ago during a forum for tourism education 
and vocational training of the Ministry of Tourism. (Moira, et al. 2008; Moira, 2008a; Moira, 2008b; Moira & 
Mylonopoulos, 2008a; Moira & Mylonopoulos, 2008b). In addition, very important modifications consistently take 
place, like changes in the education tourist guides and transforming it into practical training, abolition and revival 
of departments or the founding of new university departments without teaching staff, etc. Furthermore, very 
important reforms often take place, e.g. change in the education of tourist guides and its transformation into 
training, abolition and revival of departments, establishment of university departments without teaching staff, etc. 
without studying and investigating the necessity of these new regulations. This confusion is transferred to the 
tourism industry and causes problems in the staffing of tourism companies. This results to a negative impact on the 
quality of the provided services. 

Tourism branches out too many fields of sciences and knowledge. In that way it holistically engages with the 
tools of various sciences, mainly social sciences but not only. In this context, it is necessary to combine knowledge 
from different sciences while having the achievement of human communication as a common element, which 
characterizes every form of tourism activity. In particular, the foundation of tourism entrepreneurship in Greece is 
the small and medium business and in fact the family business, which is strongly defined by the most important 
feature of the ancient Greek hospitality. Another characteristic of small and medium-sized family businesses, which 
is on the one hand positive but at the same time becomes an obstacle to further tourism training, is the fact that 
these businesses were created by self-made locals, without special knowledge and qualifications. Therefore, it is 
often difficult, if not impossible, to convince both them and the younger generations about the necessity of 
vocational training and constant education. 

It has been confirmed that the yearly weaknesses of the education system are heightened due to the deficient 
political actions implemented under the pressure of the economic and health crisis. It is proved that in Greece, 
tourism education and training endure from inherent weaknesses that are not caused by the economic and recently, 
by the health crisis; it is possible though that they are intensified by it. 

Perhaps, the solution to the problem of tourism education and vocational training for tourism in Greece does 
not lie in the differentiation of levels into secondary education, higher education, and university education, but in 
the cultivation of national tourism consciousness (Κικίλια, 2013: 48), which is acquired from school age and is 
developed throughout life. Tourism and Culture are important from both perspectives as culture attracts visitors 
and it is promoted by the communication of the inhabitants of the destinations and by their visitors. 

The organization of the curricula with a scientific perspective in a more powerful dimension and depending on 
the specific field of tourism, contributed to this viewpoint.  

Glossary 
TEI Technological Education Institute 
GG Governmental Gazette  

EΠΑΛ Vocational Upper Secondary Schools  
ΕΠΑΣ Apprenticeship Vocational Schools 
OTEK Organization of Tourism Education and Training  

ΟΑΕΔ  Greek Manpower Employment Organization 
EΣΚ Vocational Training Schools  
AΣTE Higher School of Tourism Education 
AΣTEK Higher School of Tourism Education of Crete 

AΣTEΡ Higher School of Tourism Education of Rhodes 
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1. Introduction 

Cruise tourism, which represents only 02 per cent of the global travel industry, is a high-growth sector in the 
tourism industry, achieving an annual growth rate of 6.74 per cent. An estimated 28.5 million passengers travelled 
on cruises in 2018, compared to 26.7 million passengers in 2017 (CLIA, 2020). According to United Nations World 
Tourism Organisation (UNWTO) World Tourism Barometer, cruise tourism grew at 07 per cent in tourist arrivals 
in 2018 whereas international tourism grew at 06 percent in tourist arrivals (UNWTO 2019). 

The huge cruise ships, often described as floating resorts, operate in deterritorialised environments, and cater 
to diverse entertainment requirements of the tourists by a global workforce serving on-board food, accommodation, 
entertainment, and shopping besides shore tourism (Najafipour 2014; Georgsdottir and Gunnar 2017; Santos 
2019). The wide range of services offered in a single package on-board vessels compete with land-based tourist 
destinations and other entertainment avenues. 

Operating on high seas, cruise tourism thrives on the trust and confidence assured by the cruise operators, as 
the travel packages typically involve a short-duration tour, lasting a few days, or a long-duration holiday, lasting a 
few months. Leaving the tour abruptly between ports is rather impossible once the vessel sets sail. The onus is on 
the operators to keep the passengers entertained throughout the tour. Avoiding contingencies and addressing 
unforeseen risks form a part of cruise operations. The unexpected can happen. Acts of terrorism, natural calamities, 
economic crisis, and medical emergencies haunt this sector from time to time (Sausmarez 2007; Wilks and Stewart 
2004; Holland 2019; Bowen et al. 2014; Bysyuk 2010). The impact of all these unforeseen events was largely 
localised, low and confined to only a particular geography. But the COVID-19 pandemic poses unique challenges to 
the cruise industry. Lockdowns in the initial phase of the pandemic curbed movement of people, and tourism was 
nowhere in anyone’s mind. Entertainment was totally curtailed as it poses an epidemiological risk. Further, the 
pandemic-induced financial crisis forced people to avoid non-essential services, especially tourism, the sector 
always with an elastic demand. Moreover, the lasting epidemiological risks and the difficulty to ensure safety and 
security to travellers in a cruise vessel increases the perceived risks of passengers. The very nature of this industry 
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Abstract: Cruise tourism, which was achieving an average growth always higher than the global economic 
growth, had a global presence and saw participation from all the continents during this decade. The COVID-19 
pandemic very adversely affected the global travel and tourism sector perhaps more than the other sectors of 
the economy. Since the time COVID-19 was declared a pandemic, in March 2020, the cruise tourism market 
went into a swift decline. The prospects of recovery of this market crucially hinges on how the pandemic is 
overcome and thereafter measures taken to rebuild confidence in the minds of the passengers. We present a 
sweep of cruise tourism in this paper covering the nature of the cruise market, demographic composition of 
passengers, challenges, and opportunities, and show the relevance of cruise tourism as an industry 
contributing to global tourism. We also dwell upon the internal and external risks and uncertainties 
experienced by the cruise industry. In the light of several measures taken all over the world to address the 
pandemic, we examine the measures taken by the cruise companies to rebuild the lost confidence as the cruise 
industry operates in an elastic market. 
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and confined spaces on-board make it difficult to ensure social distancing, one of the essential measures to stop the 
spread of COVID-19. 

As the world battles the pandemic, which has had a negative impact on the global economy and relegated 
tourism to the brink, it would be pertinent to provide an overview of the historical evolution of cruise tourism, 
nature of the cruise industry and the demographic composition of the tourists to show how cruise industry formed 
an important part of tourism. How cruise tourism is negotiating the unforeseen effects of COVID-19 is also pointed 
out in this paper. Attention is focused on how major cruise tourism operators used their Web pages to revive the 
sector and instil confidence in international cruise tourist community to tide over the crisis. In conclusion, 
suggestions to revive the cruise industry that operates in an elastic market requiring a huge human involvement 
are provided. 

1.1. Cruise tourism: A brief historical roadmap 

The steamers that sailed to North America with thousands of Europeans during the first half of the 19th century 
were considered the forerunners of the modern-day cruise tourism, which took shape through a long journey of 
transformation of merchant ships and passenger ships in the 19th and early 20th centuries. The Cunard Steamships 
Limited’s first steamship, Britannia, from Liverpool to Boston via Halifax with 63 passengers in 1840 was the first 
ocean liner with a recorded history of transporting passengers and cargoes (Ajagunna and Pinnock 2006). By the 
1880s, a significant growth in the vessels carrying passengers between Europe and North America had taken place 
with the introduction of steamships and shipping companies. Several luxury passenger ships launched during the 
same period, such as Aquitania and Leviathan of the Hamburg American Line and the Olympic, the Titanic and the 
Britannic of the White Star Line, offered luxurious services and had a high carrying capacity (Nguyen and Annaraud 
2018). Many a time, these transatlantic vessels failed to ensure comfort and safety as passengers often met with 
accidents and succumbed to the fury of the oceans. 

The First and Second World Wars interrupted marine transportation on the Atlantic Ocean as the passenger 
vessels were recommissioned to transport military troops (Stopford 2008). However, during this period, the laws 
passed by the US government pertaining to the prohibition in the sale of alcohol nationwide, issue of subsidies to 
build larger ships and the Immigration Act of 1917 gave impetus to the growth of US ocean liners (Byod 1999). 
What really pushed ocean liners into a shadow of its former self was the commercialisation of the airlines industry 
in 1960s. The transatlantic passenger transport shrunk to 5 per cent in 1969 (Stopford 2008). The rise in oil prices 
further dealt a blow to ocean liners, which lost popularity as a principal mode of passenger transport. These events 
eventually birthed dedicated cruise service as ocean liner companies converted their vessels for cruise travel, 
despite being handicapped by high costs, poor services, limited ship capacity and restricted ports of embarkation. 
In 1970, the North American passenger liner market served only 500,000 cruise passengers (Coggins 2014). Over 
the course of time, ocean liners attracted global tourists as they transformed from a mere mode of ocean 
transportation to offering the comfort of a resort with varied amenities. 

In the mid-1970s, Carnival Cruise Lines first introduced the idea of cruise as a voyage for leisure on-board a 
vessel for visiting a variety of destinations rather than a set route (Ajagunna and Pinnock 2006; Nguyen and 
Annaraud 2018). Two other cruise operators, Royal Caribbean Cruise Line (RCCL) and Norwegian Cruise Lines, 
established during the same period, are still active in the cruise industry. Cruise liners from then on have improved 
upon their carrying capacity, offering more variety of services to the passengers, and adding safety measures. 
Scientific and technological advancement improved methods of navigation and communication, providing ocean 
liners the necessary wherewithal to combat environmental adversities. During 1980s, the cruise industry 
introduced mega ships with carrying capacity of more than 2000 passengers and incorporated on-board activities 
to make cruising a unique travel experience. The industry itself went through a process of consolidation through 
mergers and acquisitions. This has resulted in Carnival Corporation, Royal Caribbean and Norwegian Cruise Lines 
becoming the top three cruise companies in the world. 

1.2. Nature of the cruise market 

The cruise market operates mostly in three geographical regions: Europe, North America and Asian region. 
With a recorded utilisation of more than 100 per cent capacity, cruise industry is the fastest growing sector in the 
travel and tourism industry, which contributes 10.3 per cent to the global GDP, providing employment to 330 
million people (WTTC 2019). The Cruise Lines International Association (CLIA 2018), an industry organisation of 
cruise liners, reports that 28.5 million passengers went on a cruise in 2018 alone, generating an estimated revenue 
of USD 45.6 billion for the cruise industry. 

Cruise tourism offers luxurious on-board travel on a vessel with a variety of options for entertainment besides 
shore excursions and visits. Some studies (Bowen et al 2014; Singh 1999) have indicated that cruise tourism has 
become popular and affordable with the provision of all-inclusive products, debunking the perception of it as a 
luxury service. Cruise travel faces competition from land-based entertainment (Jeon et al 2019). According to 
Nguyen (2018), the cruise liners recruit crew from various countries to create an international environment in the 
vessel and often the employees work for longer hours at a lower wage. Accommodation offered on-board is like 
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offshore facilities. Uysal and Jurowski (1994) examined on-board and offshore motivational factors of cruise 
tourism. On-board environment, recreation and social interactions were the major on-board factors whereas safety 
and comfort, learning and exploration, and visual appeal of the surroundings were the offshore factors that 
motivated the cruise decisions. 

Cruise travel is offered in budget, contemporary and premium segments (Oskarsson and Irena 2017). 
Relatively small companies with older ships offer budget cruise travel, whereas contemporary sector is made up of 
largest demographic passenger group and large profits are realised from this sector due to economies of scale. Ultra-
luxurious cruise travel is offered to an elderly, elite segment of the population. These three sections form the mass 
market for cruise travel, over which lies the niche sector with highly diverse group of cruise options: sailing ships, 
high-end yachts, small cruise vessels with unusual itineraries, river cruises and various kinds of exploration, 
adventure, and special interest cruises. Therefore, through diverse cruise products and services, the cruise industry 
caters to a wide category of customers.  

Cruise tourism comes under the leisure market where customers desire quality services to give them 
relaxation, hassle-free trip with flexibility, options to visit different destinations, luxurious and fun-filled vacation 
with fine dining and variety of high-quality entertainment (CLIA 2018). Cruise liners compete in offering a variety 
of services and to make cruise travel a quality experience. They offer a variety of options for passengers such as 
short cruises, cruises lasting several days, several weeks or more than a few months, thematic cruises, cruises 
around the world, expedition cruises, etc. (Perucic 2019). 
Table 1 lists the dominant players in cruise tourism detailing the number of ships with their carrying capacities. 

Table (1): The 15 top ranking cruise shipping companies in 2017 

Owner/Operator Country  No  1000 gt Berths Avg1000gt Gt% share Average age 
Carnival USA 103 8959 229655 87 43.0 13.6 
RCCL USA 39 4410 107811 113 21.2 14.3 
NCL Group USA 25 2077 50475 83 9.9 11.7 
Mediterranean Shipping Switzerland 14 1520 40396 109 7.3 9.8 
TUI Group Germany 16 940 24166 59 4.5 19.8 
Genting Group Malaysia 9 681 16420 76 3.3 19.7 
Disney Cruise Line USA 4 426 8520 107 2.0 12.0 
Viking Ocean Cruises  Norway 4 192 3712 48 0.9 1.2 
Silversea Cruises  Italy 9 183 2864 20 0.9 20.8 
Cruises and Maritime 
Voyages 

UK 5 169 4628 34 0.8 50.7 

Friend Olson Cruise Line Norway 4 125 3785 31 0.6 35.2 
Phoenix Reisen, Bonn Germany 4 124 3154 31 0.6 30.2 
Louis Group Cyprus 4 98 3940 25 0.5 33.2 
Sky Sea Cruise Line  China 1 72 1778 72 0.3 21.7 
Windstar Cruises UK 6 56 1234 9 0.3 27.9 
Others   60 794 21980 13 3.8 27.0 
Total   307 20827 524518 68 100.0 17.2 

        Source: ISL Shipping Statistics and Market Review 2017. 

Almost 75 per cent of the cruise market in 2017 was dominated by three players: Carnival, which has a major 
share of the gross tonnage, followed by RCCL and NCL, occupying the second and third positions. Thus, cruise 
tourism market is oligopolistic, with a few major players predominantly deciding the course of the market, the types 
of the services offered and the prices. Heavy capital investment needed for purchasing cruise ships and maintaining 
the services at a high-cost act as a barrier to entry to the industry. Similarly, the limited number of ship builders 
reduce the bargaining position of cruise liners whereas the wide presence of suppliers of equipment, fuel and food 
products improve their competitiveness. 

The cruise industry, earlier mostly preferred by elderly wealthy couples, gradually underwent a 
transformation in demographic composition and also in regional representation (Georgesdottir and Gunnar 2017). 
According to CLIA, the average age of a cruiser was 47 years and the average number of days of cruise was 7.2 days 
in 2017. The rate of growth in arrivals of cruise tourism is more than the rate of growth achieved by travel and 
tourism over the years. The annual growth of global cruise passengers given in Table 2 indicates a significant growth 
over the decade. 

Table (2): Global Ocean Cruise Passengers (in Million) 

Years  Passenger capacity Annual growth rate (%) 
2009 17.8 – 
2010 19.1 7.30 
2011 20.5 7.33 
2012 20.9 1.95 
2013 21.3 1.91 
2014 22.34 4.88 
2015 23.06 3.22 
2016 25.2 9.28 
2017 26.7 5.95 
2018 28.5 6.74 
2019P 30 5.26 
2020P 32 6.66 

Source: State of the Cruise Industry Outlook 2020, CLIA. 
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Caribbean region, which commands 40 per cent of the worldwide cruise market, has a high deployment 
followed by Mediterranean and Europe (Cruise Industry News 2019). North American passengers constituted 50 
per cent of the cruise passengers of 2018, followed by passengers from West Europe and Asia. Though number of 
cruise passengers from North America increased from 5.05 million in 1997 to 14.24 million in 2018, the relative 
share of North America in the total market has declined from 73.5 per cent to 50.2 per cent during the same period 
(CLIA 2020; Perucic 2019). Asian ocean cruise passengers recorded the highest growth rate with 20.5 per cent, 
whereas the European passenger market attained a saturated growth rate with 2.5 per cent (CLIA 2017). Asia seems 
to be potential future cruise market going by its recent growth. 

Asian cruise tourism market is relatively new and 80 per cent of Asian cruisers prefer shorter trips of two to 
six days. A study on the willingness to pay by Asian cruisers, carried out by Chen et. al (2016), showed out that the 
variables such as income, education, family structure, occupation, cruise experience, cruise duration and cruise 
preferences were associated with willingness to pay. The observations from this study could be used for pricing and 
offering services across different segments of the cruise industry. A study on the recent trends in the cruise market 
in China by Liu et al. (2020) pointed out that the newly retired senior citizens with leisure time and money have a 
strong desire to take cruise trips. The cruise trips offering packages focusing on the kids and parents are likely to 
be desired by Chinese tourists who prefer to expose their kids to new experiences. The options for shopping and 
the availability of tour guides are other travel experiences highly valued and preferred by them. Summing up what 
passengers from Asia want, Chen et al. (2019) notes that cruise vessels serve as hybrid platforms, both acting as 
suppliers of ship-based products and services and serving as promoters of cruise ports’ itineraries. 

Diverse experiences gained from a single voyage that includes different destinations is beneficial in saving 
money and time and at the same time minimises the risks and uncertainties associated with making separate trips 
(Holland 2019). By providing entertainment opportunities on the vessel, these floating resorts try to maximise 
cruisers’ time spent on-board, minimising the time spent in the port. Thus, cruise ship companies directly compete 
with the offshore facilities offered at the port to attract passengers and it is seen that cruisers prefer to purchase 
imported luxury goods with little local content (McKee 1988; Seidl 2006). A study by Pattullo (1996) points out that 
in the Caribbean region, some cruise companies own islands, cays or beaches, thereby minimising contacts with the 
local community and avoiding the sharing of expenditure with an outside local economy. Of the 28 cruise 
destinations in Caribbean, 12 are owned by cruise companies. These enclosed entertainment zones in private 
islands are the captive markets completely controlled and run by the cruise companies (Ajagunna and Pinnock 
2006). 

Cruise tourism does not benefit the local economy as a study on the economic impact of cruise tourism on the 
local economy in Costa Rica shows. When the spending of the cruisers and crew of the vessels on the local products 
is compared with the imported products available on the shore and also on-board, it is shown that the money 
injected into the local economy per cruise tourist is substantially lower than other types of tourism (Seidl 2006). 
The all-inclusive packages offered by the cruise vessels with no avenues to spend on the local community brings 
down the multiplier effects that the cruise ships are expected to generate. 

A study on the motivations for cruise carried out by Jones (2011) indicates that the cruise experience attracts 
the passengers and not the itinerary. The personal and internet-based information sources act as major sources 
influencing the passengers’ desire to travel. A study carried out by Fox, a criminologist in 2018, brought to the light 
that crime rates in cruise vessels are 25 times lower than land tourism due to the strict compliance of 
comprehensive security regulations since embarkation, the deployment of highly trained security personnel, 
transparency in crime reporting and ensuring strict compliance through a published list of prohibited items 
(Goldstein 2019). A study by GP Wild International in (2019) covering 10 years from 2009 to 2018 indicates a 
reduction in operational incidents and rate of human incidents, though there has been a 55 per cent growth in cruise 
passengers during the period (Sampson 2019). The cruise liners have been able to achieve this progress by giving 
crew member training, scrutiny of ships, constant improvements of safety procedures and technology and also by 
adopting adequate precautionary measures. 

Certain studies have examined the burden of the negative environmental consequences that cruise tourism 
foists on the local community and also on the marine environment. A cruise vessel with more than 3000 passengers 
and crew is estimated to generate 210,000 gallons of sewage, 1 million gallons of greywater, more than 130 gallons 
of hazardous wastes, 8 tons of solid waste and 25,000 gallons of oily bilge water (Copeland 2005). According to 
Najafipour et al. (2014), major cruise lines have taken steps to minimise the adverse effects they leave on the 
environment such as air pollution, illegal dumping of sewage and solid waste, inadequate treatment equipment, 
damage to coral reefs and sensitive marine environments. The studies that examined cruise tourism from the 
sustainability perspective have focused on how cruise liners can ensure environmental, social and local 
sustainability while meeting the needs of the present generations without compromising the needs of the future. A 
study by Klein (2011) invokes the concept of responsible tourism to explain the role of a balanced and an equitable 
sharing of the welfare across cruise liners and all the other stakeholders, particularly among the local community 
without leaving any negative environmental effects. Cruise tourism also has the responsibility to minimise the 
negative sociocultural impacts. Large-scale cruise visits to destinations produce unfavourable overcrowding, 
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leading to lower sociocultural experience, cultural degradation and community disruption. Pinnock (2012) stated 
that the large cruise vessels do not always bring economic returns to the local community and rather, there is an 
inverse relation between the size of the cruise and the positive economic gain to the community. 

1.3. Uncertainties and challenges faced by the cruise market 

The major uncertainties and the risks faced by the cruise liners have been classified into internal and external. 
But Ugur and Akbiyik (2020) used the terms endogenous and exogenous to classify the point of origin of crisis and 
threats, as the former indicates the source from within whereas the latter indicates that the source of these threats 
lie outside. Endogenous crises could be prevented easily as human or technological factors that contribute to such 
crises can be managed more effectively whereas exogenous crises are rooted in the external environment and hence 
outside the influence of the cruise liner company. The internal risks could be related to the outbreak of fire accidents, 
shortage in the supply of goods, dissatisfaction of passengers or any conflict taking place on-board. External 
uncertainties affecting the tourism are wars, terrorist attacks, natural disasters, epidemics and financial crises 
(Tekin 2015). The 9/11 terrorist attacks and the Global Financial Crisis of 2008 reduced global mobility and had a 
significant impact on the global economy. 

Rodrigue and Wang (2020) pointed out that the risk of hurricanes due to climate change in the Caribbean 
would disrupt sustainable cruise supply chain. Thus, the floating resorts must be resupplied during their short port 
rotations by customised procurement practices. The unforeseen events could result in uncertainty of on-board 
consumption and hence the cruise liners are required to ensure the replenishment of a ship to maintain the quality 
of the on-board experience. The main categories include suppliers of navigational equipment and fuel, product 
suppliers for accommodation, merchandise suppliers for retail outlets and food suppliers for restaurants and bars. 
Theseasonality, expected consumption behaviour, along with demographic composition of the passengers on-
board, determine the orders. The weather-induced disruptions leading to uncertainties in the cruise supply chain 
necessitates the management to be prepared for any eventuality. The flexibility and adaptability of the cruise 
industry to rise up to the situation is suggested to address the uncertainty. 

Lack of safety at the destinations impact the travel decisions of the tourists (Dreyer et al 2010). Kozak et al. 
(2007) pointed out that it is not the real risks, but often the perceived risks emanating from fear of disease, lack of 
sanitation, natural disaster or political dispute influence the travellers to change their travel plans. According to 
Bysyuk (2010), the terrorist attack in the USA affected the travel and tourism industry and a decrease in demand 
was experienced by all sub-industries such as travel, hospitality, leisure, and restaurant. The negative effects of the 
terrorist attack continued for 6 to 25 months depending on the industry. Similarly, some tourists cancelled their 
trips to USA and travelled to safer destinations. 

Tekin (2015), through his study on the tourism market in Turkey, determined how demand for the tourism 
market is interrelated with international issues. He stated that the political tension between the EU and Russia led 
to decreasing number of Russian tourist arrivals to the EU and it contributed positively to an inflow of Russians to 
Turkey, though the state was experiencing political and economic instability. An analysis on the time taken for 
recovery during the previous crises having global implications indicate that worldwide arrivals returned to normal 
growth five months after 9/11 and five months after the SARS outbreak in 2003, whereas it took 10 months to 
regain growth after the Global Financial Crisis of 2008 (WT Barometer 2020). 

Contact with international tourists increases the chances of disease, which appeared to be more than the 
chance of an individual getting the disease from his domestic state. In the destinations the tourists travel to, their 
contact with pathogens, bacteria, parasites and viruses that are no longer to be found in their home countries 
increases the rate of sickness (Ugur and Akbiyik 2020). The health characteristics of individuals, especially people 
with comorbidities, are prone to health emergencies compared to others. Travellers generally choose a destination 
depending on the safety and security at the preferred location (Kuschel and Schroder 2002). In 2003, the SARS 
epidemic spread to 30 countries and infected 8000 people. However, the spread of the disease could be prevented 
to a great extent because of the travel restrictions issued by the WHO. The economies that relied heavily on tourism 
were the worst affected and the economic ramifications reduced the GDP of many Asian economies. China’s GDP fell 
by 25 per cent, Vietnam’s by 15 per cent, and that of Hong Kong and Singapore by more than 40 per cent compared 
to the previous year (Richie 2009). One of the studies (McKercher and Chon 2004) stated that the overreaction to 
pandemic is the major reason behind the collapse of Asian tourism. 

1.4. Impact of COVID-19 on the cruise industry and the long road to recovery 

It is evident from the preceding discussion that cruise industry is highly prone to various exogenous challenges 
including terrorism, economic slowdown and infectious diseases. However, the challenge posed by COVID-19 is 
unprecedented and has had a devastating effect on the cruise industry. Given the magnitude of the epidemic and its 
long-lasting impact, this crisis is unparalleled in the history of modern cruise industry. Revised OECD estimates on 
the impact of COVID-19 indicate that international tourism declined by 60 per cent in 2020 but expected to further 
drop by up to 80 percent if the pandemic situation exists beyond December 2020, which would imply a loss of USD 
910 billion to USD 1.2 trillion in export revenue from tourism. The World Travel and Tourism Council made a 
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forecast that 100.8 million jobs are at risk and the ILO policy brief identified tourism as the most vulnerable sector 
that is likely to experience a drastic fall in the jobs due to COVID-19 pandemic (OECD 2020). Various studies (Radic 
et al 2020; Jenness et al 2020) that focused on the impact of COVID-19 on travel and tourism have analysed the 
intensity of the crisis on tourism industry by examining the immediate reaction of the travellers and tour operators. 
The UN Secretary General Antonio Guterress (UNWTO 2020), in his statement, mentioned that the first five months 
of the pandemic reduced the international tourist arrivals by half and reduced the exports from tourism by USD 320 
billion. About 120 million direct jobs in tourism are at risk, especially the women, rural communities, indigenous 
people and many historically marginalised people are the most affected. Asia and the Pacific saw a decrease of 35% 
in arrivals in Q1 of 2020. The second hardest hit was Europe with a 19% decline followed by Americas (–15%), 
Africa (–12%) and the Middle East (–11%) (WTO Barometer 2020). According to UNWTO, domestic tourism will 
recover faster than international tourism. An impact assessment study (Ugur and Akbiyik 2020) of the COVID-19 
pandemic using text mining by analysing the comments of travellers and travel planners revealed that tourism 
sector is very sensitive and easily affected by a global crisis. On the day WHO declared COVID-19 a pandemic, many 
travellers cancelled their trips immediately and started to discuss travel assurance issues. 

Cruise industry came to an abrupt stop with the onset of the pandemic as passengers who booked upcoming 
cruise trips resorted to mass cancellation. Cruise ship companies themselves cancelled bookings and stopped 
further cruise announcements. The focus immediately shifted to cruise ships that were on the waters as COVID-19 
cases began to be reported from these ships or from passengers who disembarked from these ships. Given the 
congested spaces within a cruise ship and the difficulty in practicing social distancing, these vessels were seen as 
the potential breeding grounds of COVID-19 and were denied permission to call on the ports and disembark tourists. 
These ships were forced to travel from ports to port, seeking permission to dock, or were anchored near the shore 
indefinitely awaiting permission to disembark. The news reports of such vessels became an international sensation 
as the plight of the stranded passengers was discussed widely. The most prominent was the case of Diamond 
Princess (Statista 2020), which had set on sail on 20 January 2020 from Yokohama, Japan, with a crew of 1045 and 
2666 passengers on-board. A week later, a passenger who disembarked in Hong Kong tested positive for COVID-19 
and the authorities informed the cruise company of the impending danger. However, it is alleged that the ship 
management continued with the regular entertainment and other activities on-board without informing the 
passengers of the imminent risk. Later, on 5 February 2020, Diamond Princess was quarantined in Yokohama and 
the guests and the crew were tested. Japanese authorities made elaborate facilities to evacuate the infected tourists 
and provide them with adequate medical care on the shore. Other passengers were asked to undergo quarantine on 
the ship and it was a real hard time for them to be confined into small cubicles inside the ship under tiring conditions 
of anxiety and fear. By 1 March, all passengers and cruise members were allowed to disembark, and arrangements 
were made for their onward journey to their respective countries. It is estimated that as of 27 March, 712 of the 
3711 passengers on Diamond Princess had tested positive for COVID-19, out of which 9 people had died. It is certain 
that the tragedy on-board of Diamond Princess will loom large over the cruise industry for years to come and likely 
to influence future passengers. 

This incident was followed by several similar incidents reported from several cruise circuits (Zdanowicz 
2020). MS Braemar, a UK-owned cruise vessel, was stranded in the Bahamas and was denied entry at several ports 
in the Caribbean due to reported COVID-19 cases on-board. Four passengers and one crew member, including a 
doctor, were placed under isolation after they were observed to be having symptoms. A cargo carrier delivered 
supplies of food, medication and other essentials to the ship and hence averted a serious shortage of essential 
supplies on-board. In another incident, Silver Shadow, docked in isolation in north-eastern Brazil, had two guests 
who tested positive and one among them was an elderly person. In yet another case, the Silver Explorer was docked 
in Chile after a passenger tested positive for COVID-19, and the ship was put in quarantine off the port of Castro. 
The passengers of Golden Princess, a vessel carrying 2600 passengers and 1100 crew near Akora harbour in New 
Zealand, were denied permission to disembark after three passengers developed symptoms. The Norwegian Jewel 
in the Pacific Ocean was denied docking at the previously scheduled ports in New Zealand and Australia, though 
there were no suspected or confirmed cases of COVID-19. The Pacific Princess, which embarked on its 111 days’ 
voyage in January, announced closure of its operations within 60 days due to COVID-19-related fears as it was 
denied entry to scheduled ports and so disembarked guests at convenient locations. Three passengers with 
symptoms of COVID-19 disembarked in Spain’s Canary Islands, from the Costa Luminosa, a Carnival Corporation 
owned vessel, though Spain had banned all cruise operations since 12 March. Each of these incidents, widely telecast 
and reported across the world, highlighted the depth of the crisis that the cruise industry found itself saddled with. 
The disturbing images of stranded ships and locked-up passengers who once boarded the ship for luxurious leisure 
time became the death knell of the cruise industry at the time of a pandemic. 

According to Ugur and Akbiyik (2020) the COVID-19 pandemic had produced its effects both on the demand 
and supply sides of the tourism. On the demand side, restrictions were imposed on the freedom of movement, 
border closings, guests’ fear of infection, whereas on the supply side the closure of accommodation, catering 
establishments and leisure facilities used for tourism halted the operations of travel and tourism. Given the confined 
nature of space in a cruise liner where guests are forced to interact with each other and where the crew members 
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stay in proximity makes the cruise industry the last option for potential tourists looking for a welcome change from 
the monotony of complete lockdown. However, cruise companies, already suffering massive losses and staring at 
an uncertain future, has started initiating measures to revive the industry. 

Cruise liners have adopted several measures to rebuild the confidence of passengers by enforcing safety and 
security norms besides updating their websites with flexible booking and cancellation options. The measures 
currently put forth by the cruise industry can be divided into three broad heads: prevention, mitigation, and 
response measures. Royal Caribbean and Norwegian’s Healthy Sail Panel published 74 recommendations to the 
Centre for Disease Control and Prevention with an intention to prevent the introduction and mitigate the spread of 
COVID-19 on cruise ships (Hines 2020). It includes the best practices to safeguard and protect the health of the 
passengers, crew and the community that they visit. The protocol details would be worked out by each company 
and CDCP will ultimately decide appropriate guidelines once cruising companies resume their operations. The key 
areas that the report focused upon includes testing, screening, and exposure reduction; sanitation and ventilation; 
response, contingency planning and execution; destination and excursion planning; and mitigating risks for crew 
members. An exhaustive plan has been chalked to bring passengers, crew and local community under the purview 
of safety measures, which indicates the level of concern and care extended towards human life. The initiatives taken 
by the cruise liners to implement the best practices to regain the confidence of the tourists will be strengthened 
once cruise tourism operations resume.  

The cruise liners have offered flexible booking options on their websites, which consists of request for a refund, 
lift and shift the plan to a future date and future cruise credit to book a new cruise. TUI Cruises and Hapag Lloyd 
(TUI Group 2020) produced a 10-point plan to reassure passengers and encourage more people into travelling 
again. Among these points are pre-boarding thermal image screening for travellers; social distancing; 40 per cent 
less guests; reduced table numbers in the restaurants; fewer participants in sports and entertainment activities; 
ships equipped with a laboratory and expanded medical teams. Crew members will undergo regular screening for 
COVID-19. Elderly people older than 70, who constitute a major segment of the passengers, are asked not to take 
cruises. Jenness et al. (2020) state that extreme restrictions in contact patterns during the network lockdown and 
idealistic clinical response scenarios could only avert a major outbreak of COVID-19. A change in the behavioural 
intervention and clinical diagnosis are necessary to prevent a massive impact of an outbreak. Limited passenger 
crew contacts for the crew and an early screening with PCR test and isolation of the individual upon diagnosis are 
suggested for the passenger. Cruise ship environment is the one in which the potential for critical transmission is 
very high. There have been several incidences of epidemic outbreaks in the cruise ships in the past. The denial of 
access to the ports and the medical facilities on-board to the infected passengers resulted in additional infections 
and psychological distress to the passengers and the crew. The reputational damage faced by the industry could be 
restored only if they adopt improved public health standards, resort to aggressive marketing and offer massive 
discount. 

2. Conclusion 

Cruise industry is a niche market in the travel and tourism industry catering to the more affluent sections of 
the tourists. This travel segment was witnessing an impressive growth over these years, but the outbreak of COVID-
19 has dealt a deadly blow to the cruise industry. While external threats such as terrorism, accidents or economic 
meltdown are not new to the cruise industry, the challenge posed by COVID-19 is unparalleled in terms of its 
immediate as well as long-term impact on the whole business. The very nature of cruises where the passengers are 
forced to interact with each other and with the crew in limited spaces makes cruises extremely vulnerable to the 
spread of this pandemic. The tragic stories of COVID-19-affected cruise liners anchored indefinitely near the ports, 
not able to disembark the passengers, will linger in the minds of potential travellers for a long time. 

The resolution to COVID-19 challenge to the cruise industry will emerge only as a part of the larger story of the 
triumph of humankind over this deadly pandemic. Invention of effective vaccines and its widespread administration 
to a sizeable section of population alone will decidedly end the onslaught of the pandemic. While cruise companies 
have initiated several measures to regain the confidence of customers and resume the voyages, it is yet to be seen 
how many tourists would express interest in tourism activity in an uncertain environment. Given the availability of 
a host of inland tourism options, cruise tourism will be one of the last options for the travellers due to its very 
limitations in terms of space on-board and high density of people in a given area. Considering the nature of the 
market with potential difficulties, the recovery of cruise industry from COVID-19 appears to be a slow and painful 
process. However, the growing participation of cruise tourists from various continents during earlier outbreaks and 
uncertainties indicate that regaining the lost cruise market is not very difficult, if the industry is ready to welcome 
them with attractive price discounts and safety measures. 
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1. Introduction 

Halal tourism is a journey to enjoy all-natural wealth and / or tourist attractions in a country with halal essence 
in it, but the activities are not only for Muslims but for all groups (Husen and Zhafira, 2019). Islam views tourism as 
something that needs to be implemented to take lessons from these activities, this is stated in QS Al-Mulk verse 15: 

"It is He who made the earth tame for you – so walk among its slopes and eat of His provision – and to Him is 
the resurrection" 

To encourage foreign exchange, the tourism sector can use (Kompas, 2019). With a Muslim population in 
Indonesia of 207,176,162 this will be an opportunity to develop halal tourism (Kavanillah and Ridlwan, 2018). With 
the development of halal tourism which is quite good, there must be adequate accommodation for Muslim and non-
Muslim tourists, such as lodging places (Satriana & Faridah, 2018). Islamic hotels make a significant contribution 
to tourism in Indonesia (Abdul, 2016). Islamic hotels make a significant contribution to tourism in Indonesia (Abdul, 
2016). With more and more hospitality businesses, the more and more intense competition in the service sector 
will also increase the choice of visitors to choose hotels (Mansyuroh, 2018).  

The marketing mix is used to run a business because the marketing mix is a tool to shape the characteristics of 
the services offered. The marketing mix consists of 4Ps (Product, Price, Place, Promotion) then added with 3P of 
services, namely People, Physical Evidence and Process (Kotler & Armstrong, 1997). Wilson (2012) presents the 
results of his research on the Islamic Marketing Mix, and he argues that the marketing mix for Islam will be different 
from the usual marketing mix. Then the research was continued by Hashim and Hamzah (2014), in which the results 
of their research resulted in a new concept regarding the Islamic Marketing Mix, in which the Islamic and 
contemporary perspectives should not be separated. This concept can be significant if it can be combined with 
modern marketing concepts. They also realize Islamic teachings into a marketing mix called 7P which consists of 
Pragmatism and Product, Pertinence and Promotion, Palliation and Price, Peer-Support and People, Pedagogy and 
Physical Environment, Persistence and Process & Patience and Place. 
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Abstract: By establishing Indonesia as a halal tourist destination in 2019. This has an impact on increasing 
tourists for vacation. In visiting a place, lodging accommodations such as hotels are taken into consideration. 
With so many hotels that have a sharia concept, there will be competing for customers. A contemporary 
marketing mix is a tool that marketers can use to shape a characteristic of the services offered. However, there 
is an integrated Islamic marketing mix which is a marketing concept by combining contemporary and Islamic 
marketing concepts. Therefore, this study aims to examine the effect of the integration of the Islamic marketing 
mix (Pragmatism and Product, Pertinence and Promotion, Palliation and Price, Peer-Support and People, 
Pedagogy and Physical Environment. The data collection technique used a questionnaire distributed online 
with a sample of 175 respondents who had stayed at Islamic hotels / inns in Indonesia. In analysing data using 
SPSS 21. The results of this study are Pragmatism and Product, Pertinence and Promotion, Palliation and Price 
and Peer-Support and People have no influence. Meanwhile, Pedagogy and Physical Environment, Persistence 
and Process as well as Patience and Place influence the decision to stay. 
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With a marketing mix, a business will get maximum results, especially for companies that run service 
businesses such as the hotel industry. Therefore, using the marketing mix is the most important thing. Then with a 
new concept regarding the integration of conventional and Islamic marketing. So how is the influence of each 
variable proposed by Hashim and Hamzah (2014) with a person's decision to stay at a sharia hotel. The things that 
are reported will be examined in this study. 

2. Literature Review 

Consumer behavior is a decision making in determining, buying, using and utilizing services, products and 
ideas to satisfy desires and needs (Firmansyah, 2018). In marketing itself, it cannot be separated from consumer 
behavior, if the needs of a consumer are not met, the consumer will show disappointed behavior (Hermawan, 2015). 
According to Kotler (2009) there are 2 factors that influence consumer behavior, first, controllable factors such as 
the marketing mix and second, factors that cannot be controlled but must be considered, such as cultural, social, 
personal, and psychological factors (Hermawan, 2015). 

A purchase decision will only occur if there are several alternative options (Schiffman and Kanuk, 2008). Kotler 
(2009) explains that in general consumers will experience the process of stages before deciding, which includes 
problem recognition, information search, alternative evaluation, purchase decisions and post-purchase behavior 
(Tehuayo, 2018). Engel et. al. (1994) stated that the process of a decision is influenced by several things such as 
individual differences, environment, marketing strategies and psychological processes. The purchase decision is 
made to be able to choose halal products, this is stated in QS Al-Baqarah paragraph 168: 

"O mankind, eat from whatever is on earth (that is) lawful and good and do not follow the footsteps of Satan. 
indeed, he is to you a clear enemy." 

Marketing management has the goal of making consumer opinions about a product such as in terms of trust 
and maintaining relationships between consumers and producers (Widyawati, 2015). This can be learned by 
planning, analysing and identifying what consumers want so that individual and organizational goals can be 
achieved. The marketing mix is a marketing tool in a company, which, if used, will produce any response the target 
market wants. In 2012 the Islamic Marketing Mix concept was developed by Wilson. He introduced the 7P for the 
Islamic Marketing Mix. Then followed by Hashim and Hamzah (2014).  

The meaning of Pragmatism and Products in Hashim and Hamzah (2014) also explained that the Prophet 
Muhammad SAW when trading he chose to sell goods that are not rotten and do not mix their products. Then the 
seller must sell the goods or services that the customer needs, and the seller must separate the products depending 
on their quality so that the customer can clearly select the product. In the Al-Quran Surah An-Nisa verse 29 which 
means: 

" O you who have believed, do not consume one another's wealth unjustly but only (in lawful) business by 
mutual consent. And do not kill yourselves (or one another). Indeed, Allah is to you ever Merciful." 

Pertinence and Promotion in Hashim and Hamzah's research (2014) it is also explained that a product must 
be communicated with ethical boundaries, because Islam prohibits the practice of “over promising”. Which means 
that the seller must inform the customer about the condition of their product, so that the customer does not feel 
cheated. In Surah An-Nur verse 11 which means: 

"Indeed, those who came with falsehood are a group among you. Do not think it bad for you; rather it is good 
for you. For every person among them is what (punishment) he has earned from the sin, and he who upon 

himself the greater portion thereof - for him is a great punishment." 
Palliation and Price in Hashim and Hamzah (2014) explain that palliation describes the minimization of 

difficulties faced by marketers and customers alike. In addition, price is not only about income and benefits, but also 
recognizes costs borne by customers. Examples are giving discounts to customers or the existence of financing cuts 
to ease their burden on making purchases when the economy affects such as inflation. 

Peer-Support and People in Hashim and Hamzah (2014) it is explained that the Prophet Muhammad SAW 
never disputed and deceived stakeholders and in carrying out transactions the seller must be kind to customers or 
buyers. With such an attitude, a salesperson will get blessings in sales and will increase enthusiasts more (Sumantri 
and Yuliza, 2015). 

Pedagogy and Physical Environment in Hashim and Hamzah (2014) explain that sellers must have good 
integrity in serving customers. That way you can build a good relationship between sellers and buyers. The 
importance of business ethics can be likened to the foundation of a building. This plays a very important role as a 
pillar and a foundation in building a building framework (Mardoni, 2017). If there is not all of that then you cannot 
build a building, it is the same as no business without ethics, honesty, and integrity in it. 

Persistence and Process can be interpreted that customer may have a first impression in terms of processes 
such as delivery and persistence described by marketers (Hashim and Hamzah, 2014). In Islam, the buying and 
selling process must reach a mutual agreement. In Surat An-Nisa verse 29 describes the practice of buying and 
selling regarding agreements or negotiations, namely: 
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" O you who have believed, do not consume one another's wealth unjustly but only (in lawful) business by 
mutual consent …" 

The last is Patience and Place in Hashim and Hamzah (2014) explain that the distribution process in an Islamic 
economy must be in accordance with the principles of sharia. In distributing the product, it must be evenly 
distributed so that all consumers can enjoy the product (Syukur, 2018). In distribution, it is also not allowed to 
commit wrongdoing to other competitors. 

A sharia hotel can be defined as a hotel which in the procurement, provision and use of products and facilities 
as well as in their operations do not violate sharia rules (Sofyan, 2011). Where sharia hotels have their own criteria 
ranging from facilities that can separate men and women, checking guests at check-in, marketing it must be open to 
anyone, food and drinks provided must be halal food and drinks and in decorating it must be adjusted to value 
beauty in Islam. 

In this study it is based on previous research on which the research is based, here is a table of previous studies: 

Table (1): Previous Research 

No. Researcher Name / Research Title Variable Analysis Tools Result 
1. Christiyanto and Astutik (2018) "Integrated 

Marketing and Customers Decision Saving 
Funds in Islamic Banks" 

Dependent Variable: 
Decision to Buy 
Independent Variable: 
1. Pragmatism and 

Product (X1) 
2. Pertinence and 

Promotion (X2) 
3. Palliation and Price (X3) 
4. Peer-Support and 

People (X4) 
5. Pedagogy and Physical 

Environment (X5) 
6. Persistence and Process 

(X6) 
7. Patience and Place (X7) 

SEM-PLS method 
using the WarpPLS 

5.0 analysis tool 

The results of this study conclude that 
Pragmatism, Persistence and 
Pertinence affect customer decisions to 
save at Islamic Banks, while Palliation, 
Patience, Peer-Support, and 
Pedagogy does not affect the 
customer's decision to save in Islamic 
Bank. 

2. Gatot Wijayanto (2015) "The Effect of Service 
Marketing Mix in Choosing the Decision to 
Consumer Services Hotel: Studies in Hotel 
Grand Zuri Pekanbaru" 

Dependent Variable: 
Decision to Choosing 
Independent Variable: 
1. Product 
2. Price 
3. Place 
4. Promotion 
5. People 
6. Physical Evidence 
7. Process 

SPSS The study concluded that based on the 
results of the analysis of statistical test 
calculations showed the simultaneous 
marketing mix factor (overall test) had 
a significant influence on consumer 
decisions in choosing the Grand Zuri 
Pekanbaru hotel. The marketing mix of 
Grand Zuri Hotel services partly 
through product, place, promotion, 
process variables has no significant 
effect, while price, person and physical 
evidence variables have a significant 
influence on consumer decisions in 
using Grand Zuri Hotel Pekanbaru 
services. 

3. Sadaf Alam, Rafia Alam, Dr Riaz Ahmed & 
Waseem Ahmed (2017) "Discriminant 
Analysis of Marketing Mix Factors' in 
influencing th Use of Hotel Services in 
Pakistan" 

Dependent Variable: 
Choice of Accommodation 
Independent Variable: 
1. Product 
2. Price 
3. Place 
4. Promotion 
5. People 
6. Physical Evidence 
7. Process 

SPSS This study encourages tourism and 
hospitality industry players to have an 
understanding of Pakistani domestic 
and international tourists so that they 
can focus their marketing strategies. 
Tourist attractions must be in an easily 
accessible location so as to attract 
visitors. In the case of price fixing, it 
must be in line with the domestic 
market's ability to pay for the product. 
Marketers should manage their 
product portfolios so they can find new 
ways to satisfy their visitors and 
differentiate their offerings from 
competitors. Due to the invisible nature 
of services, marketers need to find 
ways to take advantage of the service 
experience. The tourism ministry 
should have market partnerships and 
associations with organizations that 
offer tour, travel and hospitality 
services. 

4. Nurdin Sobari, Hardius Usman and M. Zainul 
Wathani (2017) "The Influence of Sharia 
Compliance and Marketing Mix on 
Satisfaction and Intention of Muslim Tourist 
to Revisit Sharia Hotel" 

Dependent Variable: 
Muslim tourist satisfaction 
Independent Variable: 
1. Product 
2. Price 
3. Promotion 
4. Place 
5. People 
6. Process 
7. Physical Evidence 

SPSS This study shows that sharia 
compliance, products, prices, processes 
and physical evidence have a positive 
and significant impact on the 
satisfaction of Muslim tourists staying 
at Islamic hotels. 
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5. Widyarini and Fitri Kartini (2014) "Variables 
Affecting the Decision to Choose Sharia 
Hotels" 

Dependent Variable: 
Service Use Decisions 
Independent Variable: 
1. Product 
2. Rates 
3. Advertisement 
4. Location 
5. Service 
6. Process 
7. Physical Means 

SPSS Variable test results, hotel guests' 
perceptions of products, rates and 
processes have no effect on hotel guest 
decisions to stay. Meanwhile, 
advertisements, location, services and 
physical facilities influence the 
decisions of hotel guests to stay. 

 

Research from Chirstiyanto and Astutik (2018) shows that Pragmatism and Product, Persistence and Process 
& Pertinence and Promotion have an influence on the decision to save in Islamic banks. Meanwhile, Patience and 
Place, Pedagogy and Physical Environment, Peer-Support and People & Palliation and Price have no influence on 
the decision to save in an Islamic bank. 

Based on the explanations and theories that have been described, in this study, the measured aspects of the 
decision to stay (guests) at a sharia hotel / lodging (CD) include Islamic Marketing Mix Integration, namely: 
Pragmatism and Product (X1), Pertinence and Promotion (X2) , Palliation and Price (X3), Peer-Support and People 
(X4), Pedagogy and Physical Environment (X5), Persistence and Process (X6) & Patience and Place (X7). Then Here 
is a framework for developing a hypothesis: 

 
 
 
 
 
 
 
 
 

 

 

 

Figure (1): Research Model  

Based on the explanation above, previous research and research framework, the first hypothesis can be 
proposed,  Pragmatism and Product (PP1) influence the decision to stay at sharia hotel / inns; Pertinence and 
Promotion (PP2) influence decisions to stay at sharia hotels / inns; Palliation and Price (PP3) do not influence 
decisions to stay at sharia hotels / inns; Peer-Support and People (PP4) have no influence on decisions to stay at 
sharia hotels / inns; Pedagogy and Physical Environment (PP5) do not influence decisions to stay at sharia hotels / 
inns; Persistence and Process (PP6) influence the decision to stay at sharia hotels / inns; Patience and Place (PP7) 
do not influence the decision to stay at sharia hotel / lodging. 

3. Methods 

The objects used in this study are hotel guests who have stayed at sharia hotels / inns in Indonesia, whether 
it's star-rated hotels or not. In this study, the method used is a survey method with the type of questionnaire which 
is conducted online. The level of significance used in this study is 5%. Determination of the number of samples in 
this study using Roscoe's theory, namely the number of sample members is at least 10 times the number of variables 
studied. So that the number of samples used is at least 80 respondents. However, the respondents collected in this 
study were 175 respondents. In this research, descriptive analysis and hypothesis testing were carried out. Data 
analysis using SPSS 21. The indicators used in this study are as follows: 

Table (2): Operational Variables 

Variable Definition Indicator Instrument 
Pragmatism and 
Product (PP1) 

Assessing truth and 
meaning based on 
scientific and real-world 
approaches (Wilson 
2012 in Hashim and 
Hamzah, 2014) 

1. These sharia hotels / inns only provide halal food and drinks 
2. Services at these sharia hotels / inns meet sharia service 

standards (such as the direction of the Qibla for each room, there 
is a prayer room, employees dress modestly) 

3. During my stay at this sharia hotel / inn, I got peace of mind 
4. During my stay at the hotel / inn, I did not see or listen to 

someone who had committed an act that was not against Islamic 
law 

(Widyarini & Kartini, 2014 and Christiyanto & Astutik, 2018) 

Likert Scale 
(1-5) 

Pertinence and 
Promotion (PP2) 

Shows the relevance and 
application of sharia so 

1. Information about the facilities obtained is clear (such as price 
and what is obtained). 

Likert Scale 
(1-5) 
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that customers do not 
feel cheated (Wilson 
2012 in Hashim & 
Hamzah, 2014) 

2. How to promote attractive and transparent (be it on the official 
website, Instagram or hotel booking applications) 

3. Information about the hotel / inn is easy to find 
4. The information displayed in the hotel booking application is 

clear 
(Widyarini & Kartini, 2014 and Christiyanto & Astutik, 2018) 

Palliation and Price 
(PP3) 

Selling goods or services 
at a price in accordance 
with the existing 
circumstances. 
(Hashim & Hamzah, 
2014) 

1. The price given is in accordance with the room facilities  
2. The price given is proportional to the service 
3. The price range offered is appropriate 
4. There are attractive promos displayed on Instagram / application 

and hotel booking sites 
(Kara, Parmitasari, Alwi and Risna, 2019 and Christiyanto & Astutik, 
2018) 

Likert Scale 
(1-5) 

Peer-Support and 
People (PP4) 

Serve customers well, 
there are no lies or 
conflicts with customers. 
(Hashim & Hamzah, 
2014) 

1. When checking in and checking out the receptionist is always 
friendly. 

2. Security is friendly while in the hotel / inn 
3. Office Boy does not interfere with comfort while at the hotel / inn  
4. The receptionist is responsive to my complaints 
(Widyarini & Kartini, 2014 and Christiyanto & Astutik, 2018) 

Likert Scale 
(1-5) 

Pedagogy and 
Physical 
Environment (PP5) 

Integrity or things that 
can be shown that are 
good in serving 
customers. In order to 
establish good relations 
between the two parties. 
(Hashim & Hamzah, 
2014) 

1. The hotel / inn has a large building  
2. The hotel / inn has supporting facilities for worship (prayer room 

or mosque) 
3. The hotel rooms are clean 
4. The hotel / inn provides prayer equipment in each room. 
(Widyarini & Kartini, 2014 and Christiyanto & Astutik, 2018) 

Likert Scale 
(1-5) 

Persistence and 
Process (PP6) 

A clear agreement 
regarding the 
transactions carried out 
by the seller and the 
buyer in order to avoid 
misunderstanding. 
(Hashim & Hamzah, 
2014) 

1. In the hotel booking process, the facilities that will be obtained 
have been explained 

2. The processing of food and beverage ingredients is guaranteed to 
be halal 

3. The booking procedure either through the website or hotel 
booking application is guaranteed to be the same. 

4. In marketing the product, the hotel / inn explains the halal 
aspects of the hotel 

(Christiyanto & Astutik, 2018) 

Likert Scale 
(1-5) 

Patience and Place 
(PP7) 

Distribute their products 
and services properly 
and pay attention to 
access coverage. 
(Hashim & Hamzah, 
2014) 

1. The hotel / inn has a strategic location (close to the city center) 
2. The location of the hotel / inn is close to public transportation 
3. The environment around the hotel / inn is Muslim friendly 
4. The location of the hotel / inn is close to the location to be 

addressed. 
(Widyarini & Kartini, 2014 and Christiyanto & Astutik, 2018) 

Likert Scale 
(1-5) 

Stay Decision (Y) Actions directly involved 
in obtaining, consuming 
and spend on products 
and services, and there 
are decision processes 
that precede and follow 
these actions. (Umar, 
2000 in Supriyanto & 
Taali, 2018) 

1. The hotel / lodging provides necessities with halal hotel 
standards (prayer tools, Qibla direction, prayer room / mosque) 

2. Information about hotel / lodging products is easy to get (see 
reviews from social media / hotel booking applications or 
opinions from relatives) 

3. When I want to stay at a hotel / inn with a halal concept, I will 
choose the hotel / inn that I choose as my first choice.  

4. My decision to choose the hotel / inn was right, because the 
expectations and reality match the information I got 

5. I was satisfied with the hotel / lodging I chose and would 
recommend to others 

(Supriyanto & Taali, 2018) 

Likert Scale 
(1-5) 

 

Table 2 above explains the indicators that will be proposed to the respondents later. For the independent 
variable or variable X, there are 4 questions. As for the dependent variable or variable Y there are 5 questions. In 
determining indicators, the researcher refers to several previous studies. By measuring using a Likert scale of 1 to 
5, where 1 means Strongly Disagree and 5 Strongly Agree. 

4. Data Analysis 

The respondents used were 175 respondents who met the research criteria. From all respondents who fill in 
the following is a table of results that summarizes the overall characteristics of the respondents: 

Table (3): Respondent Data 

Respondent Data Number of Respondents Percentage (%) 

Gender Female 87 49.71 
Male 88 50.29 

Age <17 Years 10 5.71 
18-28 years 43 24.57 
29 - 39 years  84 48 
> 40 Years 38 21.72 

Religion Islam 175 100 
Non-Islamic 0 - 

Origin Sumatra 33 18.86 
Java 105 60 
Kalimantan 11 6.29 
Sulawesi 14 8 
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Bali, NTT and NTB 5 2.85 
Maluku and Papua 7 4 

Profession Housewife 20 11.42 
General employees 65 37.15 
Student / College Student 17 9.71 
Government Employees/ BUMN 27 15.43 
Entrepreneur / Trader  46 26.29 

Number of visits 1 time 110 62.86 
2– 4 times 54 30.86 
> 5 times 11 6.28 

Reasons for visiting Work 60 34.29 
Holidays / Sightseeing 28 16 
Training / Seminar 87 49.71 

Based on table 3 above, it can be concluded that in general the respondents who filled in were male, amounting 
to 88 respondents (50.29%) with the largest age range being 29 - 39 years as many as 84 respondents (48%). Of 
the total respondents, 175 respondents are all Muslim. Based on the occupation of the most respondents are in 
private employee jobs with 65 respondents (37.15%). The highest number of visits was 1 time with 110 
respondents (62.86%), the reason they visited the most was for training / seminars with 87 respondents (49.71%) 
for the origin of the most respondents from Java Island 105 (60%). Then here are the names of the hotels mentioned 
by the respondents: 

Table (4): Name of Sharia Hotel 

No. Hotel Name Territory Number of Respondents % 
1 Aedo Hotel Syariah (Bukittinggi) Sumatra 5 2.86 
2 Akbar Hotel Syariah (Purwokerto) Java 1 0.57 
3 Al Badar Hotel Syariah (Makassar) Sulawesi 5 2.86 
4 Al Faith Syariah (Tegal) Java 1 0.57 
5 Al Thalib Hotel Syariah (Jakarta) Java 5 2.86 
6 Alyah Guest House Syariah (Ambon) Maluku and Papua 2 1.14 
7 Arrayan Malioboro Syariah Java 1 0.57 
8 Bayt Kaboki Hotel (Bali) Bali, NTT, NTB 2 1.14 
9 Bluebells Express Hotel Syariah (Malang) Java 2 1.14 

10 Cinnamon Hotel Boutique Syariah (Bandung) Java 3 1.71 
11 Daarul Jannah Hotel (Bandung) Java 1 0.57 
12 D'Gria Hotel Syariah (Serang) Java 2 1.14 
13 DWD Hotel Syariah (Banjarmasin) Borneo 2 1.14 
14 Ermahadi Homestay Syariah (Blitar) Java 1 0.57 
15 Grand Bunda Hotel Syariah (Bukittinggi) Sumatra 4 2.29 
16 Grand Dafam Rohan (Yogjakarta) Java 1 0.57 
17 Grand Kalimas Hotel Syariah (Surabaya) Java 4 2.29 
18 Grand Madani Syariah (Mataram) Bali, NTT, NTB 1 0.57 
19 Hannah Hotel Syariah (Painan) Sumatra 1 0.57 
20 Home Anaya Hotel Syariah (Medan) Sumatra 2 1.14 
21 Hotel Adilla Syariah (Yogjakarta) Java 5 2.86 
22 Hotel AIA Putih Syariah (Payakumbuh) Sumatra 1 0.57 
23 Hotel Al Zara Syariah (Yogjakarta) Java 2 1.14 
24 Grand Darussalam Syariah Hotel (Medan) Sumatra 5 2.86 
25 Hotel Green Alia Cikini (Jakarta) Java 1 0.57 
26 Hotel Griya Duta (Banjarmasin) Borneo 1 0.57 
27 Hotel House of Eva (Jakarta) Java 5 2.86 
28 Hotel Ibrahim Syariah Simpang Lima (Semarang) Java 4 2.29 
29 Aceh House Islamic Hotel Sumatra 1 0.57 
30 Hotel Kyriad Pesonna Gresik  Java 2 1.14 
31 Hotel Madani (Medan) Sumatra 8 4.57 
32 Hotel Mira Syariah (Cirebon) Java 2 1.14 
33 Hotel Narapati Indah Syariah (Bandung) Java 2 1.14 
34 Hotel Nusantara Indah (Jakarta) Java 1 0.57 
35 Hotel Nusantara Syariah (Lampung) Sumatra 3 1.71 
36 Hotel Prima Graha Syariah (Kudus) Java 1 0.57 
37 Hotel Putra Mulia Syariah (Bekasi) Java 1 0.57 
38 Riez Palace (Tegal) Hotels Java 2 1.14 
39 Hotel Sofyan Inn Unisi (Yogjakarta) Java 1 0.57 
40 Hotel Syariah Atiqah (Pinrang) Sulawesi 3 1.71 
41 Hotel Syariah Walisongo (Surabaya) Java 7 4 
42 Zahra Hotels (Kendari) Sulawesi 2 1.14 
43 Lingga Hotel (Bandung) Java 3 1.71 
44 Jakarta Jaya Hotel Syariah Java 1 0.57 
45 Mangkuto Hotel Syariah (Payakumbuh) Sumatra 1 0.57 
46 N1 Hotel Syariah (Ternate) Maluku and Papua 1 0.57 
47 Novon Family Hotel (Malang) Java 1 0.57 
48 Namira Syariah Hotel (Surabaya) Java 2 1.14 
49 Permata Hati Hotel and Convention Center (Aceh) Sumatra 2 1.14 
50 OYO 343 Lawang 15 Syariah (Palembang) Sumatra 2 1.14 
51 Orange Homes Syariah (Bandung) Java 2 1.14 
52 Primaesa Residence (Manado) Sulawesi 2 1.14 
53 Q Grand Dafam Syariah (Banjarbaru) Borneo 4 2.29 
54 Pesonna Hotel (Semarang) Java 1 0.57 
55 Red doorz Sharia - 2 1.14 
56 Hotel Semesta (Semarang) Java 5 2.86 
57 Ruby Hotel Syariah (Bandung) Java 2 1.14 
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58 Royal Homy Syariah (Yogjakarta) Java 1 0.57 
59 Seroja Hotel Syariah (Balikpapan) Borneo 3 1.71 
60 Sofyan Hotel Cut Meutia Cikini Java 4 2.29 
61 Sofyan Hotel Soepomo Tebet  Java 3 1.71 
62 Syariah Hotel Solo Java 5 2.86 
63 Syariah Lombok Hotel Bali, NTT, NTB 2 1.14 
64 Sulaiman Residence Syariah (Padang) Sumatra 1 0.57 
65 The Amrani Syariah Hotel (Solo) Java 2 1.14 
66 Sharia Radho Hotel (Malang) Java 3 1.71 
67 The Garden Syariah Hotel (Bogor) Java 1 0.57 
68 ZEN Rooms Syariah - 5 2.86 
69 UQ Hotel Syariah (Palu) Sulawesi 2 1.14 
70 Wisma Pakuan Syariah Hotel (Bogor) Java 2 1.14 
71 The Wahidah Syariah Hotel (Banyuwangi) Java 2 1.14 
72 The Grand Santhi Hotel (Denpasar) Bali, NTT, NTB 2 1.14 

 Total  175 100 

From table 4 above shows that Hotel Madani is a hotel that is often mentioned by respondents as many as 8 or 
the equivalent of 4.57%. Followed by Hotel Syariah Walisongo Surabaya with 7 respondents or 4%, then there are 
Aedo Hotel Syariah, Al Badar Hotel Syariah, Al Thalib Hotel Syariah, Hotel Adilla Syariah, Hotel Grand Darussalam 
Syariah, Semesta Hotel Semarang, Hotel House of Eva, Syariah Hotel Solo and ZEN Rooms Syariah has the same 
number of respondents, namely 2.86% or 5 respondents. Grand Bunda Hotel Syariah, Grand Kalimas Hotel Syariah, 
Hotel Ibrahim Syariah Simpang Lima, Q Grand Dafam Syariah, and Sofyan Hotel Cut Meutia Cikini has a number of 
respondents, namely 4 respondents. For the names of Sharia hotels or inns that have 3 or 1.71% respondents, 
Cinnamon Hotel Boutique Syariah, Hotel Nusantara Syariah, Hotel Syariah Atiqah Pinrang, Lingga Hotel, Seroja 
Hotel Syariah, Sofyan Hotel Soepomo Tebet, and Syariah Radho Hotel. There are 24 hotels or inns that have the same 
number of respondents, namely 2 or the equivalent of 1.14%, their names are, Alyah Guest House Syariah, Bayt 
Kaboki Hotel, Bluebells Express Hotel Syariah, D'Gria Hotel Syariah, DWD Hotel Syariah, Home Anaya Hotel Syariah, 
Hotel Al Zara Syariah, Hotel Kyriad Pesonna Gresik, Hotel Mira Syariah, Hotel Narapati Indah Syariah, Hotel Riez 
Palace, Hotel Zahra Kendari, Namira Syariah Hotel, Permata Hati Hotel and Convention Center, OYO 343 Lawang 15 
Syariah, Orange Homes Syariah , Primaesa Residence, Red doorz Syariah, Ruby Hotel Syariah, Syariah Lombok Hotel, 
The Amrani Syariah Hotel, UQ Hotel Syariah, Wisma Pakuan Syariah Hotel, The Wahidah Syariah Hotel and finally 
The Grand Santhi Hotel. 

And if seen of the 175 respondents who filled in the name of the hotel, the island of Java was in the first rank 
of 42 Sharia hotels / inns. Then followed by the island of Sumatra with 13 Sharia hotels / inns. Furthermore, there 
are the islands of Sulawesi with 5 names of Sharia hotels / inns. For the islands of Kalimantan and Bali, NTT & NTB, 
4 respondents mentioned 4 names of Sharia hotels / inns. Finally, there are Maluku and Papua, there are 2 
respondents who mentioned the names of the Sharia hotels / inns in the area. 2 respondents only mentioned the 
name of the hotel in general without giving specific details. 

The following is a table that shows the study variables descriptive analysis: 

Table (5): Descriptive Analysis Results 

 N Mean Per Indicator Mean Per Variable 

PP11 175 4.69 

4.50 
PP12 175 4.41 
PP13 175 4.45 
PP14 175 4.45 
PP21 175 4.35 

4.31 
PP22 175 4.25 
PP23 175 4.51 
PP24 175 4.13 
PP31 175 4.38 

4.25 
PP32 175 4.33 
PP33 175 4.33 
PP34 175 3.95 
PP41 175 4.65 

4.52 
PP42 175 4.47 
PP43 175 4.54 
PP44 175 4.42 
PP51 175 4.07 

4.24 
PP52 175 4.38 
PP53 175 4.63 
PP54 175 3.86 
PP61 175 4.14 

4.29 
PP62 175 4.72 
PP63 175 4.22 
PP64 175 4.06 
PP71 175 4.46 

4.43 
PP72 175 4.33 
PP73 175 4.36 
PP74 175 4.58 

Source: Results of Data Processing with SPSS 21 
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From table 5 above, it shows that the average value of the overall PP62 with a value of 4.72 is in the very good 
category. The content of the indicator is regarding the processing of food and beverage ingredients, guaranteed to 
be halal. This illustrates that the respondent checks very carefully about the processing of food and beverages 
served. When viewed from each of the indicators for PP1 which have the highest mean or average value is in PP11 
with a value of 4.69 this is in the very good category. This means that respondents are very aware that a sharia hotel 
/ inn only provides halal food and drinks. Overall, from this PP1, the average value is 4.50. This means that the 
respondent has a very good attachment to the indicators given. 

Then for PP2, the highest average answer lies in PP23, namely 4.5. This means that the information a 
respondent is looking for about hotels / inns should be very easy to get. Overall, the average value of the 4 indicators 
is 4.31. This shows that on average the respondents are very good at understanding what is being informed by the 
sharia hotel / lodging. The highest average value for PP3 lies in PP31 at 4.37. Respondents know very well that the 
price is directly proportional to the facilities that will be obtained. Overall, the average value of the 4 indicators is 
4.25. This indicates that the price will affect what you will get later and the respondents already know this very well. 

The highest mean value for PP4 is PP41 at 4.65, this is in the very good category. With a friendly receptionist 
both at check in and check out, it will affect the choice of respondents in choosing sharia hotels / inns. The average 
value obtained is 4.52. This illustrates that the respondent knows very well that what the hotel / lodging sells is not 
only rooms but also services, which cannot be measured with certainty. The highest mean value for PP5 is at PP53 
at 4.62. Respondents argue that a sharia hotel is seen as a clean hotel room. Overall, from the four indicators, the 
average value is 4.24. This is classified as very good, because it means that the respondents pay attention to the 
environment and the physical form of the hotel / inn. 

The highest average value for PP6 was PP62 at 4.72. Respondents are very concerned about how the process 
of food and drinks served must be according to the guidelines to maintain halalness. Overall, the average value of 
the four indicators is 4.29. This illustrates those respondents are very concerned about how the process is applied 
by the hotel / inn. The highest average value for PP7 lies in PP74, namely 4.58. Respondents thought that the hotel 
/ lodging they chose had to be close to the destination of the lodgers. The average value of all indicators is 4.43. 
This illustrates that the respondent will behave very well if the location of the hotel / inn can reach all, such as 
public transportation, the location they want to visit, friendly to Muslims and strategic.  

After descriptive analysis, then hypothesis testing is carried out. From the coefficient determination test R2 
results in an Adjusted R Square of 0.341 or 34.1%. This illustrates that34.1% of decisions to stay are influenced by 
the independent variables used in this study. Meanwhile, 65.9% explained by other variables outside the research 
model. When viewed from the whole using the F test. The data results show Fcount value of 13,839. From the quick 
look method, it can be seen that Fcount> 4, it can be stated that Ho is rejected. And if it is seen from the ANOVA table 
with 7 independent numbers and 175 samples used, it can be obtained that the Ftable value is 2.06. It can be stated 
that Ho is rejected, because Fcount> Ftable. It can be concluded that all variables of integration of the Islamic marketing 
mix have a simultaneous influence on the decision to stay at a hotel / lodging in sharia. Furthermore, to prove the 
initial hypothesis, a t test was carried out to see whether there was any influence from each of the independent 
variables on the dependent variable. The following are the results of data processing: 

Table (6): t test results 

Variable ttest ttable sig. α Hypothesis Results 

PP1 1,935 1.97 0.055 0.05 The initial hypothesis was rejected 

PP2 1,485 1.97 0.140 0.05 The initial hypothesis was rejected 

PP3 1,475 1.97 0.142 0.05 The initial hypothesis is accepted 

PP4 0.219 1.97 0827 0.05 The initial hypothesis is accepted 

PP5 3,484 1.97 0.001 0.05 The initial hypothesis was rejected 

PP6 2,969 1.97 0.003 0.05 The initial hypothesis is accepted 

PP7 2,403 1.97 0.017 0.05 The initial hypothesis is accepted 

Source: Results of Data Processing with SPSS 21 

Table 6 shows that there is There are 4 variables that do not affect the decision to stay at a sharia hotel / 
lodging, namely pragmatism and product, pertinence and promotion, palliation, and price & peer-support and 
people. This can be seen from the smaller ttest than ttable or sig. value greater than the α value. Meanwhile, the 
variables that influence the decision to stay at a sharia hotel / lodging are pedagogy and physical environment, 
persistence and process & patience and place. This can be seen from the value of the ttest is greater than the ttable 
or sig. value smaller than the α value. 

5. Discussion 

The results of this study indicate pragmatism and the product does not influence the decision to stay at a hotel 
/ lodging in sharia. This means that hotel guests decide to stay overnight because of other factors. For questions 
regarding hotels only providing halal food and drinks, services must meet sharia service standards, get inner peace 
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and there are no actions that are against Islamic law. Respondents assumed that the questions asked were not that 
important because it was an obligation for sharia hotels / inns to implement all of these. Therefore, the management 
of sharia hotels / inns can continue to maintain the standards of sharia hotels, or it can also be seen from the 
indicators in this study, namely maintaining halal food and drinks. 

The test results show that there is no effect of pertinence and promotion of decisions to stay at sharia hotels / 
inns. Perhaps the cause of the different results from previous research is thought to be due to differences in the 
object and number of research samples. The respondents can assume that information on facilities, attractive and 
transparent promotions, the ease of getting information both in the hotel reservation application and the hotel / 
lodging website cannot influence respondents to stay at Islamic hotels / inns. It is possible that in informing the 
management services of sharia hotels / inns it is still not comprehensive, especially nowadays, which use technology 
to book hotels. Then it would be great if the information was clearly and transparently presented in the hotel 
booking application. 

From the test results, it shows that the palliation and price do not influence the decision to stay at a sharia 
hotel / lodging. Respondents no longer consider prices when they want to stay. It is possible that the respondents 
assumed that transparency in setting prices would certainly match the facilities that would be obtained. So, the 
management has set prices according to the facilities. And in terms of service, it is also equivalent to the price you 
get. Then the promos offered are very attractive for customers to stay. 

In this study shows that there is no relationship between peer-support and people with the decision to stay 
overnight. This suggests that the respondents may not perceive the receptionist as friendly at times check in nor 
check out as well as responding to complaints, security is always friendly and office boy not disturbing the comfort 
is something that should be done by sharia hotels / inns. Because they are selling a service that doesn't look real 
they should pay attention to this. Hotel / inn management has certainly implemented and paid attention to attitudes, 
behaviors and actions to maintain the comfort and safety of guests. 

From the results of research, pedagogy and physical environment influence the decision to stay at Islamic 
hotels / inns. This means it is assumed that the respondents before their stay would pay attention to the availability 
of places of worship facilities, the size of the hotel / lodging building, cleanliness in hotel rooms and worship 
equipment. It is recommended that the management of sharia hotels / inns continue to improve 2 things, namely, 
firstly in terms of physical forms such as improving worship facilities (there are mosques / prayer rooms, prayer 
tools, and facilities on websites and Islamic hotel / lodging booking applications). Second, in the intangible form, 
namely in terms of building relationships between guests and visitors, this is useful for the long term for the 
company. 

The test results show that persistence and process there is an influence on the decision to stay overnight. It is 
possible that the respondents pay attention to all processes starting from facilities in hotel reservations, processing 
food and beverage ingredients, and marketing must be in accordance with what is so that it can avoid 
misunderstandings from each party. It would be better if the management of Islamic hotels / inns is very 
transparent in terms of food and beverage processing, as well as the hotel reservation process both on the website 
and application to be made easier and in terms of marketing halal hotels / inns, it must be clear. By doing the above 
things can minimize misunderstandings from guests and make guests feel at home. 

The result of the test states patience and place influences the decision to stay at a Sharia hotel / lodging. It is 
assumed that the respondents in choosing their Sharia hotel / lodging will look at their location, such as whether it 
is close to the city center, close to public transportation, a location that is friendly to Muslims and if you want to go 
somewhere, the place of the hotel / lodging must be close to it. So, the management of Islamic hotels / inns can pay 
attention to the location of Islamic hotels / inns, because hotel guests want to visit the places they want to go to 
(training outside the city or work outside the city) and close to the city center (for visitors who are on vacation or 
sightseeing) and the place should be close to public transport so they can stay overnight. 

6. Conclusion 

The results showed that simultaneously the integration of the Islamic marketing mix influences the decision 
to stay at a hotel / lodging in sharia. Whereas partially or individually the variables of pragmatism and product, 
pertinence and promotion, palliation, and price & peer-support and people have no influence on decisions to stay 
at sharia hotels / inns and for pedagogy and physical environment, persistence and process & patience and place 
influence decisions to stay at sharia hotels / inns. 
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