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Abstract

As the drivers of globalization remove barriers
which traditionally segmented the competitive
environments of small and large firms, firms of all
sizes are beginning to share the same competitive
space. Symbiotic arrangements are evolving
through which smaller firms enter the value chains
of larger firms, to the benefit of both sides. Using
a conceptual framework with illustrative examples,
this paper explains how smaller firms can use
symbiotic, collaborative arrangements with larger
firms to overcome inherent constraints of size, and
to achieve the efficiencies required for world-class
competitiveness.

Introduction

The global competitive environment is changing
dramatically. Competition in international markets
was traditionally the realm of large companies, with
smaller businesses remaining local or regional.
Now, however, drivers of globalization are removing
the barriers which segmented the competitive
environments of small and large firms. Firms of all
sizes are beginning to share the same competitive
space (Dana, Etemad & Wright, 1999a, 1999b).
As a consequence, it is increasingly difficult for
independent, small firms to thrive on their own
unless they are globally competitive — whether
they enter the global arena or not.

A promising way for small- and medium-
sized enterprises (SMEs)[1] to increase their global
competitiveness is to form co-operative market
relationships with larger, multinational enterprises
(MNEs). Such arrangements allow small firms to
reach global markets and to achieve economies
of scale, by integrating into the supply chains of
the larger firms. At the same time, competitive
pressures in the global environment are forcing

large firms to reduce costs through greater
specialization, which they often achieve by out-
sourcing value-added functions to smaller firms.
New symbiotic relationships are thus created which
allow smaller firms to achieve the expanded reach
and efficiencies associated with internationalization
more rapidly and effectively than they could on their
own. In Western business systems, collaborative
arrangements between small firms and large firms
have traditionally been transaction-based; in other
words, they can be terminated at the will of either
(usually the larger) party. The newer arrangements,
illustrated in this paper, are characterized instead
by interdependence, with each party relying on the
other in a sustained, ongoing manner. In a truly
symbiotic relationship, neither party can compete
effectively without the continued contribution of the
other.[2]

This paper examines the growing use of
collaborative arrangements by internationalizing
small businesses, with an emphasis on networks
of small and large firms. It first reviews the literature
on small-business networks, and examines the
traditional processes of SME internationalization.
A conceptual framework is then developed for a
better understanding of how inter-firm collaboration
can allow SMEs to achieve global market position,
and larger firms to gain cost reduction and greater
flexibility, through symbiotic relations between
the large and the small firms. lllustrative case
examples are provided. A concluding section
discusses the relevance of such collaboration for
marketing managers.

Small-Firm Networks

There exists a rich literature on networks of small
firms. Aldrich and Zimmer (1986) investigated
social networks and their impact on self-
employment, concluding that networking may
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be an essential requirement for entrepreneurial
success. Aldrich, Rosen and Woodward (1987)
also found network accessibility to be significant in
predicting the success of business start-ups. Other
researchers who have found networks to be central
to entrepreneurial activity include: Aldrich (1989);
Birley (1985); Carsrud, Gaglio and Olm (1986);
Dubini and Aldrich (1991); Johannisson (1987);
OIm, Carsrud and Alvey (1988); and Shaver and
Scott (1991). Evidence of the growing importance
of networking in a specifically international context
is provided by Dunning (1995) and by Holm,
Eriksson and Johanson (1997).

Some researchers have attributed importance
to networking among entrepreneurs of similar
cultural or ethnic affinities. Aldrich, Jones and
McEvoy (1984), for example, focused on networks
between immigrant entrepreneurs and their
country of origin; while Werbner (1984) examined
networking among Pakistani entrepreneurs in the
United Kingdom. Aldrich and Zimmer (1986) found
ethnic networks in England to be effective, and
Boissevain and Grotenbreg (1987) showed that
small firms in Amsterdam succeed within a social
support network. Finally, lyer and Shapiro (1999)
demonstrated how expatriate ethnic entrepreneurs
leverage theirmembership in local ethnic networks,
in the countries to which they had emigrated, to
import from their country of ethnic origin. These
business people thus infused international activity
into the supply and value chains of the social/
ethnic networks in both countries.

Here are a few examples of marketing networks
among small businesses, from around the world:

» Of two million enterprises in Japan, only 1
per cent are large firms. About 80 per cent
of the workforce is employed by chusho
kigyo: retail firms with up to 30 employees,
wholesalers with up to 100, or others with up
to 300 employees or with share capital not
exceeding 100 million yen. Yet, Japan is a
country in which large size is usually desirable
in industrial activity: an old proverb teaches,
“When seeking a shelter, look for a big tree.”
Applied to entrepreneurs, this philosophy
means, “Join a network!” Indeed, rather than
competing with large firms, entrepreneurs
in Japan cooperate with them, serving as
suppliers, assemblers, distributors and
service providers in intricate keiretsu network
relationships based on shared cultural beliefs
of obligation, indebtedness and loyalty.

« Similarly, the development of one million small
firms in South Korea — in manufacturing,
trading, transportation, construction and
services — allows small firms to specialize, and
to achieve efficiencies due to scale economies
in producing the components which they
provide to the huge companies at the center of
each chaebol group. This phenomenon has led
to an elaborate, mutually-beneficial system of
collaboration with a large number of very small
firms supplying a small number of very large
chaebol firms, which in turn compete globally.

* Along similar lines, several large corporations
in France have encouraged qualified
employees to quit their jobs in order to
establish their own independent firms, which
then receive supply contracts from their former
employers. Major corporations involved in such
schemes include: Alcatel Alsthom, Banque
Nationale de Paris, Electricité de France-Gas
de France, Hewlett-Packard, the French Post
Office, Renault, and Sanofi. This process of
rationalization helps the large firms become
more efficient, while the newly created
ventures gain a platform for growth and indirect
internationalization through the large firms. The
new ventures remain free to provide services
to other large companies, even competitors.

* In the Philippines, small-scale entrepreneurs
in the agrifood sector have been linking up
into networks with larger firms, and those
networks of firms are supplemented in turn by
networks of networks. For instance, the Villasis
Mango Growers Association is a network
of large and small firms. The Federation of
Cooperatives for Pangasinan brings together
several such networks of mango-growers. In
the same region, llocos Norte Federation of
Agribusiness Cooperatives does the same for
vegetables. A similar network is the Christian
Farmers Kilusang Bayan for Credit and Allied
Services. The networks attain sufficient size
and capability to enter international markets
and to compete globally, which the small firms
alone could not.

¢ Much of the academic literature about small

firm networks has focused on the interaction of
small firms with other small firms. The focus of
this paper is collaborative networks between
small and large firms, which can bring potential
competitive benefits to both sides.
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Internationalization of Small Enterprises

The classic economic view of internationalization
is based on the theory of competitive advantage.
Over the years, internationalization has been
viewed in various lights; yet it was seldom seen in
western countries as a competitive necessity, only
as an expansion option. Furthermore, traditional
internationalization theories focused mainly on
large multinational corporations, and were less
pertinent to smaller firms (Dana, Etemad and
Wright, 1999a; 199b). Even today, many small firms
concentrate on their domestic market, neglecting
international opportunities.

Until recently, those who wished to avoid
uncertainties and the inherent unknowns of
competing in foreign markets, could simply keep
their firms small and local, thus refraining from
expanding internationally. With the liberalization
of trade, however, protective walls have come
down. Even small local businesses are threatened
by international competitors penetrating formerly
protected domestic markets (Etemad, 1999a:91).
Their success will rest largely on their ability to
become internationally competitive, even if they
refrain from competing globally.

In the past, internationalization was usually
depicted as a gradual, incremental process. The
Uppsala Model (Johanson and Wiedersheim-Paul,
1975) identified four stages of progressive entry
into international markets. Similar stage models of
internationalization were developed by: Johanson
and Vahlne (1977); Bilkey and Tesar (1977);
Newbould, Buckley and Thurwell (1978); Cavusgil
(1980, 1984); and Bartlett and Ghoshal (1989).

A major problem of the “stages” model is that it
assumes a considerable span of time through which
a firm can gain experience, accumulate resources,
and develop the managerial capabilities required
for international operations. Through successively
more-involved modes of involvement, small firms
internationalize gradually, in a controlled fashion.
However, the rapid globalization of markets
(Levitt, 1983) and of competition (Ohmae, 1989;
1990) is dramatically reducing that time span, and
constraining the ability of small firms to control their
own development paths. Avariety of circumstances
may force small firms to deviate from the stage
model. For example, a firm in a vertically integrated
industry may have to internationalize immediately
in order to reach the scale necessary to survive.
When the economics of high startup costs, small

domestic market size, and shortened product life-
cycle combine, firms may have no choice but to
become “instant internationals” in order to survive
(Oviatt and McDougall, 1999; Knight and Cavusgil,
1996). In the contemporary global business
environment, time has become a critical strategic
weapon (Stalk, 1988; Stalk and Hout, 1990). In
such an environment, time-delayed models such
as the stages theory do not provide an appropriate
scenario for either survival or growth. Smaller
firms may have neither the prerequisite resources
to internationalize, nor the luxury of unlimited time
in which to acquire them. Entrepreneurial behavior
cannot follow the gradual and controlled process of
conventional stage theories. [3] Coviello and Martin
(1999) concluded that small, high-tech firms rarely
follow a stepwise approach to internationalization.
Jones (1999) showed that the initial cross-border
activity of small firms is often importing, rather than
exporting, in contrast to the prescription of stage
theories.

Small-Large Collaborations

Collaboration between small and large firms is a
significant means by which the product of smaller
firms can reach global markets more quickly or at
lower cost than through independent expansion
(Harrison, 1997). Symbiotic collaboration between
two or more firms aims to improve the quality of the
output by lowering cost, reducing time to market,
or improving customer service, to the benefit of all
the parties involved. Symbiotic collaboration may
occur anywhere in the value chain (e.g., R&D,
production, marketing), and it can be housed in a
variety of forms.[4] The anchor is the will to work
together on an ongoing basis for mutual gain. As a
consequence of small firm/large firm collaboration,
smaller firms are partially sheltered within their
symbiotic networks from the harsh competition
ongoing between the larger and more efficient
networks.

Bonaccorsi (1992) and Dana and Etemad (1994;
1995), explained how small businesses can rely
on large firms for parts of their internationalization
activities, fusing elements of international
business with small business/entrepreneurship.
Through this “scaling up” process, smaller firms
can leverage their network resources to shorten
the time span and reduce the cost and risk of
their internationalization. Similarly, performing
specialized functions for large firms allows small
firms to hasten their own learning curve, and
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to internalize sufficient expertise to become
competitive at the global level.

International marketing, today, increasingly
involves symbiotic relationships among large and
small firms. Reynolds (1997) noted that the recent
expansion of markets has not been associated
with an expanded role for larger firms. Instead,
smaller firms are filling niche roles (Buckley,
1997). Oviatt and McDougall concluded “the facile
use of low-cost communication technology and
transportation means that the ability to discover
and take advantage of business opportunities in
multiple countries is not the preserve of large,
mature corporations” (1994, p.46).

Networks of small and large firms can enhance the
competitiveness of both types of organizations.
By supplying a portion of the high-volume needs
of bigger firms, small firms can specialize more,
achieving their own production scale economies.
As these smaller firms become more competitive,
by capturing scale economies not possible without
large-firm linkups, the large firms in turn gain
competitiveness by integrating those economies
into their own value chains. The large firms
also gain flexibility and economies of scope by
accessing a number of highly specialized small
firms, each producing a small range of components
at very substantial scale economies. A further
benefit to large firms is their enhanced ability to
tailor products or processes to fit local demand or
content requirements.

In summary, large, established firms increasingly
achieve flexibility and efficiency by incorporating
smaller businesses, often owned and managed
by entrepreneurs, into their supply chains. There
is a new symbiosis between large and small
business, with the larger firms providing niche
opportunities for the smaller firms within their
networks. Complementarity may be so great in
these new arrangements that neither party can
survive without the other. Such interdependent and
communitarian relationships (Lodge and Vogel,
1987: 14-18) have long characterized some non-
western business systems such as Japan (Wright,
1989), Korea (Dana, 1999) and China (Etemad,
1996), and they may provide a model for North
American and European firms today.

Toward an Interdependence Paradigm

Traditionally, large firms expanding abroad
have preferred wholly owned or majority-owned
subsidiaries, mainly because of their desire to
retain their independence and to maximize control
of their own management policies (Yoshino and
Rangan, 1995:9; Gomes-Casseres, 1996:2).
Emulating that model, many smaller firms also
attempt to expand internationally, using their
own brand names and relying on their own
resources. Often, however, they find independent
international expansion to be costly, risky and,
above all, requiring a time span longer than the
useful product life cycle of the products or services
for which the internationalization is intended. They
may opt, as an alternative, to become suppliers to
larger, established firms.

The internationalization of Southeast Asian
firms is a case in point. Many South Korean
firms, for example, first attempted to access
international markets independently, using their
own resources and brand names. However, they
quickly discovered that they lacked the brand
recognition and other internal resources required
for rapid internationalization. Thus many of them
successfully repositioned themselves as original-
equipment manufacturer (OEM) suppliers to one or
a small number of large, well-established U.S.- and
European-based MNEs. The final products were
then marketed globally under the brand names of
the larger firms. While these relationships enabled
the smaller firms to increase their revenues and
decrease their costs, these gains were achieved
at a cost: excessive dependence on what was
often a single, domineering customer. While both
the smaller and larger firms became partially
dependent on each other, the larger firms could
often diversify their supply sources, thus reducing
theirdependence onthe smallerfirms. Forexample,
the larger firm could use its stronger bargaining
power to preclude the smaller firm from supplying
other potential customers. The crucial point here is
that both the smaller firms and the larger firms were
pursuing separate growth strategies, predicated
on their own independence, which were often
in conflict with each other. Dependence was not
really desired by either side, as it implied loss of
control, which was in conflict with their objectives
of independent growth.

However, the recent evolution of networking
suggests that a relationship of unbalanced
dependence may evolve toward a more balanced,
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mutual dependence of the two firms, leading to a
relationship of true interdependence, to the mutual
advantage of both (Etemad, 1999a:94). Acs and
Yeung (1999:63) refer to such relationships “co-
dependence.” As an integral part of a network,
the smaller firm may be able to specialize further,
achieving even greater cost reduction and quality
control, with their large customers becoming
reciprocally dependent on them. Ahealthy, mutually
beneficial interdependence is then achieved.

Figure 1 depicts this movement toward the new,
interdependence paradigm. The figure shows, for
example, that alarger firm may trade off a part of the
independent management control associated with
its large size, in order to gain flexibility and scale

economies which will enable it to become more
efficient, and hence more competitive. Similarly,
smaller firms may elect to sacrifice some of their
autonomy by integrating into the larger firm’s supply
or value chain, in order to achieve the efficiencies
needed to achieve world-scale efficiencies. By
each trading off some of their independence, both
types of firms can optimize their competitiveness
and joint, mutually dependent efficiencies.

Table 1 further expands into other potential
dimensions of that conceptual framework. It
compares the traditional modes of international
involvement with the emerging interdependence
paradigm on several key dimensions.

TABLE 1: COMPARATIVE CHARACTERISTICS OF OPERATING SYSTEMS PARADIGMS

DIMENSIONS THE OLD OPERATIN GIMODEL THEEWMERGING MODEL
1. Folicy - Closed, protected markts - Open, compatdire makets
Erodronmerd
2. TheRded Time - Orderly frothighly coretiving) - Compressed fighty
- Not a compat e dimansion COrEmR g
- A compeitore Reapan
3. Ovnechap - Fullormyjarty oarerdipriened | - " Fee for semice” xd rebtion-
necessay for access to cpabilities basedwrdertadires proride
and for cortml access to cypbiliies
- Need for catrol andorced adremsanial | - Catmlrotaucial tona-
system adwersaial systems
- Evabled ddeperdat leaming ad - Cavdml misred ashirdrmceto
erohtian fledbiliy
- Ivfubaal leaming ard co-
emolmian
4. CostStrucume - Lowrer tooed avdboger varmble coste | - Iadiazher toed ad
dimiihie vanbk cods
. Tovers | - oize (oxcadntsd xd catrolled - Size of A netAnT (dsmted
of Compdifiveness | byafim) among fioms )
Mmelitaemyriiect |- Conthtinuyinnof
- mue . Tobe
onnerhip i mm.mlmwc’gedme
- Vahae definedlry qualiy & price - Vahae defined by qualiy, price,
Taridy, and tims lress
6. Modedt - ldeperdant firme compating - Coaltian of nanradced firms
Canp elition et exchathe competing xzaist ober
netaorhs
7. Rdativeleves of - Large fimms" EP 3} smaller firms' - Brolringto symbictic,
Bargpinirg BP= erosum ard adversarial cocperative ard postive-om
Fower(BE) Reltims relatiores
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Figure 1 Control/Efficiency Tradeoffs

Autonomy &
Control at
Enterprise Level

A

Small Firm

Independent
Large Firm

Increased Efficiencies

Through
Interdependence

v
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In summary, global competitive requirements
are forcing small firms and large firms alike to
optimize their production processes, which leads
to trading off independence for mutually beneficial
interdependence, the cornerstone of networks and
alliances.

Interdependence Case Example

Let us illustrate this move from independence, to
interdependence, with the examples of two initially
small enterprises. In 1983, a small, French-based,
entrepreneurial footwear company named Sicoph
was producing and marketing its own brand
of shoes in France. Their shoes sold well, and
demonstrated potential in export markets. That
year, Sicoph exported to the United States for the
first time, and soon after that to Canada. It was in
the early phases of a seemingly traditional, stages
model of international expansion.
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However, the cost of maintaining several marketing
offices overseas, and achieving more than a
negligible market share, proved prohibitive. It was
difficult and expensive to manage staff effectively
in Miami and Montreal, as well as in France. By
late 1984, it was evident that attaining a significant
international presence for an independent firm,
such as Sicoph, would take more time and money
than the firm had, and was highly risky. The small
firm faced severe competition from large shoe
companies, such as Reebock, Nike and Bata,
with multiple brands and extensive marketing and
supply chains.

Atthe same time, consumers had begun to demand
more than the standard assortment of shoes. They
wanted more variety of colors, shapesand materials.
Market research became more costly. Furthermore,
more advanced and expensive technology was
needed to produce shoes, due largely to the
development and use of new compounds and new
designs by progressive competitors, such as Nike.
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Consumers also wanted more models, which
meant higher production costs and more inventory
and warehousing expenses. It was devastating for
a small, independent manufacturer, which did not
have a sufficiently large market share to achieve
optimal scale operations.

It became obvious that increased specialization
would be beneficial, if not necessary, for the
survival of the firm. Producing a single model, for
a single buyer, would be a more profitable venture.
However, this route would lead almost inevitably
to dependence on that buyer. In time, it became
evident that although independence was no longer
sustainable, dependence introduced its own risks,
namely loss of control because of the reliance on
a single buyer who would likely have access to a
number of alternative supply sources. The large
buyer could select suppliers through a bidding
process, which implied an adversarial, zero-
sum competitive system. Each independent firm
had to fend for itself, with only the most efficient
surviving.

A third alternative for the small firm was to seek
interdependence, by becoming even more
specialized. Rather than producing only one
style of shoe for a single large buyer, it was more
attractive to produce only one component of the
shoe, for multiple buyers. This approach eliminated
the costs to Sicoph of acquiring and maintaining
the diverse technologies needed to make all
the parts of a shoe. It also allowed the small
manufacturer to achieve significant production
economies of scale (provided by the large buyers)
and it facilitated improvements in quality control
by allowing the small firm to focus its efforts on
producing one component very well. This change
in focus was accomplished at a price attractive to
several large potential buyers, none of which could
make or purchase the component with such high
quality standards at such a low price. The result:
a symbiotic relationship resulting from increased
specialization for Sicoph, built on interdependence
between the small firm and its large customers. Not
only did Sicoph benefit, so did the network of similar
producers constituting the supply chain of several
(now interdependent) brands. Retrospectively, the
formation of an interdependent network of small
and large firms initiated a new supply structure,
and the shift toward a new production paradigm
was underway.
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Meteoric Growth

Anotherexampleofgrowththroughinterdependence
is Magna International Inc. Twenty years ago,
Magna was a small auto parts manufacturing
company in southern Ontario, supplying a local
auto assembly plant. Starting from a one-man
tool shop in 1957, with sales of only $13,000,
Magna signed its first contract with General
Motors (GM) to supply auto parts to GM Canada
in 1969. The value of that contract was only $10
million. With it came, however, the first part of a
strategic shift, from independence to dependence.
Magna’s chairman perceived the advantages of
switching from an independent operation to relying
exclusively on at least one of the big three auto
makers, and growing with and through them. In
so doing, the management of Magna surrendered
a portion of its own managerial prerogatives in
order to gain from the discipline and efficiencies
that GM demanded. For Magna, those efficiencies
materialized through production economies of
scale, enabled initially by supplying GM’s Canadian
plants, and subsequently its entire North American
operations. As Magna gained further efficiencies
through ever-larger scale economies, GM became
increasingly reliant on Magna for its supply of
quality, low-cost parts in what was becoming an
increasingly symbiotic relationship. As a supplier
of GM, Magna had become highly dependent on
GM’s contracts for parts. At the same time, it had
also become an integral part of GM’s international
production process. While Magna had sacrificed a
substantial degree of its independence, it had also
gone international without leaving home!

Afurther shiftin Magna’s strategy began to develop
intheearly 1970s. By formally changingits corporate
name to Magna International, the company signaled
the world that it had adopted a global perspective
and would follow a corresponding strategy. The
company began to diversify, first across product
lines and then geographically. It began to supply
other North American auto makers, and then auto
makers outside of North America. By 1982 Magna
had restructured into several product groups,
further enhancing its productivity and efficiency.
Its dependence within each product category was
mitigated by supplying a diversity of European and
North American auto makers (1982 sales = $240
million).

By 1987 (sales $ 1 billion) Magna had
transformed itself into a “full service supplier for
virtually every system of automobile,” regardless
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of the nationality and the location of the buyer. As
Magna specialized and gained still greater scale
efficiencies, it became an integral part of each of
the auto makers’ global value chains. Its impressive
growth was built on two related foundations: a
global growth perspective predicated on world-
scale production efficiencies; and a strategy of
mutual interdependence with the major auto
makers. This interdependence has become
such a vivid strategic feature of this company,
that many Magna parts plants today are located
physically adjacent to the auto assembly plants.
Diamler-Chrysler’s assembly plant near Stuttgart,
for example, relies so completely on its adjoining
Magna parts plant that sub- assemblies and parts
flow directly from Magna’s plant, on suspended
conveyor belts, into Diamler’s assembly line, with
no intervening inventory stockpile. Conversely,
Magna’s symbiotic relation with the auto maker
is sufficiently strong that its entire parts plant is
dedicated exclusively to the needs of the Daimler-
Chrysler plant. Through this process of growth
by relying on individual national auto makers,
Magna avoided the time consuming and resource
intensive process of classical internationalization.
Instead, it leveraged its resources, including time,
to climb onto a much higher efficiency path, making
itself indispensable to its auto-industry customers.
Magna International Inc. is today the largest auto
parts supplier in world, well capable of becoming
itself an auto maker should it wish to do so.

World-Scale Networks

The mutual benefits of collaboration between small
and large firms in larger networks may be further
illustratedinthe airlineindustry, whereithasbecome
common for smaller, entrepreneurially-oriented
airlines to provide elements of the value chain to
larger firms, via sub-contracting or franchising.
Sub-contracting involves an agreement in which
one company contracts a specific segment of
its business operations to another firm, allowing
each firm to focus on its competitive advantage,
and to leverage the core competency of the other.
Specifically, larger international carriers, more
efficient at long-haul flights, rely on the services
of small-scale carriers, with smaller aircraft, to
access and service small niche markets in which
the smaller carriers are more efficient. Significant
cost reductions are achieved through the use of
more specialized aircraft, while seamless service
is offered to the customer. The small carrier
may have added cost advantages of not being
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unionized, and of having a more community-
focused corporate culture. As an integral part of
a larger network, smaller carriers can focus on
specialized services and avoid scale-dependent
operations, to the mutual advantage of both.

Allegheny Airlines pioneered the concept of sub-
contracting flights to independent firms, to which it
assigned its own two-letter designator. The airline
developed a hub in Pittsburgh and introduced new
routes. Deregulation allowed Allegheny Airlines to
concentrate on its most profitable routes, mainly
between hubs, using jet aircraft. Yet many other
routes were still important as they provided feeder
traffic and thus enlarged the customer base.
Rather than discontinue service to minor airports,
Allegheny maintained under contract a network of
small, independent carriers that provided flights,
under the brand name Allegheny Commuter,
on behalf of Allegheny Airlines. Independent
contractors included: Chatauqua Airlines, Fischer
Brothers Aviation, Henson, Ransome Airlines,
South Jersey Airlines and Suburban Airlines.
This collaborative network enabled Allegheny
Airlines (later USAir and more recently, U S
Airways) to focus on expanding its presence,
without abandoning low-density routes to smaller
communities. This concept also proved beneficial
to Allegheny’s associated entrepreneurs (such as
Mr. and Mrs. Ransome, the owner-managers of
Ransome Airlines), as it provided them access to
long-haultravelers and scale-dependentoperations
(e.g., reservation and information systems), which
Allegheny provided efficiently. The members of the
Allegheny network saved costs and improved their
competitiveness, in terms of expanded network
reach, lower ticket prices, and higher satisfaction
among customers who benefited from the seamless
services provided by the network. When Allegheny
changed its name to USAir, it kept the Allegheny
Commuter network, which eventually became
USAIr Express. The benefits associated with such
cooperative networking would soon impact the
dynamics of airline competition, forcing others to
emulate it:

American Airlines, originally opposed to code
sharing, launched its American Eagle program
in November 1984. Members have included
numerous small firms, such as: AVAir, Air Midwest,
Chaparral Airlines, Command Airways, Executive
Air Charter, Metro Express I, Metroflight, Simmons
Airlines and Wings West Airlines.
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Delta Air Lines set up the Delta Connectionin 1985,
operated by Atlantic Southeast Airlines, Comair,
Ransome Airlines (formerly an independent
contractor for the Allegheny Commuter network)
and Rio Airways. Meanwhile, Skywest Airlines and
South Central Air operated Western Express for
Western Airlines. Both networks were combined
when Delta absorbed Western on April 1, 1987.
Delta also set up a network operated by Business
Express, using Delta’s (DL) designator.

United Airlines started sharing its (UA) designatorin
1985 with Appleton-based Air Wisconsin, Seattle-
based Horizon Air and Fresno-based WestAir. In
1986 Aspen Airways (operating Convair 580 turbo-
props between Denver and Aspen) also became
a United Airlines code-sharer. United lost Horizon
when this contractor was acquired by Alaska
Airlines.

As deregulation spread from the U.S. to Canada
and Europe, so did the principle of creating alliances
and networks between large, international airlines
and small, local sub-contractors. In Canada, Air
Canada set up a family of Air Canada Connectors,
including Air Alliance, Air BC, Air Nova and Air
Ontario, as well as Austin Airways (Canada’s
oldest airline, established as a family business
in 1934). Eventually, several other small firms,
including Alberta Citylink, British Midland, and
Central Mountain Air, also became code-share
partners.

International franchising is a more recent
innovation in the quest to market airline services
internationally. As is the case with sub-contracting,
franchising is an effective way by which one airline
can cooperate with another to expand beyond
its own resource base. A franchise agreement
expands on subcontracting, often allowing the
franchisee to use the franchiser’'s name and
airline code, and to operate airplanes painted in
the livery of the franchiser. Unlike sub-contracting,
franchising may allow an airline to effectively
enter the restrictive domestic markets of foreign
countries, through its local franchisees.

In May 1996, British Airways (BA) signed its first
franchise agreement with a small, regional carrier
outside the United Kingdom. It allowed Sun-Air, a
Danish airline, to paint its fleet in the livery of BA,
and its cabin crew to wear BAuniforms. Two months
later, BA signed a similar franchise agreement
with Comair, a small firm in the Republic of South
Africa. In the case of airline franchising, the
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franchiser benefits from rapid expansion into local
markets without heavy capital investment. It also
bypasses barriers against foreign ownership. The
franchisee benefits from the brand name, technical
expertise and scale-dependent benefits, including
the expanded passenger base of the franchiser.
For the entrepreneur who operates a small airline,
such a cooperative relation provides access to
international passengers, which would require
much greater resources to attain independently.

Networking has proven highly effective in
providing niche services, and generally enhancing
competitiveness, in the airline industry. The large,
flagship carriers at the apex of these networks
are in turn forming networks of networks: the
One World Alliance of American Airlines, British
Airways, Canadian Airlines International, Cathay
Pacific and Qantas is an oligopolistic reaction to
the Star Alliance of United Airlines, Lufthansa,
Air Canada, Scandinavian Airlines System, Thai
International, and Varig. The noteworthy point is
that all the small suppliers and commuter carriers
attached to the major airlines are gaining access
to ever-expanding international markets through
their interdependent network relationships with
larger firms.

Management Implications

Globalization is transforming the competitive
environment of small and large firms alike. In the
more segregated competitive arenas of the past,
managers of smaller firms could remain local if
they wished, reasonably insulated from the forces
of international competition. And if they chose to
expand into markets abroad, they could acquire
and internalize the resources needed to do so,
incrementally over time.

In the new, intensified competitive environment,
SMEs must achieve world-class efficiencies in
order to survive, whether or not they actually
compete globally. They can no longer afford the
luxury of achieving these efficiencies gradually,
through a sequential evolution, using their own
resources. Instead, many small firms are achieving
cost reduction and expanding their market reach
indirectly, by linking their operations into the value
chains of large firms, to the mutual benefit of both
parties.

The traditional option of smaller firms “piggy-
backing” on larger firms, at the larger firms’
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discretion, typically entailed the small supplier
subordinating the independence of its management
decisions, through a one-way reliance on one or a
few very large firms. The examples in this paper
illustrate that by becoming highly specialized
and efficient, small firms may be able to achieve
symbiotic relationships in which small firms and
large firms rely on each other to attain world-
class competitiveness for their entire network. The
resulting increase in efficiency enables the network
as a whole to compete more effectively and to gain
market share globally.

The accelerating trend toward small firm-large
firm  collaboration presents unprecedented
opportunities, as well as challenges, for
entrepreneurs and their firms. The days when
small firms could operate independently, in
relatively protected environments, are waning.
Networks — and even coalitions of networks — now
compete for global market share. The implications
largely contradict conventional thinking about the
independent growth and management of SMEs.
The global environment calls for new strategies,
often involving a tradeoff between independence
and efficiency. Smaller firms may still depend
heavily on the scale of large firms to achieve their
initial efficiency gains. However, the examples in
this paper illustrate that once small firms have
begun to attain the prerequisite efficiencies,
even world class players may find it necessary to
incorporate them into their own supply chains, in
order for their coalitions to achieve further global
competitiveness.

Today’s emerging, highly-specialized and
competitive SMEs are qualitatively different from
those of the past. Their competencies are acquired
and sustained differently as well. For example,
networked SMEs need not be as self-sufficient or
self-reliant as were the more independent firms of
the past. Entrepreneurs of the future will be able to
draw upon the pooled capabilities and knowledge
stock of their entire network, instead of developing
the required knowledge themselves (Etemad,
1999b). Building upon such enabling knowledge
networks — mirroring the physical networks of
the firms — is a new strategic competence which
is bound to challenge SME managers, especially
those still orientated toward fully independent
operations. The consequences of this paradigm
shift from independence toward interdependence
are far-reaching. Managers will have to devise new
strategies to help develop and maintain network
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capabilities, in addition to their own internal

competencies.

End Notes

1. There is no universally accepted definition
of what constitutes a “small” firm or a “small-
and -medium-sized enterprise” (SME). The
U.S. Department of Commerce defines an
SME as one with 500 employees or fewer,
while Canada sets the threshold at 300.

The European Union Commission adopted
“‘composite” (number of employees AND
annual sales AND total capital investment)
definitions of micro, small, and medium-
sized enterprises, in which a firm is a micro-
enterprise if it has fewer than ten employees;
a small enterprise if it has fewer than fifty
employees; and a medium-sized enterprise
if it has fewer than 250 employees. In some
countries, the definition even varies by
industry: see the reference to Japan, later
in this paper. Our discussion deals with the
concept of smallness, rather than with any
precise (and thereby limiting) definition.

. Webster’'s New Collegiate Dictionary defines
symbiosis as “the living together in intimate
association or even close union of two
dissimilar organisms...ordinarily it is used of
cases where the association is advantageous,
or often necessary, to one or both, and not
harmful to either” (emphasis added). The
focus of this paper is on the co-dependence of
evolving symbiotic relationships, which goes
well beyond the convenience or short-term
benefit of transaction-based relationships.

. Even the dynamic, new “.com” firms illustrate
the increasing interdependence of global
competition. While they may seem to reach
global markets with their own resources, even
apparently successful .com firms rely heavily
on others to provide missing portions of their
value chains. Amazon.com, for example,
is linked with Fedex and other couriers for
physical logistics, as it is with various financial
institutions for collecting payments, etc. The
point is that one does not necessarily have to
have international presence to sell globally, but
one does have to have collaboration with other
elements of the value chain in order to do so.



International Journal of Management Cases

4. Etemad (1999a) provides a detailed
comparison of these forms (e.g., joint venture,
contractual agreements, strategic alliances,
etc.) in the emerging competitive environment.

See, especially, Table Il on pages 98-99.
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RELIGION AS ATTRACTION: RELATIONS IN
A JAPANESE FESTIVAL.

LEIF SELSTAD
UNIVERSITY OF STAVANGER, NORWAY

Abstract

The paper investigates the shifts in the tourist
orientation of a village festival in Tokyo, Japan.
The place in question, Tsukuda, has been a tourist
destination in Tokyo for more than two hundred
years because of its village atmosphere. The local
festival celebrating the Sea God has become a
tourist attraction. The festival is held once every
three years and is experienced by thousands of
tourists. The study is based on long-term fieldwork
from 1984 to the present.

The exposure of the festival to tourism has shifted
over the years. In times of duress, such as during
urbanisation drives in the 1960s and a threatened
urban razing in the 1980s, tourism was fostered
as a means to rally support for local preservation.
This culminated in tentative commercial tourism
in the 1990s, when festival clothing was sold as
souvenirs and spectator stands were opened.
Recently this trend has changed to one of de-
emphasising tourism and accentuating the
traditional attributes of the festival. It might be
argued that this would destroy tourist interest in
the festival, but such is not the case. While there
has been some decline in the number of tourists
present, both Japanese and international tourists
came to see the recent festival in 2005. Spectators
expressed satisfaction in the authentic appearance
of festival performances, a lack of tourist staging
and their physical proximity to the performers.
Religious tourism opens a number of options for the
persons in charge. In some cases a chosen lack of
tourist orientation can strengthen the experience
of authenticity for tourists. What strategy to adopt
in relation to tourism, will depend on the context
of political and religious conditions in the setting
where religious tourism is performed.

This context includes changes in leadership for
the festival and the local community, local drives
to preserve residential areas and livelihood, and
the macro political processes of urbanisation
and tourism in Tokyo. The perceptions of tourists
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will also have an impact, since the presence of
tourists is taken to credit by festival performers.
Theoretical contributions such as discursivity and
constructivism are employed to explore how tourist
interests interact with local perceptions of the
festival. This leads up to a short discussion of how
decisions by leaders and performers at the festival
affect tourist attendance. Changes in the tourist
adaptation of the festival provides an example of
how different interests interact in religious tourism
today.

Keywords: Religious tourism, festivals, tourist
adaptation.

Introduction

This paper explores the relations between tourists
and local residents in a Japanese festival. The
festival locality, Tsukuda, is a residential area
near downtown Tokyo (Selstad, 1998a). Long-
term research has provided an opportunity to
follow social developments in this locality. One
such development has been the rise and decline
of tourist spectators at a local, religious festival.
In the 1990s there were plans to turn this festival
into a tourist event, plans that eventually were
scrapped in favor of a return to a traditional, locally
run event. Yet tourists continue to attend the
festival, and local people continue to adapt to the
presence of tourists. This means that local leaders
and residents constantly make choices about how
to relate to the interests of tourists at the festival.
Such adaptation is one of the issues of religious
tourism in the world today (Olsen & Timothy, 2006,

p.11).

The method used in this research is long-term
fieldwork in Tsukuda starting with several years
residence from 1984 to 1988, and continuing as
intermittent field-trips until today. The fieldwork
methods include  participant  observation,
interviews, questionnaire, and daily notes (Pelto
& Pelto, 1978). After completing the Ph.D., the
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author has continued to visit the community, in
particular trying to visit the local festival when it
takes place. This has offered an opportunity to
renew acquaintances in the village, and to focus
on particular relationships, such as those between
residents and tourists.

Whenreferringto areligiousfestivalas an attraction,
this touches on the dilemma of reconciling piety
and entertainment in religious tourism (Vukoni¢,
1996, p.59). Tourism has been represented as a
modern ritual (MacCannell, 1999, p.42). This has
been due to tourists being placed outside their
ordinary world, hence creating a liminal or ritual
state (Turner, 1970). At the same time, modern
tourism is too complex to be summed up as
religion. What distinguishes tourism from religion
is the social and economic repercussions of
tourist activities, that only to some degree can be
described as religious (Franklin, 2003, p.50). The
challenge is to integrate tourists when they arrive
as visitors at ritual events (Selstad, 2007).

Leaders of religious events adopt strategies that
involve long-term planning and actions to achieve
goals, such as promoting a festival for tourism
purposes (Allen, 2002). In many cases there will
be different options available to social actors. One
approach in culture studies is called constructivism,
which claims that cultural events are constructed
to serve the interests of individuals (Hall, 1997;
Selstad, 1998b). What is often neglected when
discussing the construction of traditions, are
the dilemmas that individuals face when trying
to formulate their interests. The concept of
construction can lead to a preconceived view of
why people handle traditions the way they do.
The concept of social discourse will be introduced
to avoid an oversimplified view of individual
choices. Discourse can be defined as a series of
negotiations and exchanges between social actors
in handling their interests within a social setting
(Foucault, 1972). Discourse has relevance for
religious tourism, where different interests about
beliefs and commercial adaptation cannot be easily
reconciled (Vukoni¢, 1996). Adaptation to tourism
has become an issue at Tsukuda’s festival.

The Festival as a Tourist Attraction.

Tsukuda is a local community near downtown
Tokyo with about 900 residents. The community
is clearly bounded, and is characterised by most
of the local people being local born and working
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in the fish industry (Selstad, 1998a). The place
has been a tourist spot for more than two hundred
years, starting with city dwellers renting boats
to see the sights along Tokyo Bay. Tourism has
continued to the present day, but today bridges
span the islands of Tokyo Bay, and guided bus
tours stop outside Tsukuda every few hours during
the day. The community itself is generally intact,
with no through traffic and a canal for fishing boats.
Sightseers and tourists come to see the village,
buy the local seafood specialty, and look at the
local scenery.

The small buildings, secluded setting and local
atmosphere sets the local area apart from the Tokyo
metropolis (Tokyo-to, 1984, p. 84). This image is
strengthened by the ritual life in the village. The
most conspicuous celebration is called the Great
Festival, a Shinto festival which is held in honor of
the Sea God. The festival is held once every three
years, and lasts for four days on the weekend
nearest to August 6 (Sawara, 1972, p.87f). During
these four days the village is physically and
socially transformed by the Great Festival. Festival
banners, stands and lanterns mark the place as a
festival location.

The festival centers on the carrying of sacred
paraphernalia around the Vvillage. These
paraphernalia consist of heavy wooden objects
called ‘lion heads’ and ‘godcarts’ (Selstad, 1998b).
Lion heads are carved wooden heads of mythical
animals resembling lions. These are carried
around the village on the second day of the festival.
On the third and fourth days, two godcarts, one
more sacred than the other, are carried around.
The Great Festival attracts crowds of thousands
of onlookers, ranging from scholars and visiting
relatives to tourists and sightseers (Selstad, 2007).
Modern guidebooks permit tourists from all over
the world to pay attention to when the next festival
will be (Enbutsu, 1984, p.143).

The relationship between religious celebrations
and tourism can be described as anything
but straightforward (Vukoni¢, 1986, p.64). A
constructivist view might claim that local traditions
are constructed to attract tourists and to obtain
public recognition. People involved in religious
celebrations would dispute such a view, and might
even claim that it is inappropriate to view religion
as a tourist attraction. At the same time adaptation
has been made to facilitate the presence of
tourists.
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The relationship between local residents and
tourists has changed over the years, along with
external factors. Throughout the twentieth century
Tsukuda was threatened by urban development.
The first threat was land reclamation in Tokyo Bay,
that led to fishing grounds being destroyed by the
1950s. In stead local people found work at the
Tokyo Fish Market. In connection with the Tokyo
Olympics in 1964 there was a ‘clean up’ of the
urban landscape that threatened traditional places
such as Tsukuda. In the ensuing struggle Tsukuda
found support among sightseers, scholars and
artists (Sawara, 1972, p.284). In the 1980s the
city government planned to build a number of high
rise buildings around Tsukuda, and local people
had to save the village from urban razing. The
attractivity of Tsukuda as a tourist location became
an argument for its preservation (Selstad, 1998a,
p.283).

One outcome of this development was the gradual
adaptation ofthe local festival to tourism. The former
leader saw possibilities for increasing revenue at
the festival from tourists. Together with the shrine
priest he streamlined the festival program, selling
posters and souvenirs to tourists, and opened
spaces where tourists could take refreshments
during the festival. He changed the rules of the
festival, such as allowing women to take part in
the carrying of sacred paraphernalia, a task that
had formerly been restricted to men, in order to
make the festival more palatable to the media and
modern travelers. He set a fixed schedule for the
performances in the festival (Selstad, 2002, p.157).
This may be termed a process of touristification.

Tourist adaptation need not be progressive. When
the local leader became sick and passed away,
festival participants reverted to former practices of
carrying out the festival by ignoring the leader’s
plan. The old rules were reinstated. Participation
in the Great Festival again is limited to local men
in Tsukuda or to men with links to the community.
Only these men are permitted to wear the festival
kimono made specially for each festival, and to
take part in carrying the sacred paraphernalia.

Most tourists are unaware that the performance is
more strict than it seems at first sight. Local men
are organized in age-grades, an ancient form of
social organization where members rise in the
age hierarchy by taking part in each festival. The
men are also divided into three sections based on
local residential divisions. Different age-grades
and sections compete against each other, notably
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in so-called fights between men carrying the lion
heads, but also when taking turns in carrying the
godcart. The carrying of sacred paraphernalia
institutes a process of symbolic exclusion and
inclusion, starting with each age-grade and each
section carrying separately, and gradually joining
local people in a common procession through the
streets. To tourists the festival performance forms
a spectacle to be photographed and remembered,
which to local residents serves to confirm the
distinctiveness of their community (Selstad, 2007,

p.11).

Tourists have difficulties trying to interpret the
festival. Local people are of little help, giving only
simple answers to their inquiries. In spite of this
tourists are attracted to the festival as a social
undertaking. There is a display of hospitality during
the festival. People are continuously on the street,
and passers-by will be offered refreshments if
they care to stop. Hospitality is a feature of host
communities that attracts tourists in the first place,
and tourist adaptation can be seen as a further
development of local hospitality (Pi-Sunyer, 1989,
p.196). What MacCannell refers to as the staging
of attractions, becomes an added attribute to the
hospitality of local hosts (MacCannell, 1999). When
the crowds during the festivalin 1987 reached 3,000
people during peak hours, local elders grew weary
trying to make room for the festival paraphernalia.
Yet no effort was made to remove tourists from
the scene. The festival resembles street theatre,
where performances attract spectators through
their visuality (Pine & Gilmore, 1999, p.132).

The Contest between Traditionalism and
Tourist Adaptation.

The festival went through a period of tourist
adaptation in the 1990s. This culminated at the
Great Festival in 1993, when the leader instituted
measures to make the festival more amenable to
tourist spectators. The leader wanted to sell old
festival uniforms as souvenirs. He made an effort
to accommodate visitors at the festival. The leader
made TV interviews, even acting as an expert
commentator on TV while officially heading the
festival (Selstad, 2002, p.157). He managed to sell
the same type of festival wear used in Tsukuda to
residents in nearby reclaimed areas, who formerly
had used a different style of wear. Thereby the
distinction between local festival paraphernalia
and external interests were blurred.
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This touches on the distinction between tourists
and believers (Vukoni¢, 1996; Timothy & Olsen,
2006). C. M. Hall (2006, p. 180) notes that some
religions are more tolerant than others in allowing
non-believers to join believers in a crowd. This
reflects on the question of why people travel. In
relation to religion the question of why people visit
a site takes on a special significance (Vukonic,
1996, p.59, 100). Religious scholars would like
to separate believers from non-believers. Such
distinctions are not easy to make in today’s world
when people travel for all kinds of reasons and
often have different motives for visiting a place, be
they work, devotion or recreation.

Commodification threatens to destroy the
distinction between devotees and visitors (Timothy
& Conover, 2006, p. 150). There continues to be a
strong local resistance to selling festival clothing or
objects as souvenirs to tourists. The main reason
for this is that tourists do not understand the social
and religious connotations of ritual objects. Local
people are also worried that they will lose control
of the festival. This is similar to the fears of Native
Americans about losing control of spiritual sites
to tourism (Timothy & Conover, 2006, p.150). It is
tempting to represent tourist adaptation as a one-
way process, whereby events must be staged in
order to attract tourists.

That this process is not one-sided, can be
demonstrated in several ways. In 1987 the leader
permitted a female TV personality to enter the
festival briefly in front of cameras, to the dismay of
local women who felt ignored. This TV personality
gauded the leader about women not being
permitted to carry the paraphernalia. In 1993, he
instituted a new rule to the effect that, ‘this time ...
there will be a carrying of the ... godcart by women
only in the Great Festival’ (Selstad, 1998b, p.211).
At the time the author interpreted this as an effort
to include women as a segment in relation to men,
since groups of men based on age and sections
are gradually united in a symbolism of exclusion
and inclusion in the festival. Women were even
spoken of as a ‘fourth section’ in relation to men.

This view on symbolism was too simple. After
1993 women were no longer allowed to carry the
sacred paraphernalia. When the old leader passed
away, the new leadership reinstated the old rules
about exclusive male participation. This could be
referred to as a strategy of traditionalism (Selstad,
1998a). Traditionalism refers to the veneration of
tradition, or people’s support of and involvement
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in events that are held to be traditional (Shils,
1981, p.9). This has led some authors to claim that
Tsukuda is a conservative place, a ‘living museum’
(Nishikawa, 1980, p.29; Kybbashi Library, 1982).
Local people contest this view, claiming that they
are both traditional and modern. My survey showed
that local women supported the festival as much as
men (Selstad, 1998a, p.242). Women stated that
if their husband refused to take part in the festival,
this would give the wife grounds for divorce. At the
same time that women were no longer allowed to
take part in the festival, a woman was for the first
time elected as the local leader in Tsukuda.

In 1999 there was still considerable adaptation to
tourism at the festival. The local canal had been
turned into a sightseeing and recreational area,
with sidewalks and benches. Outdoor places
serving refreshments had been prepared for
tourists and visitors. The number of tourists was
high, as was the number of photographers and
TV crews. In 2005 this image had changed. There
was less accomodation of tourists at the festival.
The outdoor serving areas had been reserved for
festival participants. The number of tourists and
other spectators had been reduced, lessening
the crowds when ritual objects were carried.
Interestingly the first coffee shop had opened in the
community at the same time, catering to tourists
and residents.

Is this the end of tourism at the Great Festival
in Tsukuda? Such an interpretation would be
rash, since spectators at the event expressed
considerable satisfaction at being able to get close
to the carrying of the lion heads and godcarts.
The smaller crowds allowed a closer look at the
fight over the lion heads. A young novice was
lifted on to to the backs of the other carriers to be
allowed to touch the lion head, which is the goal of
all young men. This drew spontaneous applause
from the spectators. Such close encounters with
local practitioners of a ritual event can be referred
to as ‘existential authenticity’ (Wang, 2000, p.49).
This is a concept that transcends the discussion of
authenticity as either original objects or symbolic
constructions (MacCannell, 1999, p.96). In the
streets the sightseers received hospitality from
local residents as always, several foreign tourists
enjoying refreshments on local porches. The effect
was one of de-marketing, giving spectators a more
personal experience at the festival (Cooper et al.,
2005, p.370). It could be claimed that both locals
and tourists gained from the recent de-emphasis
of the festival as a tourist event.
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What on the surface seems like a straightforward
process of adapting a religious celebration to
tourism, turns out to be much more complex and
ambiguous. Local leaders and stakeholders show
considerable leeway in how they adapt events to
tourism. This entails that a simplistic application
of theories such as constructivism may lead to
premature conclusions. Viewing the series of
exchanges and decisions about tourist adaptation
as a social discourse helps broaden the view of
festival developments (Foucault, 1972). There is
not a single strategy involved in adapting religious
events to tourism, but rather a range of views and
interests that impact religious tourism (Vukonic,
1996, p.151). The views of participants and
stakeholders have to be examined in order to work
out the staging of religious events.

Conclusion.

Religious tourism opens up a number of options
and strategic choices for people involved in
events. In some cases a chosen lack of tourist
orientation may strengthen the experience of
authenticity, proximity and spontaneity for tourists.
What strategy to adopt in relation to tourism is not
a set question, not even for local leaders, but is
embedded in a wide variety of considerations and
involvements that tie different people to the festival.
The claim is that we need a discursive view on the
implementation of religious tourism, its limitations
and possibilities.

D. Getz envisions that entire genres of festivals
and events may disappear as a result of product
life courses in tourism (Getz, 2000, p.176).
Globalization may also threaten the ways in which
tourists are incorporated into local events (Cohen,
2006, p.88). The ups and downs of the Tsukuda
festival indicates that the image of a life course is
too simple for this event. Devotees, members of
the host community, and tourists, will have different
views on the festival. A decline in the number of
tourists need not foresee the disappearance of
events, but has to be viewed in relation to the
different interests and strategies of actors involved
in the festival. From the literature cases are known
where a temporary decline in visitors is followed
by renewed interest in tourist attractions (Viken,
2002, p.168; Leiper, 1998). This may also be the
case in Tsukuda, where a more general reliance on
tourist facilities, such as the new coffee shop, can
result in a stable influx of tourists. The village of
Tsukuda has been threatened by destruction time
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and again, but people there have always been able
to devise strategies that permit the community to
rebound and even to revitalize itself.
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Abstract

When we speak of mass consumption nowadays,
in actual fact, we mean a cultural sphere capable
of generating a specific perspective of the world, a
system of values and a framework of personalities,
peculiar to the functions of the system of demand;
this implies going beyond the idea of the consumer
“as a product of and from the organisation”, so as to
reflect on the concept of individual identity, in that it
is a relevant component in interpreting consumer
behaviour, within an interacting circuit. Of course,
as has been widely demonstrated, research of
consumer behaviour, i.e. the personality, appears
to guide what he consumes. However, this variable
as far as the context of behaviour is concerned,
cannot be separated from the degree of choice
exerted that derives from individual necessity to
survive in a specific context-environment, and the
part, on the contrary, connected to characteristics
which are more intrinsic and personal, but also
more stable over time.

Inactualfact, distinctive traits organically structured,
or, in other words, natural distinctive features that
cannot be easily modified for example in a person’s
character. In particular, character traits specify and
distinguish people, constituting a “basic item”, an
original and congenital structure or framework that
cannot be altered by individual choice. Therefore,
consumer behaviour can be considered the
essence of three interacting spheres: 1) natural
distinctive features of the individual, which are
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not easily altered; 2) personality, the complex
of mental, moral and intellectual qualities that
distinguish the actor; 3) the social environment, in
which a person lives.

Amongst these, distinctive traits elements capable
of inspiring more stable consumer behaviour
emerge. Accordingly, the results of our research
establish that since characteristic traits represent
an objective limit, intrinsic to the actor’s personality
as regards choice, they constitute a fixed sphere,
and, as such can more or less guarantee a sort of
continuity in consumer behaviour. Consequently, by
identifying distinctive characteristic traits, peculiar
to the consumer, (e.g. Jung Test about personality)
permanent features of mass consumption can be
defined, or, in other words, consumer behaviour that
is less discontinuous over time and therefore able
to generate a lasting and defendable competitive
advantage for the organisations.

During the field research phase we have assessed
the conceptual validity of our model identifying
tourist behaviour as an observed variable and
its characteristic traits, duly classified, as a latent
variable. Applied research will be developed with
specific reference to tourism service products
since they are the ultimate expression of life style,
in the face of which, it is possible to identify an
individual generating characteristic trait.

Key words: segmentation, distinctive characters,
character traits
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1. Foreword and purposes

Business management research has examined
with  great interest, and from many points
of observation, the function of potential or
expressed demand on the part of the market,
in order to identify segments which are
accessible and profitable for firms, above all in
the long term(Yeung, Wyer, 2004). The process
of segmentation, consequently, acquires a
strategic value, imperative for any organisation,
leaving wide opportunities for choice in terms
of methods of application, based on specific
company aims (Busacca., 2004). In literature,
different perspectives of analysis with reference
to the concept of market segmentation can be
identified. They all, however, have the common
aim of tracing substantial functional differences
in terms of client response to marketing stimulus.
From a brief overview of scientific research a
fundamental principle emerges (Mazzoni, 2006.),
confirming how the segmentation process does
not correspond to an objective reconstruction
of existing demand subdivision, but rather,
constitutes an interpretation based on the
variables involved (Wedel., Kamakura, 2002.).

For our purposes a reflection on the logics
underpinning the process, focusing on the basic
constructs/principles from which to proceed to
market segmentation, would be more fruitful,
projected as they are, towards identifying
the variables against which the degree of
heterogeneity of the functions of consumer
demand can be measured (Heilman, Bowman,
2002) . This perspective bases assessment on
both the modality of data processing on which
the analysis stands (Otter et al., 2004.) as well
as the object under observation, which could be
the individual himself or his consumer status, by
resorting respectively, to methods which are more
or less intrusive, or by means of product specific
methodology (Andrews, Currim, 2003,; Allenby
G., et Al,, 2002). However, if consumption can
no longer be considered uniquely as a sphere of
activity on a par with other functions carried out
by the individual, but qualified, on the contrary,
more and more frequently as a “cultural sphere
capable of creating a personal vision of the
world, a system of values and a structure of
specific personality” (Siri, 2001), then a reflection
on the concept of individual identity rather
than a consumer analysis should be the focus
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(Brangule-Vlagsma K., Pieters R. G.M., Wedel
M., 2002). Consequently there is a shift from the
idea of a concept of identity of an integral and
stable subject to an image of active negotiation
of identity on the part of an individual (symbolic
interaction) and a more fragmented image giving
origin to a dramatization of life (Goffman E,
1974.). A natural consequence is the adhesion to
a new paradigm of consumption that prospects a
holistic portrait of a consumer, first and above all,
individual and then social actor and subsequently,
protagonist of the ritual of consumption on an
interactive circuit (Jonker J-J., Piersma N., Van
den Poel D., 2004).

Furthermore, the consumer is considered strongly
guided in his choices by stimulus that is difficult to
observe, but for this very reason of greater value
for firms that succeed first in defining the same.

In actual fact, distinctive individual traits exist,
composed in a kind of organic structure, that
seem to ensure behaviour with a dimension
of permanence and invariance in space and
time (Abbagnano A., 2001). Character traits,
accordingly, specify and distinguish a person,
and constitute a “consolidated fact’, a unique
and congenital structure, that cannot be modified
on the basis of an individual's will. Character,
accordingly, refers to how an individual acts
in a given situation in life and determines how
personality is manifested, conferring continuity
to an individual’s experience. On the whole, the
behaviour of a consumer can be considered a
synthesis of the actions of the three interacting
spheres, i.e. the natural distinctive marks of an
individual, not easily modified, personality, as
a compound of psychic, moral and intellectual
qualities that distinguish the subject, and the
social environment in which a person interacts
with others (fig. 2).

Amongst the three, the distinctive markers seem
like elements capable of influencing consumer
behaviour that is more stable in the long term, on
account of their rigid structure, deeply rooted in
the individual, congenital, unalterable (Williams,
1988). The sphere that seems to remain more
stable and as such, able to guarantee continuity
in a certain sense to consumer behaviour, is that
attributed to the distinctive character traits of the
consumer (fig. 3)
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Fig. 1 — Classification of the of basis of segmentation
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Fig. 2 — Spheres of influence on consumer behaviour
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Fig. 3 — Traits, tendencies, behaviours
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It follows that by identifying such traits, contexts of
permanence of the consumer system or, in other
words, consumer behaviour which is more constant
over time can be classified (Cattell, 1966). The
ability to identify character traits, or in other words,
to study their expression over time, offers a key
for acquiring knowledge relevant for the market,
taking into account the type of resource being
dealt with, i.e. the consumer — a rare resource
and for this reason, highly desirable in the eyes of
enterprises.

Deciphering character orientations can enable the
mapping of the market consolidated over time, from
which to subsequently draw strategic indications
in terms of segmentation to the advantage of
organisations that operate there.

2. A theory of segmentation by character
traits

Our research aims to define the degree of
heterogeneity manifested by the functions of
demand in relation to the variable “character”
(Rapagli A., 2005; Thomson L., 1999). To this aim,
in-depth discussions and assessments with regard
to the appropriateness of the tools to use (Dalli D.,
Romani S., 2003) and, above all, to the theoretical
matrix to refer to, all converge convincingly, in
the direction of Jung’s theory (Jung C.G., 1977)
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regarding the possibility of identifying specific
fundamental ways with which we face reality.
Jung proposes in particular, two variables that
determine the individual, or, in other words, typical
way a subject has, of interacting with others, i.e.
introversion and extroversion.

Hence, in general terms, the consumer
whose personality is classified as extrovert is
characterised by greater objectivity in terms of
decision making relative to purchases and by a
marked commonsense, matter-of-factness in his/
her consumer behaviour in core offer terms. On
the contrary, a consumer classified as introvert
may move in the direction of a commercial offer on
the basis of the image held of that product rather
than for its technical-functional attributes or for the
performance it can guarantee. To complete the
picture, an individual presents four distinct ways
— or functions — awareness of and interaction
with, the environment, determining the emerging
of a specific psychological category; of the four
functions of the conscious psyche, in the sense of
cardinal personality traits , two are defined rational
(thinking and feeling) and two irrational (sensation
and intuition); the combined presence of all four
functions in the same individual is a recognised/
accepted fact, however, in each individual there
is a predominating function by which he/she is
guided in contingent situations (fig. 4).
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Fig. 4 — Psychological categories
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Accordingly, rational consumer behaviour can
respond in an adequate manner to characteristics
of the reflexive type (the thinking function), of which
the affective component constitutes an integral part
of emotive behaviour; furthermore, a sensorial
consumer tends towards creating marketplace
relations of a hedonistic kind; in conclusion, the
intuitive consumer is particularly attracted towards
innovative offers, and totally relaxed with imagining
future outcomes.

To sum up: each to their own choice!

2.1 Emopirical assessment and
methodology: segmentation by character
traits in the tourist sector

These postulates have to be verified by field
research. Itis our intention in this study to segment
customers on the basis of the character ftraits
described above and in this respect, having once
established which segmentation variables to use,
the efficacy of our approach can be tested by its
application to the tourist sector (Ortolani G., 2005;
Simonicca A., 2004).

The advantage of using customer segmentation
by character traits, as long as it fully satisfies
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the requisites that segments need to have to be
identified as profitable for an enterprise (Lambin
J.J., 2004) lies in its long term stability status
as well as in the relevant exhaustiveness of the
client-profile, which component is not always
easily achieved with criteria in use at the present
time, tending as they do, to extrapolate segments
that are changeable “over time” and “at the same
time” due to consumer choice (Ciani S., 2006) or
for reasons of opportunity (Franch M., et al., 2006)
(tab. 1).

On the contrary, by means of Jung type categories,
in this research we aim to pursue the construct
of a proposal of segmentation based on non-
observable variables, articulated in eight clusters,
considered particularly attractive, not least, by
virtue of the growth potential expressed by the
tourism formulas they refer to (Tirelli T., 2005).

The segments highlighted have been extrapolated
by taking into consideration the trends, or in other
words, the principal attitudes — extroverts vs.
introverts — the predominant function — thinking,
feeling, sensation, intuition — and the tendency
on which an individual relies to deal with reality
outside — judgemental vs. perceptive — (tab. 2).
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Tab. 1 — Criteria of segmentation in the tourist market

CRTrea hlarzeT SoausT
¥ childrn ~-adolscerts - young adults — adults — older people fuct
old-active oldpegple - retired —margalised )
Indinadual Stabs ' sirgk -conple —familyroaclais
' Dhfulti-componad families
' men —women
. ' mdividaal ~trarel agency —tour gperator - gmp formala (place
0f product of wrord recreatian cerdre — parkh - assocition — sports Zoup )
' indepadend tourist — orzardsed tourist
et dare " eulybind etminze
StatusSodaldass  *  mass tourism — é1ke tourism
' rew chiat - brg-stading diat
Reatwrshap ' technologically geared or morey oneted - cawmer of
. additianal sermices
bma ' ratianal - dhroxd (Baopem camtriss - extra-Empean cantries)
" seaside resorts— mowtai resors - lace-side reots - Spa
Touxian resots—- Ciy tours - At Ciy tours ard historical certre tours—
Destimadion Nahmal evimrmet wd Naieal Pak tous — nural and
courdryside tours
Dirnension of ' sirgk - gromp of friends ~ family miclais —party - converdion —
_groups corgress
' holidy - exoumsion - Spabaks - ports— aodgstmromy — social
tourist — culhmal tourist — border tamst - "o frills™ toumist -
Type of product ' business tourist-lekure tourkt
comsumned " albcertric tourist ~psydiocanric tourist
* Fordsttomst - post-Fordkttomrst
¥ esperenced tamst - experienced toumist
Date of stay . it;ﬂm@t—m&uﬂ-lmgm&mﬂ-mmek—ﬂﬂm&sm
Categoxy of ' tnditical accommodation - hotel - camperdet - bed &
accanmme dadion breakdfast —fim accommodation-oliday village
' family wihyorg childray - double fwcome no kid —-wrellold
oldrfolks
Lifestyles " actie —right Nfe

exoriraamerdalicts —larers of vahmal exw imyaerds
<odal goups-rhde collar poders —rdicak —hedaists

Source — elaboration by the Authors

30



International Journal of Management Cases

Tab. 2 — Psychological categories and tourist segmentation
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Accordingly, our study proposes to render
uniform and to validate the relation “character
traits — tourism segment”. In coherence with the
purpose, the research entails an analysis of a
qualitative nature, to define a clearer framework
of the study in question (Molteni L., Troilo G.,
2004). The methodology used in the qualitative
approach (Barile S., Metallo G., 2002) included the
administering of a detailed questionnaire followed
by an articulated interview, this methodology
was favoured in terms of the opportunity for
the researchers to observe the immediate,
spontaneous reaction of the interviewees. In
particular, the interviewees were administered a
preliminary Jung-based questionnaire to identify
the “psychological category they belonged
to”, in accordance with the above mentioned
psychological theory; subsequently, the same
subjects were interviewed personally , for the
purpose of identifying behavioural characteristics
of tourists and the facilities and services they used,
and to assess correspondence with the relative
psychological category.

In each segment identified, two psychological
categories converge, their only difference being
the secondary function (Jung J.C., 1977). In
general terms, corresponding to a more rational
type (judgemental tendency) we find individuals
included in the categories: traditional tourism,
leisure/cruises  tourism, environmental/rural
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tourism and health and fitness tourism. On the
contrary, included in the more irrational type
categories (perceptive tendency), we find: natural/
theme park tourism, city tours tourism, adventure

tourism/excursions/challenging sports, cultural
tourism and visits to Museums.

Traditional tourist

(Type ETS/ETN — extrovert tendencies,

predominating function  reason, judgemental
tendency) : a good organiser and decision-maker
(with marked leadership skills in the event of the
secondary function being intuition); accordingly,
this individual tends to plan holidays right down
to the smallest detail, sacrificing the needs of the
individual to the needs of the group; the traditional
tourist is unwilling to venture into the unknown,
is uninterested in experimenting, even though
sometimes he/she may be tempted to grasp
opportunities offered by unknown situations as long
as they can be analysed rationally. In the definition
of holiday, in conclusion, therefore, the traditional
tourist can be induced to opt for solutions he/she
has already experimented, such as going back to
the same place, repeating the same itinerary or the
same arrangements for the trip, the same routine,
or in any case, having the situation under control
in the event of new experiences (fig. 5)
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Fig. 5 — The type “traditional tourist”
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Fig. 6 — The type “leisure/cruise tourist” and “social tourist”

trip characteristics

Uities

fashionable tourist destination

trip characteristics

cordact with other peoples

social motivation

Source — elaboration by the Authors

32



International Journal of Management Cases

Leisure/cruising holiday Tourist or Social
tourist

(Type EFS/EFN — extrovert tendency,
predominating function sentiment, judgemental
tendencies) : tends to maintain harmonious
relations with others and looks for their approval.
Holds family and friendship values in high
esteem, has a vivacious personality, is organised
and efficient. Apparently, a caring type of person
with a pleasant nature. This tourist’'s style of
holiday could be by family trips or to fashionable
or trendy places (desire for approval) where
social relations can be cultivated (i.e. a cruise);
awareness of other people’s needs might indicate
a social traveller (fig. 6).

Natural/theme parks tourist

(Type EST/ESF - extrovert tendencies,
predominating function sensation, perceptive
tendency) : matter-of-fact, down to earth, an
excellent observer, friendly and sociable, loves
to enjoy himself/herself and often has an intense
social life; appreciates sport and nature, but also
dedicates much effort to physical appearance, a
characteristic that makes for awareness, even
though of a “physical” kind; despite these aspects
of character, this type of subject appears to show
little regard for novelty, accordingly, a holiday in
contact with nature, relaxing, or even an art trip
or event (i.e. a show) with a group could easily
correspond to this psychological type, for which
reason even parks as natural backdrops for
relaxation could be a “typical” destination (fig.
7).

City tour tourist

(Type ENT/ENF —extroverttendency, predominant
function intuition, perceptive tendency) : this
psychological type gathers together people of a
curious nature, lovers of innovation, of new ideas;
a highly non-conformist subject, who hates routine
and tends to neglect details; very independent
and individualist, with an empathetic nature, (if
the secondary function is sentiment) can find
satisfaction in types of trips where experimental
activities in different situations is preponderant. In
accordance with this inclination, a visit to a great
metropolis, with the many and varied social and
cultural levels of which it is composed, can offer
infinite solutions for many different stimuli, leaving
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an opening for changes and modifications to the
original programme, both with others and from an
individual point of view (fig. 8).

Naturalist/rural tourist

(Type ITS/ITN — introvert tendency, thinking
predominant function, judgemental tendency) :
a segment that includes subjects of a reserved,
cool nature; great readers, fascinated by the world
of ideas at the same time, although not great
observers are realistic, act in a practical way and
base arguments on facts which have previously
been personally evaluated. The thinking introvert
type has little desire for risk-taking, but is reliable
and trustworthy. This subject loves direct contact
with nature and any activities in which there is
personal involvement; a predisposition together
with an inborn reserved personality/nature,
trip which focuses on an individual relationship
— natural environment, in its original/primitive
or unique state — idea /life project which a rural
dimension can transmit (fig. 9).

Health and fitness Tourist

(Type IFS/IFN —introvert tendencies, predominant
function feeling, judgemental tendency) : dislikes
change, this psychological type is content with
routine, calm and determined, reserved but
sociable — prefers to move in family circles. Not
being a very practical type, this tourist prefers
trips that do not involve much planning. Favours
isolated periods of reflection and solitude,
therefore holiday environments in which to find
harmony with oneself and nature as well as with
other people would be ideal (fig. 10).

Tourist lover of adventure, excursionism,
challenging sports

(Type IST/ISF —introvert tendencies, predominant
function sensation, perceptive tendency) : lover of
enjoyment but although curious, does not attach
much interest to a social life, this psychological
type is not tempted by imaginative ideas that
are difficult to accomplish. Independent and
pragmatic to the extent of seeming detached,
in actual fact he/she perceives an enormous
quantity of information just by observing reality;
a natural gift. This person, calm and not very
emotional, is a lover of speed and adrenalin with
a great passion for nature that leads him/her to
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participate in activities that range from excursionist activities to practising challenging or even dangerous
sports (fig. 11).
Fig. 7 — The type “natural/theme park tourist”
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Fig. 8 — The type “metropolitan tourist”
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Fig. 9 — The type “naturalist/rural tourist”
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Fig. 10 — The type “Health & fitness tourist”
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Cultural/museum visits Tourist

(Type INT/INF — introvert tendencies, predominant
function intuition, perceptive tendency) : creativity
and curiosity, but also detachment and intellectual
participation seem to be the characteristics that
distinguish this complex psychological type, who
moves confidently in the world of ideas; greatly
stimulated by new issues, the subject described
above tends, however, to find difficulty in deciding.
Frequently these subject have a passion for art,
and find satisfaction in work commitment, However,
it can also guide the subject’s choice of holiday —
cultural tourism where sensitivity, artistic passion,
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and a natural ethical awareness can be gratified;
not to mention the desire to evade the real world
and finally, last but not least, necessary periods
of solitude, are all elements which characterise
well art cities tourism and cultural interests are an
opportunity to take a “a fantastic/imaginary trip
into extraordinary situations ” far from the real
world” (fig. 12).

Essentially, although it is quite difficult to
come across ‘“really pure types” in daily life,
the contribution they make is undeniable in
interpreting the character/personality of a subject,
and consequently, consumer choices.
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Fig. 11 — The type “Adventure, challenging sports tourist, excursionist”
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Fig. 12 — The type “ cultural tourist”
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3. Preliminary conclusions

The findings of our research imply a reflection
on the great variety of methods of segmentation
available to firm management for clusterising
market objectives/aims. At the same time, it is
evident that such clusters are none other than the
outcome of operational choices made on the part
of management/governance to control demand
or, in other words, the interpretation, by no means
objective, of the effective reality of the situation.
Given this awareness, the crux of the issue
lies in a more “opportune” interpretation of the
phenomenon we are analysing, i.e. consumption,
with due reflection on the aspects of intentionality
evinced on the part of the actor/consumer. In
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accordance with this framework, the contribution
made by segmentation by character traits, is that of
suggesting an analysis of demand starting from the
individuals themselves who make up that demand,
in other words, their character or personality, rather
than from their consumer behaviour. Were such
data available, certainly adequate from the point
of view of content profile, business organisations,
but not only, would be offered a stable platform for
informed marketing decision-making.

The tourism sector represents a valid context
of research, where the advantage is clearly
apparent of sales proposals planning, organised
formulas, category/modality of offering services,
and finally, good communicational initiatives,
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taking into account the character traits of the
targets/customers. To corroborate our theoretical
approach nevertheless, the wider supply system
of consumer goods has to be monitored. The
findings of our present research clearly, constitute
in this context, not a point of arrival but simply
the starting point — a basis for a more structured
kind of research, from which, we are confident,
evidence, in statistic terms, will emerge, to
demonstrate scientifically, the accuracy of what,
at the present time, are pure assumptions.

Endnotes

1. Four dimensions are identified, indicating
consumers as the subjects of the present
analysis: they extract and use their own
energy, collect and manage information, make
decisions and organise their lives.

2. When the predominant function in the
consumer is identified as feeling, rationality is
in a lower sphere and vice versa. Based on
the theories of introversion and extroversion
and of the four dimensions, a system of
psychological categories is thus established

3. In this sense, consumption of solidarity
products could be privileged or consumer
choices could be directed at firms that
privilege ethical or eco-friendly conduct.

4. The questionnaire is purely a basis for the
interview itself; the questions are organised
in two macro areas of interest: the first,
to identify the socio-status details of the
interviewees, to cross check with elaborated
data on preferences and behaviour; the
second, to identify behavioural characteristics
of tourists, reasons for choice, activities
carried out and services requested. 30
interviews were carried out using this
methodology.

5. The extrovert thinking type, in conformity
with the definition, confers decisional power
on objective reality and on objective data,
directing choices towards conclusions of
an intellectual nature or corresponding to
universally valid ideas. Accordingly, consumer
behaviour will reflect these tendencies and
resolute-type predisposition.
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6. In the extrovert feeling type the primary
function — feeling — is adapted to external
reality and concords with objective values.

7. The extrovert, sensorial type has an
exceptionally well-developed objective
sense of events; sensations are prevalently
determined by an object and dependent on it.
Information is acquired through sensations,
but with difficulty transmuted into experience.

8. Intuition in the extrovert, intuitive type is
directed at the search for opportunities in
objective data, from which is noted a marked
dependence on external situations in terms of
future projections.

9. The introvert thinking type is characterised
by the focus on ideas, that do not originate
from objective reality, but rather, subjectively,
showing with respect to the former, a certain
sense of detachment or disinterest.

10. The feeling introvert type more or less, is
guided by his/her own feelings, being of a
subjective nature, it is extremely difficult to
grasp the motivation that inspires behaviour.

11. Theintrovertsensorialtyperelateswiththe
context on the basis of the intensity of the
subjective sensorial component, as stimulated
by objective data, to the point of behaving
irrationally, in that he/she is guided on the
basis of what happens and not with reference
to rational judgement.

12. The introvert intuitional type is guided
essentially towards subjective images
of events that do not occur in real life,
consequently, they belong to a person’s
subjective dimension. This is the reason why
this psychological type has a dreamy and
mystical nature, like an artist.
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Abstract

Pilgrimages are normally viewed from a religious
or spiritual perspective. The connections between
tourism and religion are many, and the question that
arises is: what do pilgrimages and tourism have in
common? Although theologians emphatically state
that modern tourismis not a pilgrimage, pilgrimages
can be viewed as the ancient forerunners of
modern tourism. Since ancient times pilgrimages
have been seen within a religious context, and are
usually discussed in terms of religious tourism in
the literature.

Apilgrimage is aphenomenon linked to all religions.
Itwas a feature of primitive religions and was deeply
rooted in small tribal communities and connected
to the worship of so-called holy places and
ancestor cult. The great epoch of pilgrimage in all
world religions continues to this day. Some authors
estimate that in the period between the 12th and
15th centuries over 30% of the world’s population
was on a pilgrimage towards one of the 10,000
places of pilgrimage then shown and recognized.
At the heart of religious teaching is humankind’s
spiritual need to continually search for, and find
true values, that is, “the truth”. Christian theology
says that such a search in human history is called
pilgrimage — man'’s “religiously motivated journey
to a sacred place” in search of the sacred.

For purposes of this paper two religious pilgrimage
case studies within the South African context are
elucidated: the Zion Christian Church that is the
largest of the African Independent Churches in SA
with more than several million members observing
the tradition for more than 80 years, at the largest
pilgrimage over Easter at Zion City, Moria, in
Limpopo Province. The two smaller pilgrimages
occur in September and over Christmas.
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The second case study is the Nazareth Baptist
Church, commonly referred to as the Shembe
Church in Inanda, KwaZulu-Natal Province, also
with more than between two and four million
pilgrims embarking on three annual pilgrimages in
January, July and October to pay homage to their
ancestors and gods in the Nhlangakazi mountains
near Ndwedwe, in Judia and Ematabetula near
Inanda.

When we speak of pilgrimages and tourism
simultaneously, we are referring to the
interrelationship and interaction between tourism
and religion, the broad relationship between
religion and social phenomena. Religion and
tourism, as phenomena undergo constant change.
Tourism can be regarded as a kind of pilgrimage of
modern civilization based on the motives of tourist
movements on the one hand and the motives
of pilgrimages on the other. Religious tourism is
connected, more than one would expect, to other
types of tourism, especially to holiday and cultural
tourism, and social and group tourism. In history,
religious journeys always were multifunctional
journeys, even when the religious factors seemed
to dominate. In the case of the above case studies,
these factors still appear to dominate.

Keywords: religious pilgrimages, multifunctional
journeys, South Africa

Introduction

In this paper the phenomenon of pilgrimages
will be discussed within a global context. Initially
viewing them as religious journeys within a spiritual
context, but also what pilgrimages have become,
that is considering the wider sociological practise
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of groups of people moving, but also as tourists
on multifunctional journeys.

The focus of the article will be on what motivates
people to undertake a religious pilgrimage and
how this journey has become a multifaceted
experience.

Research Method

The paper is based largely on desk research
and singular primary interviews with selected
members from the Zionist and Nazareth Baptist
Churches. Due to time constraints the author has
not personally experienced any of the mentioned
pilgrimages, but has visited the sites where some
of the pilgrimages take place.

Although a purposive qualitative research method
was employed, and information rich data obtained,
the ideal would be a simultaneous quantitative
survey reaching a large proportion of the target
population in both cases, i.e. the Zionists and the
Nazareth Baptists. The initial findings will briefly
be discussed, although no generalisations can
be made.

Pilgrimages within the tourism context

Pilgrimages are normally viewed from a religious
or spiritual perspective. The connections
between tourism and religion are many, and the
question to be asked is: what do pilgrimages and
tourism have in common? Although theologians
emphatically state that modern tourism is not a
pilgrimage, pilgrimages can be viewed as the
ancient forerunner of modern tourism (Vukonic,
1996: 135). Pilgrimage is a phenomenon linked to
all religions. It was a feature of primitive religions
and was deeply rooted in small tribal communities
and connected to the worship of so-called holy
places and ancestor cult (MacCannel, 2002: 269).
Sometimes the development of pilgrimage was
also linked to trade routes, such as the Silk Route
in the Far East or the Incense Road in Arabia.
The most regular travellers in ancient times were
pilgrims who gathered in great numbers at well-
known shrines on religious holidays. The greatest
number of places of pilgrimage was in Greece, with
the best-known and visited shrine being Apollo’s
oracle at Delphi. Places of pilgrimage “to satisfy
all tastes” developed, and such destinations
such a as Rome, Fatima, Lourdes, Santiago de
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Compostela, Mecca, Jerusalem and other places
of pilgrimage still bear witness to their popularity
and economic strength (Vukonic, 1996: 20).

The great epoch of pilgrimage in all world religions
continues to this day. Some authors estimate
that in the period between the 12th and 15th
centuries, over 30% of the world’s population
was on a pilgrimage toward one of the 10,000
places of pilgrimage then shown and recognized
(Foster, 1982). At the heart of religious teaching
is humankind’s spiritual need to continually
search for and find true values, that is, “the truth”
(Vukonic, 1992:79-91). Christian theology says
that such a search in human history is called
pilgrimage — man’s “religiously motivated journey
to a sacred place” in search of the sacred (Hudson
& Jackson, 1992: 1081; Jackowski & Smit, 1992:
93). In Biblical tradition, travel is the symbol of
religious discovery. “To travel a new road always
means to expose one’s life to the unexpected
and the sacred” (O’Grady, 1982:74-75). Today
cyberspace is also a form of travel through “virtual
realities” where people electronically go to sacred
sites, and “virtual pilgrimages” is an Internet
neologism for destinations on the Www where
pilgrims can travel for educational, economic and
spiritual purposes (http://it.stlawu.edu/.., 2004).
According to tradition pilgrimages are made
to Jerusalem once in a lifetime by Jews of the
Diaspora (Vukonic, 1996:123), and by Moslems
to Mecca. In South Africa, two large religious
groups of the Independent African Churches, the
Zionists and the Nazareth Baptists that we will
elaborate on later, have since the early twentieth
century travelled on annual pilgrimages to their
holy sites.

Who is a pilgrim?

Theologians say: that the pilgrim steps gently
onto holy soil; whereas the tourist overruns holy
places and photographs their remains. The pilgrim
travels with humility and patience, whereas the
tourist travels arrogantly and in a hurry. The tourist
is a semi-pilgrim, if the pilgrim is a semi-tourist.
Even when people are burying themselves in the
anonymity of a crowded beach they are searching
for an almost sacred, frequently symbolic form of
companionship that as a rule is out of their reach
in the daily structure of their lives in the office and
home (Turner & Turner, 1978: 20). According to
Smith the pilgrim-tourist path should ultimately be
redefined as two parallel, interchangeable lanes,
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one of which is the secular knowledge based route
of Western science, the other, the sacred road of
faith and belief (Smith, 1992: 15). Every person
worldwide could travel either lane, or switch
between them as we will postulate in this paper
as being multifunctional journeys although with a
central religious focus.

Turner & Turner explicitly say “the tourist is half
pilgrim, if the pilgrim is half tourist” (1978: 20).
They advocated the thesis that pilgrimage entails
the movement of people from their everyday
world of structured roles and statuses to a sacred
centre where they enter another world through the
ritual celebration of their common and universal
humanity. Therefore, the tourist in an ideal form,
with a positive moral understanding of life, with
a need for new knowledge, cultures and other
values, with a positive attitude toward other tourist-
receiving environments and toward the population
in those environments, becomes a pilgrim of
sorts (Vukonic, 1996:82). The terms pilgrimage
and tourism both define cultural constructs, or
concepts about specific categories of people who
travel for different reasons” or “most travellers
seem to share one common theme: a search for
betterment of life”(Smith, 1992: 15).

Religious pilgrimages and tourism

Despite the major religions in the world today, there
are an enormous number of beliefs, cults, myths
and sects, and it is easy to conclude that there
does not exist in the world a religion that would be
the same for all people, neither is there a single
system of belief for all people. There are also many
religions in the history of mankind that sociologists
see as proof that religions are not eternal, but that
they are transient like all other social phenomena.
Religions disappear when new social needs arise
that they no longer meet and it cannot be denied
that religions have left behind impressive traces, in
the forms of: temples, shrines, churches, and the
great cultural and artistic heritage that has today,
due to tourism become the property of a large
part of humanity, allowing large sections of the
population to add to their knowledge and insights
into the history of the human race by visiting the
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sites of ancient religions, cultures and civilizations
(Vukonic, 1996: 25).

When we speak of pilgrimages and tourism in one
breath, we are referring to the interrelationship
and interaction between tourism and religion, the
broad relationship between religion and social
phenomena. Religion and tourism, as phenomena
undergo constant change. @ Cohen however
theorises from a sociological perspective that the
phenomena of pilgrimage and that of tourism have
similarities (Cohen, 1992: 35). Especially with
regard to more serious forms of tourism where the
motives of the tourist journey are more substantial
than pure recreation and entertainment — these
are analogous to the ecstatic forms of pilgrimage
in their spiritual meaning for the traveller-tourist,
but the symbolic language in which tourists are
obliged to express their pilgrimage is different. For
a radical phenomenological distinction — on his
journey the tourist always moves towards a tourist
destination as a kind of symbol of his wishes. This
is a symbol of the civilization and social system to
which he belongs, towards a this-worldly centre, as
Cohen expressed it, just as the pilgrim does when
he heads towards just such a centre personified in
the shrine to which pilgrimages are made, seeking
in it the fulfilment of his spiritual and religious
needs and aspirations.

Religious tourism is tied, more than one would
expect, to other types of tourism, especially to
holiday and cultural tourism and social and group
tourism as will become clear when the case studies
are discussed. In history, religious journeys always
were multifunctional journeys, even when the
religious factors seemed to dominate. However, in
modern societies, the religious motivation seems
to be less important than in ancient societies.
Therefore, those pilgrimage sites will flourish most
that are located in the immediate area of large
tourist attractions (Rinschede, 1992: 65).

Tourist journeys have always been motivated not
only by objective, but by numerous subjective
factors. Their source lies most often in the domain
of the irrational and immeasurable. Hitrec (1990:
9-49) states that journeys and tourism are caused
by gregarious instinct, the search for relationships
and contacts, friendship, love, art and culture, the
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desire to communicate, the wish to play, prestige
and snobbishness, fashion and imitation, as well
as belonging to a certain social — and thus a
religious — group. It is important to see that these
are all motives that are evident in the case studies
discussed later.

Tourism and religion

Tourism is predominantly a phenomenon
marked by movement, so it is understandable
that the greatest amount of space is devoted to
pilgrimages as a form of movement of tourists
motivated by religious needs.

In demographic terms, tourism might be classified
as a voluntary, temporary and seasonal migration.
Voluntary, because people decide freely whether
or not they will join in tourist movements. They
decide freely whether or not they will seek a place
to spend time outside their place of residence.
Tourism can be called temporary migration
because movement motivated by tourists
takes place in only one part of the year that is,
temporarily, and the tourist is obliged to return to
his/her place of permanent residence. Tourism is
also seasonal migration because tourist journeys
are as a rule linked to a certain season in the
year that depends on climatic conditions that
are optimal for tourist movements and sojourns
in a relatively short period of the year. Tourism
may be classified under the general heading
of migrations, with pilgrimages regarded as
temporary migrations where believers undertake
shorter or longer journeys to holy places (Vukonic,
1996: 27-28). This is clearly evident in the multi-
annual migrations to Zion City Moria and Inanda.

Tourism is seen as a phenomenon that stimulates
the development of many countries in the world,
and as a typical phenomenon of the industrial
period as is the concept of free time. It is the
characteristics of free/leisure time that determine
people’s relationship toward their spiritual needs
- one would need free time to “go on a pilgrimage”
and a new kind of consciousness seems to have
arisen, where free time is increasingly seen as
the content of life, and work, as a necessity.
Free time has become an independent area of
life that greatly affects many things in people’s
lives: lifestyle, the way the natural environment
is disposed of, the shaping of living conditions,
the commercial supply on the leisure market. In
summary, free times tend to enrich human life.
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Pilgrimage, it has already been said, is a
phenomenon that, due to its size, provides the
most striking example of the interrelationship
between tourism and religion as debated by
sociologists. This debate can be reduced to the
question of whether tourism has certain ritual
qualities relating to free time that set it apart from
everyday life, and whether these qualities make
tourism a kind of a pilgrimage (MacCannel, 2002:
269; Vukonic, 1996: 83).

Research shows that due to the constant growth
in the world population, and the growth of the
world tourist demand, there has been a significant
increase in the mass of religious tourists or
pilgrims, resulting in an unexpected flourishing
of certain places of pilgrimage, both traditional
and recent. There are more and more journeys
by believers who travel in a group, some under
the patronage and with the participation of the
church. In the case of ZCC, for example, more
than 13,000 thousand busses transport the million
pilgrims for the September celebration. What is
important in this case is the companionship and
social life of believers (Vukonic, 1996: 54-57).

The principles of tourism can be summed up
in several requirements, namely: a peaceful
encounter among people from different countries,
cultures and professions; promoting cultural
contacts, understanding, cooperation and
friendship, as well as mutual respect; renewing
and encouraging the development of personality;
learning and satisfying intellectual curiosity;
getting to know others through their customs and
lifestyles. These principles can be applied directly
to pilgrimages, religious or otherwise.

Religious pilgrimages as multifunctional
journeys: a South African case study

The two flagship religious pilgrimages in South
Africa are undertaken by followers of the two
largest African Independent Churches, the Zion
Christian Church and the Nazareth Baptist Church
both founded in 1910 and 1911 respectively and
both with a following of between two and six
million believers.

Pilgrimages of the ZCC

The Zion Christian Church was established in
1910 by Engenas Lekganyane, a farm worker
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in a rural area in Limpopo Province, that later
became known as Zion City Moria that became
the headquarters of the church. After his death
the church split into two congregations under the
respective leadership of his two sons. The ZCC
took its name from Biblical references to the Mount
Zion in Jerusalem and is strongly influenced by
the doctrines of the Christian Catholic Apostolic
Church of John Dowie, based in Zion, lllinois in
the United States, and by the teachings of the
Pentecostal missionary John Lake who began
work in Johannesburg in 1908.

The highlight of the ZCC religious calendar is
the Easter pilgrimage which draws more than
5 million church members for several days of
religious services at Zion City. Other smaller
religious pilgrimages and celebrations take place
in early September and over Christmas. These
celebrations involve abstaining from sleep for
several days, drinking blessed tea, singing and
dancing the mkuku — to stomp the devil back into
the ground. Zionist beliefs emphasise the healing
power of religious faith, and for this reason ZCC
leaders sometimes clash with the sangomas, or
traditional healers, who are important in many
African belief systems. Despite occasional
conflicts the ZCC respects traditional African
beliefs especially those concerning the power of
the ancestors to intercede on behalf of humans.

The ZCC reflects some elements of that religion
also incorporating eclectic African beliefs. The
ZCC prohibits alcoholic beverages, smoking and
eating pork. It condemns sexual promiscuity and
violence, with members, always wearing a visible
ZCC-badge pinned to the chest, having developed
the reputation of being honest and dependable
employees in the business community.

According to respondents belonging to the church
interviewed, the Easter pilgrimage is viewed as
the most important on the religious calendar, with
largely males travelling by bus to the Zion City
of Moria wearing their traditional garb of khaki
uniforms with a peak cap. This celebration is to
affirm their belief and bring monetary donations
to the church. As the largest proportion of the
church’s following reside in the Limpopo province,
this pilgrimage as the others are partially seen
as an opportunity to rekindle family ties with
relatives living in the rural surrounds. The result
is that many family-related celebrations are also
planned during this period so as to optimally
utilise the opportunity, such as family baptisms,
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weddings, healing ceremonies and related social
gatherings involving the extended family that can
include up to one hundred ‘relatives’. This clearly
shows that although the religious pilgrimage is
the main focus of the journey, other secondary
foci are evident that result in the journey being a
multifaceted and multifunctional experience.

Pilgrimages of the Nazareth Baptist
Church

The Zulu visionary Isaiah Shembe founded the
NBC in 1910/1911; a controversial religious
movement rooted in Zulu tradition at his holy city
of Ekuphakameni, just north of Durban, KwaZulu
Natal Province. The Nazareth Baptist Church is
an independent church with a very strong visible
African identity portrayed in the church’s adoption
of the ‘holy dance’ (a traditional sacred dance)
as well as a temple service — respectively the
‘African’ and ‘biblical’ streams whose confluence
makes this church so iconic of the enculturation
of Christianity by charismatic African tricolours.
The church boasts 4 million followers across SA
who believes Shembe is Africa’s equivalent to
Jesus with 7,000 temples in South Africa. Though
the reputation for miraculous healing powers
inherited by the founder’s three successors may
account for much of this growth, it can also be
ascribed to the appeal of the style of worship that
is unique and markedly different from that of the
Zion-Apostolics.

The Nazareth Baptist Church established three
annual pilgrimages central to its religious calendar,
namely: a pilgrimage to the sacred mountain
of Nhlangakazi/ Inhlangakazi every January;
one to Judia in October; and the pilgrimage to
Ematabetula near Inanda in July.

According to respondents belonging to the church
interviewed, the July pilgrimage is viewed as the
most important on the religious calendar, with
large numbers of especially Zulu people travelling
to Ematabetula in KwaZulu Natal Province. This
festival results in the temporary construction of
1,000plus temporary huts to accommodate the
festival attendees. Abstinence from alcohol and
tobacco is imperative and a good deal is spent
on costumes and hairdressing to partake in the
five main groups of dances: the first, or ‘Tuban’
group consists of girls under 15 and not of a
marriageable age, with tuban referring to the
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bright red pleated cotton skirt worn by the girls;
secondly ‘the 25s’ and the ‘virgins’ group — young
women of marriageable age; thirdly the ‘Ubuhalu’
group that consists of married women; fourthly
the ‘Njobo’ group that consists of a group of older
males, also the elders of the church wearing
traditional costumes; and finally the ‘Iscotch’
group that consists of younger males, and
also the more energetic dancers. This festival
continues over three weeks — beginning on the 1
July and culminates in a day of sacred dance on
the third Sunday of the month. During the festival
the healing rituals make up for a large portion
of the activities and time, that can be related to
Maslow’s basic survival needs. The healing is
exclusively the duty of the church leader, who
cures believers through the ‘laying on of, or by
blessing water or vaseline’.

As withthe ZCC followers, the largest proportion of
the church’s following reside in KZN province and
the pilgrimage is also regarded as an opportunity
to rekindle family ties with rural relatives also
attending the celebrations. Similarly family-
related celebrations are also planned during this
period to optimally utilise the opportunity, such as
family baptisms, weddings, healing ceremonies
and related social gatherings. This pilgrimage as
the ZCC pilgrimage thus also shows that although
the religious pilgrimage is the primary motive of
the journey, secondary motives are evident that
result in the journey being a multifaceted and
multifunctional experience and may as a total
experience address Maslow’s (1970) needs from
safety/security, relationship needs, self-esteem
and development needs and self-actualisation/
fulfilment needs.

Conclusion

The travel motivation of the ZCC and Nazareth
Baptist pilgrims can be viewed as a multi-
dimensional construct comprising numerous
motives — ranging from physical safety to
spiritual fulflment — needs of the pilgrims that
are satisfactorily addressed by partaking in the
mentioned pilgrimages. The travel motives of
religious pilgrimages can be internally oriented or

45

externally influenced and travel motivation occurs
in a pattern of multiple motives rather than in a
single dominant force as is evident in the case
studies put forth. It can thus be concluded that
the religious pilgrimages under discussion can be
viewed as multifunctional journeys.
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Abstract

Relationship marketing is becoming one of those
fashionable terms that every marketer uses now
a days. Relationship marketing was developed in
response to the criticisms of traditional marketing
models such as marketing mix and is a diverse
concept (Lindgreen, 2001). It is concerned with all
the stages of developing relationships, and much
care should be taken in order to be successful.
There are certain requirements for developing
a successful relationships which can be
encompassed under three headings of Supportive
culture, Internal marketing and communication
process. A supportive culture is important to
develop long-term relationships and to apply more
customer centred approach (Gronroos, 1994).
Internal marketing plays a vital role in order to
develop more and successful relationships with the
customers by staff involvement and commitment to
develop long-term relationships David Ballantyne
(2000). And a planned, interactive, two-way
communication process is also required to support
the development of relationships (Gronroos,
2004).

It has been suggested that companies would
benefit from adopting relationship marketing
strategies, due to heavy competition and the need
to understand the customers and stakeholders of
the organisation to help and develop long-term
relationships (Merlin&Neil, 1995). With special
events now featuring mainly on the profile of
the companies’ activities, there was a need for
consideration of their role in such strategies.
Therefore the aim of this research is ‘To investigate
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the role of relationship marketing within special
events’.

Mini case studies were compiled for six special
eventorganising companies, based on the primarily
on the data obtained from the interviews with event
managers. This qualitative approach was chosen
to enable a richer picture to be developed of the
companies’ relationship marketing practices, and
more specifically of the way events contribute for
such practice.

The findings showed that there was a good level
of awareness amongst the companies of the need
to develop long-term relationships. The key points
identified for future research were the extent to
which feedback obtained from the customers
is acted upon, the effectiveness of branding the
companies at the events, and the use of technology
in developing and managing relationships.

Keywords: Impact, festivals, relationship marketing,
host community

Introduction

The aim of this chapter is to discuss the background
to the research topic, and justify the need in this
area for research in this area. This will be achieved
through discussion of the evolution of relationship
marketing, and consider relationship marketing for
the special events sector. The aim and objectives
of this research will be outlined and each chapter
will address the key issues.

The concept of marketing mix paradigm was
introduced around 40 years ago and it has
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dominated marketing thought, research and
practice. But today it started to loose its
importance as markets tend to change and new
approaches andtrends are adoptedinthe markets.
Globalisation of business and the importance of
customer retention was identified and followed
as customers are having many alternatives for
any product. To maintain the relationship with the
customers relationship buildingand management,
or what has been labelled relationship marketing,
is one leading new approach to marketing which
eventually has entered the marketing literature
(Grénroos, 1994).

The growing interest in customer retention
/ share and the idea of fulfiling the need of
customers from an organisation, contributed to
further recognition of the benefits of having firm
relationship with the existing / new customers
(Gummesson, 1998). Acknowledgement that it
costs significant more to attract a new customer
than to retain an existing customer these changes
also influenced in practice, which in turn led to the
need to manage the existing customer base as
effectively as possible (Wilson & Gilligan, 2002).

As there is a huge growth and development
of relationship marketing there are so many
questions arising, one such question is how it can
be achieved in practice. How ever it remains as a
matter for debate and further research is carried
onto how relationship works in organisations
(Lindgreen, 2001).

Models of relationship marketing

It is very useful to discuss about the models of
developing and maintaining relationships before
studying about relationship marketing theory in
more detail.

There are number of models given by different
authors on relationship development, which
is broadly divided into two categories ‘stages
theory’ and ‘states theory (Rao& Perry, 2002).
According to them Stages theory emphasises that
inter-firm relationship development goes through
stages (Rao& Perry, 2002). This means that the
relationship development happens gradually and
sequentially. And in states theory, relationship
development is much more complex and may
not be evolving in the structured manner that
the stages theory implies (Anderson et al., 1994;
Hakansson and Snehota, 1995). Relationship
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or network development can move forward
and backward or even stay in the same state
for an undetermined period in the development
process.

Other authors have proposed similar models.
Dwyer (1986,quoted in Worthington& Horne,
1998) considered relationships move through
five stages of

» Awareness
» Exploration
» Expansion
+ Commitment
+ Dissolution.

These phases are based on a research, which
investigated the development of interpersonal
relationships, and each phase represents a
major transition in how each party regards the
other (Worthington& Horne, 1998). According to
them the above model is used to examine the
development of relationships over the time but it
does not offer the opportunity to test the strengths
of relationships, which were developed.

In order to test the strength of the relationships
Worthington & Horne (1998) developed a
new model of relationships, based on the
biological model called ‘symbioses. Symbiosis
is the association or living together of two
unlike organisms, for the benefit of each other
(Worthington& Horne, 1998). Their model is
classified into five classifications. From this
model it can be identified that who are the parties
involved in the relationship development are
benefiting.

Rao and Perry (2002) criticised the sequential
model they questioned whether relationships
develop in an ordered way. They proposed an
alternatetheorycalled‘statestheory’. Statestheory
focuses on the unstructured and unpredictable
nature of relationship development. The states
theory shows that relationship development can
move forwards, backwards or stay in the same
state, which is similar to the traditional life cycle
model.
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Special Events Sector

The special events sector is a very crowded
arena, with count less organisations operating all
around the world and there are number of events
happening at different places every year. The term
special events can be categorized from western
music concerts to devout religious festivals,
glitzy sports contests to natural phenomena
(Mintel, 2005). According to Robyn Stokes
(2006), “networks as relationships” perspective is
based on the premise that multiple stakeholders
in events and connections between them will
influence the success of events.

This proves that by adopting the relationship
marketing strategy the event organising
companies could organise successful events in
collaboration with its stakeholders. In addition,
searches on Ebsco and Emerald have suggested
that there has not been much research or study
on relationship marketing in the events sector. It
is therefore appropriate for this research to focus
on how relationship marketing helps the event
management companies to develop long-term
relationships with its customers/stakeholders.

Special events

The body of literature on festival an event
research is voluminous and distinct with four
themes or tracts emerging as important and timely
to managers. These themes, which include guest
satisfaction research, sponsorship evaluations,
economic impact assessments, and host
perceptions of festival/event impacts, form the
major discussion points of this article. Whatever
the reasons for conducting research, festival
and event managers should be concerned about
the validity and utility of the information gained.
The concluding section of this article presents
several methodological recommendations for
those interested in conducting festival and event
research.

Hosts’ Perceptions of Events

Much has been written on festival and event
guests with relatively little about those who
stage these attractions or the hosts (residents
of the community where the event takes place).
Relatively few impact studies have specifically
examined residents’ attitudes toward festivals
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and special event tourism in their community.
one study involving residents’ attitudes toward
a large-scale festival revealed that those who
benefited economically and/or socially from the
event had more positive attitudes than residents
who did not experience these benefits (Turco,
1994). These findings are consistent with the
social exchange theory which suggests that hosts
who receive benefits from festivals and special
events are likely to perceive it positively and be
supportive, whereas those who do not receive
benefits, or who perceive the costs associated
with the event outweigh the benefits, are likely to
perceive it negatively.

Why do communities and organizations stage
festivals and events? lie answers to this question
have beenrecently soughtby several researchers.
Mayfield and Crompton (1995) identified eight
generic reasons why nonprofit and government
entities stage festivals: recreation/socialization,
culture/education, tourism, internal revenue
generation, naturalresources, agriculture, external
revenue generation, and community pride/spirit.
Of the thirty items identified that operationalized
the eight domains, community spirit/pride” and
“family’ were ranked by respondents as being
the most important reasons for staging festivals.
Wicks (1995) found that business owners and
managers felt it was most important that the
production of the event brought the community
together generated an economic benefit to
businesses, and promoted a Positive image for
the host town.

Large-scale festivals and events seeking to
attract visitors to their host communities, should
examine the contributory social impacts on
residents and their reactions. Examples of social
cost include traffic congestions and crowding,
crime, trespassing, disruption in daily schedules,
litter and noise pollution. Without resident and
local business support, several sanctions against
the event may be imposed by the community
including: (1) loss of local support for the
organizations and authorities which Promote the
event; (2) an unwillingness to work at the event
or the tourism industry; (3) lack of enthusiasm in
Promoting the event by word of mouth; and (4)
hostility to visitors manifested in overcharging,
rudeness and indifference (Crompton and Ap,
1994). An important factor in the avoiding these
problems, while at the same time benefiting the
host community would be to focus greater time
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on measuring the needs and expectations of the
residents as they relate to the festival or event.

Research approach

The overall research approach is used was
proposed by Saunders, Lewis and Thornhill
(2003). As they identified, whilst the linear assists
with forward planning, some stages will be needed
to revisit and adapted, as ideas are refined.

As suggested in the title, the first stage of
sampling for this paper was 15 India based Event
management companies with a minimal of 35
employees. Sampling tactics were applied to this
sample that will assist the researcher in making
decisions of which organisation to approach.

The second stage was then to filter the companies
for whom no named or contact details were
present on their websites and search directories.
This reduced to 6 companies; these companies
were contacted by email or phone to ask if they
are willing to be interviewed for this research.
Response was received from all the above
companies and interviews were confirmed.

Question development for Interview

The question development for the interviews were
categorised into two divisions, which is similar to
Lindgreen, 2001.

Thefirstdivisionis completely focussed on obtaining
the background information of the organisation
from its websites and brouchers, such a number
of staff employed by the company, the number of
events organised by the company annually and the
other companies associated in organising events.
The second division is based on the relationship
development, with questions asked about how and
why the company wants to build relationships with
its customers or stakeholders.

The third division of the interview is completely
focussed on the events. Because there seems
to be no research undertaken in accordance with
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relationship marketing and events. The questions
were designed by how each stage of the event
(pre-event, event, and post-event) issues could
contribute to relationship marketing based on the
literature.

The main points from the interviews were placed
in tabular form, as it will be helpful in cross case
comparison. Analysis of each case study was
carried out in parallel with mixing the data in
accordance to literature.

Current and future trends were considered across
the cases and conclusions were drawn according to
the way in which relationship marketing strategies
were used in special events.

Result Analysis

Supportive Culture

All the companies interviewed identified the
importance of developing long-term relationships.
The main reason for these companies to develop
long-term relationships was financial which a
common thing was also across their company
objectives. Customer satisfaction and cross selling
and business development were thought to be
other benefits, all which are similar to the view of
Priluck (2003).

A key and a common factor for the developing
relationship are the personal or social relationships
with the individual or a company. This is very hard
and it consumes lots of time, to develop long-
term relationships, the companies should be very
patient and spend many resources.

In the literature there are no barriers mentioned
about developing long-term relationships, however
most of the companies were identified that they
develop relationships in order for the financial
benefits. A variety of reasons were discussed
why companies organise events, some of which
has been concurred and some others added
to the literature. The findings suggest that the
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company which gets more business develop
more relationships.

Many authors suggested that events could be
used to develop relationships, yet only three
companies addressed their role of developing
relationships. One such role is thanking their
customers and attracting new customers.

There are many developments happing towards
developing relationship, one such development
is technological development. Two of the
organisations wide databases in place manage
this process, while the other companies are
trying to develop their database. The ability of
the technology is helping the companies to reach
their customers directly with out any mediators
in between; the response for this is highly
subjective and varies according to the location
of the customer. Almost all the companies felt
that events at the early stage of relationship
development will help the organisation to be more
close to their customers. But one company felt
that the relationship develops only after the event,
this is because the customer will interact with the
people from the organisation at the time of the
event. These differences could be derived from
the companies experience and it varies according
to the organisations core competences.

Internal Marketing

The two companies which are smaller compared
to the others in the case studies interviewed
were the only ones to involve all the staff in
their relationship development process as
recommended by Gronroos (1994). However
rest of the four companies does not involve all
the staff in developing relationships they work
with other internal departments when building
their relationships, because they do not want all
of their staff to develop relationships if they do so
then the costs will increase which the companies
are not ready to bear them.

To the extent of which the companies are
concerned they are operating in a customer-
centric approach as suggested by Priluck (2003)
is unidentified. Three of the companies always
contacted their customers directly for feedback of
the events so that improvements can be made
and other two companies get the feedback from
the customers through the staff of the company.
And the other company always involve their
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customers in the events they do so they can do
the events according to the customer choice and
give the best of customer service. However is it
evident that that there is some way of customer
interaction for the events. As far as such feedback
is considered would require further investigation.

Communication Process

All of the companies that are interviewed have
a planned communication process to maintain
and develop relationships with their customer/
participants..

These communications seems to have limited
levels of interaction with the customers of the
organisations. However, two of the companies
interviewed mentioned that events would help in
communicating with the customers/participants
of the events and those who are not part of the
event as well. Almost all the corporate companies
these days identified that events are a tool
for communicating with their customers. They
identified that they can also communicate with the
customers not only by organising events but also
sponsoring the events they can communicate
their message.

All of the companies contact their customer
post-event for further business and they also
send some information about the organisation
and its activities. They believe that by sending
the information about the organisation will help
the company to maintain relationships and the
customers will know more about the activities
the company is doing in the future. This way of
communicating with the customers/participants
was suggested by Gronroos (2004).

Three of the companies interviewed said that
they will send the information about the company
even that client/customer is a one time event
organiser and he has no intention of continuing
the relationship with the company for example of
such events are wedding which happen once and
there will be no relationship development after the
event. The companies are ready to spend some
resources in order to share information with this
kind of customers, as they will recommend the
company to others who are willing to do any
event. This way of relationship development is
also called as word-of-mouth publicity.

There is evidence of increase use of technology
in developing relationships with the customers/
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participants.. Three of the companies are
increasingly using emails to maintain relationship
with it past and present customers. And the
information about the events is publicised using
the companies website and registrations can also
be done on the website if any. And two companies
are also allowing discounts to the customers who
make their reservations through the event sponsors
website so that can also promote the sponsors.

Cross-case analysis

In summary, all the companies interviewed have
common trends that have been identified from
cross-case analysis. There is a good knowledge
of developing relationships with their customers
in all the companies interviewed, but there seem
to be less concentration on how to contribute
this knowledge in achieving their targets. All the
companies work for the financial benefits and
they develop the relationships in order to achieve
organisations financial goals and to stay in the
market.

Development of technology is also helping the
organisations to develop relationships in an easy
and cost effective way. Half of the companies
interviewed are currently implementing new
databases to develop relationships more
effectively. If the use of technology in developing
relationships is increased there will also be an
increase in contacting the customers directly with
out any mediators like agencies in between.

All of the companies recognised the need for
cross-departmental working to develop long-term
relationships with its customers/participants, two
of the companies who involved all the staff to
develop relationships are the small companies ESP
(Entertainment Solution Providers) and Rainbow
Events. The involvement of all the staff who work
for the organisation to develop relationships was
first coined by Gronroos (1990).

There is some customer centricapproachinthe way
the special event organising companies organise
their events. The information they get from their
customers post-event will help them in evaluating
the event and give better service for the future
events. However there are only two companies
out of all the six interviewed companies involve
their customer pre-event in the operational issues
of the event. This gives a personal touch and also
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helps in developing long-term relationships with
the customers/participants.

All of the companies have a communication
process in place to develop relationships with their
customers, but the type of communication process
each company has choose varies. This variation
is because of size of the company, the number of
people employed by the company and the number
of events the company does per annum. These
all factors are considered by the organisations to
implement the communication process in a large
scale.

The majority of the organisations/companies prove
that there is an interactive communication with the
customers post-event in the form of evaluation
that helps the company to develop long-term
relationships with its customers.

Conclusions

The purpose of this research was to understand the
role and impact of relationship marketing strategy
on the demand for special events. Though many
marketing executives report that they are using
a relationship marketing strategy, this has not
resulted in high demand for variable data printing.

Business-to-business marketing firms create
what might be called a collaborative advantage
by demonstrating special skills in managing
relationships with key customers. To effectively
initiate and sustain a profitable relationship with
a customer, the business marketer must carefully
manage the sales and service connections that
provide the central points of customer contact and
define the relationship.

Modern marketing revolves around the Customer. It
is an old and by-now universally accepted concept
that the Customer is the King. Customers are
treated as the eyeballs of all major companiesin the
world. The customer is the person who has unique
interests, needs, attitude preferences, issues and
opportunities, and most importantly the authority to
spend the money on the offerings of the company.
Therefore the traditional approach of making one-
time sales is being replaced with making long-term
commitment to the customer. The former approach
is popularly known as transactional marketing,
while making long-term commitment is the basic
of relationship marketing.
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A thorough review of the relationship marketing
literature has been undertaken, using books,
journal, reports and web articles. Relationship
marketing is a diverse and evolving concept
incorporating not only just marketing theories but
also components of communication, strategic
management and ethical points. This Objective 1
was therefore been achieved.

By drawing on both special events and literature,
it was identified that special events have a very
importantrole to play in all the stages of relationship
development.

The case study approach helped to exploratory
study into the way in which special events
companies try to build and develop long-term
relationships through their events. By analysing
each case individually at the staring point, the
important elements were identified from the
literature prior to the cross-case analysis.
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MARKETING AND DEVELOPMENT IN FOUR
WESTERN EUROPEAN SANCTUARY-
TOWNS

VITOR AMBROSIO
ESCOLA SUPERIOR DE HOTELARIA E TURISMO DO ESTORIL, PORTUGAL

Introduction

In this paper, four Catholic sanctuary-towns,
founded after the apparitions of the Virgin Mary,
Banneux in Belgium (1933), Fatima in Portugal
(1917), Knock in Ireland (1879), and Lourdes in
France (1858), will be compared in terms of urban
development.lwillarguethatthese sanctuary-towns
represent two different evolutionary situations:
one associated with successful development
and marketing and the other with weaknesses in
planning and marketing. Although their importance
as pilgrimage destinations differs, Banneux and
Knock are considered medium-sized sanctuary
towns, while Fatima and Lourdes are considered
large. A similar, summarized description will be
applied to each destination.

Banneux is a sanctuary town situated in eastern
Belgium (a few kilometres away from Liege).
Annually, it receives over 0.5 million visitors, mainly
from European countries.

The eight apparitions took place from 15 January
to 2 March, 1933. The Church approved them
in 1942 and more solemnly in 1949. The seer,
Mariette Beco, was 11 years old and was the
daughter of poor, non-churchgoing parents.

The Virgin Mary’s message focused on the title she
attributed to herself: ‘I am the Virgin of the poor’,
thus revealing by that the simplicity of the gospel.
During the apparitions she asked people to pray
a lot and to have a chapel built in her honour,
stressing the need for prayer. During the apparitions
she showed the seer the site of a fountain whose
waters would mitigate the sufferings of the sick of
all nations.

After this divine manifestation there was a period
of hesitation, but due to the considerable affluence
of pilgrims, the local priest instigated the building
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of the chapel, which was inaugurated on 15 August
1933. It is the heart of Banneux even today, as
the shrine does not have a proper church. Instead,
many open-air sites and altars exist, which are
complemented by sacred itineraries and nursery
homes for sick pilgrims (who have always been
numerous at Banneux). To commemorate the
50th anniversary, a large pavilion was built for the
winter season.

Fatima is situated in the heart of Portugal (a few
kilometres away from Leiria). Annually, it welcomes
over 4 million visitors, who come from all over the
world.

The six apparitions here took place between 13 May
and 13 October, 1919, and were finally approved
by the Church in 1930. The seers, Lucia, Francisco
and Jacinta, were aged 10, 9 and 7, respectively,
their parents being poor and churchgoers.

During the apparitions, the Virgin Mary introduced
herself as ‘Our Lady of the Rosary’, and asked
people to pray a lot and to have a chapel built
in her honour, stressing the need to pray and to
meditate on the rosary mysteries. She asked for
the reparation of the sins committed against her
Sacred Heart, as well as the consecration of Russia
to It. No other apparition may, indeed, be so linked
to historical events as this one. This is probably
the reason why it gave origin to an intense spiritual
movement, which is the source of inspiration for
the preservation of peace on earth.

In 1919, after the above divine manifestation, a
small chapel was built. Ten years later construction
of the basilica was started, with consecration in
1953. Besides those constructions, one should
also mention the esplanade (bigger than the
one at St. Peter’s in Rome); the scarlet oak tree,
under whose shadow the little shepherds and the
pilgrims waited and prayed before the Virgin Mary’s
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apparitions; the nursery home; the retreats’
home; and the pastoral centre, with a 2124-seat
conference room. In the village of Aljustrel, where
the shepherds were born, their houses are still to
be seen, as well as the Valinhos Calvary.

Knock is situated in north-western Ireland, a
few kilometres away from Galway. Annually, it
receives over 1 million visitors, who come mainly
from the Anglo-Saxon nations.

The only apparition here took place on 21 August
1879. The Church approved it in 1879, and
more solemnly in 1939. The group of seers was
constituted by 15 people of varying ages. This is
one of the few apparitions of the Virgin Mary, said
to have occurred in Ireland. Our Lady appeared
accompanied by St Joseph and St John the
Baptist, and at their right-hand side there was
an altar with angels hovering over a lamb and a
Cross.

Although there was no spoken message, the
divine manifestation was interpreted as a sign of
heavenly assistance, an appeal for the Irish to
remain faithful to the Catholic Church, especially
as regards the cults of the Eucharist and of the
Virgin Mary — the temptation to resort to violence
would then be eliminated. The event helped to
reduce social tensions and anger towards the
English, who were the ruling body in Ireland at
that time.

Because the apparition occurred at the rear of
the small local church, a new church was not
built; instead, an addition to the existing building
was constructed. The present-day basilica
holds 10,000 people and is set on 32 pilasters,
representing the number of Irish Counties; it was
built in the 1970s, having been consecrated in
1979. Besides these buildings, there are others
worth mentioning: the chapel of reconciliation,
the prayer guidance centre, the nursery home,
the esplanade and the Calvary.

Lourdes is situated in south-western France
(a few kilometres away from Tarbes), annually
receives over 5 million visitors, who come from
all over the world.

The 18 apparitions recorded here took place
between 11 February and 16 July, 1858, and
were approved by the Church in 1862. The seer,
Bernadette Soubirous, was 14 years old, her
parents being poor and churchgoers.
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When the apparitions occurred, the Virgin Mary
presented Herself as ‘Our Lady of the Immaculate
Conception’, and called on people to pray and to
do penance. She also asked that a chapel be built
and processions held. As a sign of her presence,
she also pointed out a spring at Massabielle to the
seer. A number of cures have been attributed to
this spring, and ithas become a special destination
for the sick from all over the world. The simplicity
of the message and the atmosphere of the place
have turned this sanctuary into a spiritual centre
for the entire Catholic world.

A few years after this divine manifestation, a
basilica was added to the grotto, thus replacing
the small chapel that had previously been built. A
second basilica was built in 1889, and a third one
was consecrated in 1958 (this time constructed
underground), with a capacity of 20,000.
Besides these buildings, there are others worth
mentioning: the esplanade (where processions of
the sacraments and of the candles are held daily);
the pools where the pilgrims bathe; the Calvary;
the retreats’ home; and the nursery homes for the
sick. In the town, all the sites connected with the
life of Bernadette are of special importance.

Considering the bibliography of these four
sanctuary towns, one may observe that, for the
medium-sized shrines (Banneux and Knock), the
literature focuses on description and analysis of
the spiritual components. Even when the focus
is on the sanctuary towns’ physical structures,
most authors prefer to expound on their spiritual
functions than to analyse the territorial impacts
that may ensue. A possible justification for this
fact is that the manifestations of religious tourism
in these two sanctuary towns are not obvious
— either in the landscape or socio-economically
— and, consequently, they do not arouse enough
interest among scholars for study.

With regard to the larger sanctuary towns
(Fatima and Lourdes), one may observe two
different kinds of academic approach: the first
referring to the spiritual elements, the second
to the physical structures and their functions.
The first analyses the spiritual meanings of both
buildings and atmosphere within the towns, while
the second evaluates the impacts that religious
tourism provokes, either physically or socio-
economically.
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The Retrospective Evaluation of the
Evolutionary Cycles of Sanctuary Towns

Since the existing bibliography provides insufficient
materialwithwhichtochartthedevelopmentofthese
four sanctuary towns, it has been complemented
by observations made in situ. Analysis of the
information available has afforded identification
of three variables that help understand the ways
in which these towns have developed: the seers’
level of consecration; the construction of a basilica
to celebrate the centenary of the apparitions; and
the facilities for overnight visitors.

Consecration of seers - In spiritual terms, the fame
of a shrine is closely linked to the consecration
of the seers and their testimonies of the Virginal
apparitions. When considering these, one should
take into account whether or not the seer is still
alive, and what title was granted them by the
Catholic Church.

In Lourdes the seeris dead, having been canonized
in the 1930s. In Fatima, two of the seers have
been dead for many years: they were beatified at
the beginning of the new millennium; the third (the
most important) died in 2005, and so it is too early
to advance her canonical process. In Banneux, the
seer is alive; in Knock, all 15 seers are dead, none
of them having been beatified or canonized.

The situation for each of the four sanctuary towns
is therefore different: in Lourdes, all goals have
been achieved; in Fatima, partially so; in Banneux,
canonization remains something for the future
and, in Knock, the opportunities were wasted
and cannot easily be recreated. Thus, the level of
consecration has a direct bearing on the degree of
development and on the marketing of each town.

The basilica - It represents the physical aspect of
development. There are usually three stages in the
construction process here: a chapel; a medium-
sized basilica; and a large basilica.

Considering this logical sequence, it will be noted
that Banneux did not reach the second phase,
substituting the medium-sized basilica for the great
pavilion (with capacity of about 2000). Maybe in
the distant future, the opportunity will arise to move
directly to the third stage, by way of marking the
centenary celebrations. Another option might be to
develop the shrine into a reference/meeting point
for the Catholic Belgian community, something
that does not yet exist.
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In Knock, the second stage was bypassed, for
two main reasons: the lack of interest shown in
the earlier years; and the dynamism of its rector in
the beginning of the 1970s. As far as development
is concerned, this situation demonstrates that a
shrine that has, for some time, not created a great
deal of interest, can eventually be transformed into
a major religious tourism destination.

In Fatima, all three stages have been witnessed,
although construction of the third (a larger basilica)
has been brought forward 10 years in time. Two
factors seem to be involved in the current situation:
the urgency of creating better conditions for the
reception of large numbers of pilgrims (mainly on
Sundays); and uncertainty about the dynamism
and energy of the team that will manage the shrine
in the next decennium.

In Lourdes, the reference model for every sanctuary
town in the Western world (as much for the
positive as for the negative aspects), these three
stages have occurred. The building of the chapel
was followed by the construction of a medium-
sized basilica; a few years later saw the building
of a second basilica (with a similar capacity).
Soon afterwards, it was realized that the scope
of the tourism and pilgrimage markets demanded
the construction of a larger basilica, in order to
celebrate the centenary of the apparitions.

Overnight stays - In the medium-sized sanctuary
towns of Banneux and Knock, the scale of existing
religious activities does not justify the provision of
overnight facilities.

In Fatima, and above all in Lourdes, the opposite
is the case. Over the years, religious and business
leaders have worked closely together in the
creation of overnight facilities for pilgrims. One
important factor in creating overnight facilities is
the popularity of candle-lit processions.

Schematization of developmental
processes

Since the data utilized for the four sanctuary
towns in this study are extensive, with countless
interconnections, it is convenient to combine the
information and to schematize the development
processes involved. This allows observation of the
developmental stages of each of the four towns,
as shown in Fig. 1.
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Fig. 1 - Schematic Representation of the Evolutionary Cycle of a Sanctuary-Town

®

Fig. 2 - Development of Banneux
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The innermost circle (A) includes those artefacts
built by the Church for worship, from the first
chapel to medium-sized basilica; the second
circle (B) represents the infrastructure and
structures supporting tourist activities: still very
much a local presence with little regional impact.
The innermost square (C) denotes an incipient
development of the sanctuary town, capable of
servicing the needs of visitors (with, as yet, little
provision for overnight stays).

Circle D indicates an increment in the level of
religious activities, and in the building of more
infrastructure to meet growing demands, i.e. from
medium-sized to large basilica; circle E represents
the efforts of local entrepreneurs and officials in
the promotion of the site, now with strong socio-
economic impact at regional level. Square F
represents, therefore, the final aggregation of
all previous development. The adaptation of this
scheme to each of the four sanctuary towns can
now be illustrated.

In Banneux (see Fig.2), circle A is incomplete
because the medium-sized basilica was not built
(in its place is the winter pavilion). Circle B is also
incomplete; although the necessary infrastructure
is in place, the expected boom in economic
activity has not yet materialized (in 2002, the
town could boast neither a bank nor an automatic
cash machine). In this case, C is therefore also
considered as incomplete.

In Knock (see Fig. 3), a medium-sized basilica
has not even been planned, for reasons given
above, with the resultant lack of infrastructure,
so circles A and B are broken. As A and B are
in an incipient phase, the square C is far away
from being closed. This situation did not deter the
ecclesiastical and some lay agents in advancing
directly to the second development phase: the
former promoting the construction of the large
basilica, the latter investing in the construction of
an international airport.

In Fatima (see Fig. 4), the first conjugation framing
(C) was complete by the time the medium-sized
basilica was consecrated, coincident with the
development of a regional infrastructure (largely
under the control of central administration) in
response to growing tourism demands. The
second conjugation framing (F) is now almost
complete, awaiting the inauguration of the large
basilica (expected in 2007); this has been driven
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by the dynamic efforts of those responsible for
the promotion of tourist activities.

In Lourdes (see Fig. 5), the closing of the first
conjugationframing (C)took place overalmost 100
years. Contributory factors for this were: strong
demand, both in France and abroad; a strong
local entrepreneurial element; and the building
of a railway link. With the tourist development
of the post war period, the construction of the
large basilica, and the aforesaid entreprenurism,
closure of conjugation framing F was soon
achieved.

Nowadays, the main concern is to avoid any
lessening of interest in Lourdes. To accomplish
this, it is essential that attention is paid to the
conservation and restoration of infrastructure
(both religious and secular) and, above all, that
maintenance of — or increase in — visitor numbers
is achieved.

Summary - Looking at the development and
marketing strategies of these four sanctuary-
towns, one may notice that the larger they became
the better known they are abroad. In fact, as in
most tourism destinies, there is a simple rule —
services are created in order to answer the needs
of the pilgrims/tourists going to the sanctuary-
towns.

In Banneux and Knock, after the exploration stage
and some involvement of the local population,
a set of conditions did not occur, so neither of
these sanctuary towns were able to move on to
the advanced development stage.

In Fatima and Lourdes there has been a natural
progression from exploration to advanced
development stage. For this reason, it is possible
to say that these two towns represent successful
cases in terms of both tourism and religion.

However, it is important to underline the fact that
the sustained development of these sanctuary
towns depends, ultimately, on a willingness of all
entrepreneurs and religious and lay authorities
involved to constantly review and, if necessary,
change their policies. Their actions must
incorporate the valorisation and promotion of the
resources linked to the Virgin apparitions so as
not to lose their share of visitors in the religious
tourism market.
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Fig. 3 - Development of Knock
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Fig. 4 - Development of Fatima
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Fig. 5 - Development of Lourdes
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Abstract

This paper reports on research into the images of
Jordan as a tourist destination held by British and
Swedish people. The focus of this paper will be the
influence of tourists’ religious beliefs and traditions
upon destination image and destination selection.
The literature suggests that an individual's image
of a destination will be influenced by their beliefs,
attitudes and values. These are in part derived
from the cultural traditions and narratives which
they have learnt from their upbringing and social
environment. Religion is an important element of
that culture.

Research was undertaken to measure potential
tourists’ perceptions of the attributes of Jordan
and their holistic images of the destination, using
a framework derived from Echtner and Ritchie.
Respondents were also asked to state the strength
of their religious belief and their commitment to
the practice of their religion. As a control element,
they were also asked about their commitment
to other cultural factors — their monarchy, their
national football team, their parliament and the
European Union. . Kruskal Wallis Tests found
significant differences in perceptions and attitudes
towards Jordan between tourists based on their
strength of religious belief and their commitment
to the practice of their religion. These religious
factors did not however seem to influence the
images of Jordan chosen in unprompted open
questions. While religious sites and associations
are important elements of Jordan as a tourist
destination, the results suggest that they work as
facets of a broader historical and cultural image
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which appeals to believers and non-believers
alike.

Keywords: Jordan, destination image, religious
motivations for tourism, tourism marketing

Introduction

This paper reports on research into the images of
Jordan as a tourist destination held by British and
Swedish tourists. The focus of this paper will be the
influence of tourists’ religious beliefs and traditions
on their perceptions and images of the destination.
The image a tourist holds of a destination plays an
important part in the process of deciding whether to
visit it. Images form a link between an individual’'s
motivations and destination selection process
(Watkins et al, 2006; Murphy, 1999; Maclnnis and
Price 1987). Researchers, therefore, attempt to
define the nature of destination image, identify
the elements from which it is formed and analyse
the factors which influence its formation. (For
example, Chon (1990); Echtner and Ritchie (1991,
1993); Goodall (1992); Selby and Morgan (1996);
Baloglu and McCleary (1999); Schneider and
Sénmez (1999); Vaughan and Edwards (1999);
Gallarza et al (2002)). Such research can be used
by destination marketers as the basis of marketing
communication strategies which project selected
favourable elements of the image as a ‘destination
brand’ (Middleton, 2001; Morgan, Pritchard and
Pride, 2004).
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Literature Review

There are many definitions of image (Jenkins,
1999) but Chon (1990)’s, that image is ‘the
interaction of person’s beliefs, ideas, feelings
and impressions about an object’, is typical
in emphasising that image is personal and
subjective, containing emotional as well as
cognitive responses.

Baloglu and McCleary (1999) model shows that
there are two types of factor influencing image
formation: stimulus factors and personal factors.
Stimulus factors include communications from
destinations and travel intermediaries. Personal
factors include both the psychological traits of
the individual such as values, motivations and
personality, and also social factors such as age,
education, and marital status. Other examples
of this distinction between external and internal
factors include the push-pull theories of Dann
(1977) and Crompton (1979) and the demand/
supply model of Stabler (1988). Image therefore
can be viewed from two contrasting perspectives,
thereceiver (tourist) and the marketer (destination)
(Hussey and Duncombe, 1999; Gartner, 1993;
Tuohino, 2002; Kapferer 1997). It follows that
destination image research needs to take account
of the characteristics of the people holding the
image, i.e. in marketing terms the target market
segment for the destination.

Anumber of studies have examined the variations
in destination image held by different socio-
demographic segments of tourist (Baloglu, 1997;
Ryan, 2002; Watkins et al, 2006). Other authors
stress the emotional and symbolic aspects of
destination image. Holbrook and Hirschmann
(1982) criticise the view of consumer decision-
making as rational information-processing and
see tourists as seeking emotional experiences,
laden with symbolic meaning. The destination
has symbolic significance and meaning that
the visitors seek to be associated with (Pearce,
1988; Goossens, 2000; Voase, 2002; Kavanagh,
2000).

The meanings tourists ascribe to destination
images will be derived not only from their personal
characteristics and experience but also from the
values of their culture. Tourists visit a certain
destination because a meaning is created by the
interaction of the visitor’s own cultural background
and their understanding of the historical and
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cultural significance of the location (Chhetri et al,
2004; Seddighi et al 2001)

This paper focuses on one important constituent
of that culture - religion. Although we live in
a secular life, ‘religion and spirituality are still
among the most common motivations for travel’
(Timothy and Olsen, 2006). Jackowski ((2000) in
Timothy and Olsen, 2006) estimated that 35% of
all international tourists travelled for the purpose
of religion (pilgrimages). According to Poria and
Airey (2003) religion can influence tourism in a
number of ways. It can be a motivator for travel.
It can be an influence on the tourists’ visitation
patterns, or it can be a constraint. It can also
influence the social experiences of the tourists
and the relationships between the tourists and
the host community.

What their analysis underplays is the effect of
religion on the meanings a tourist gives his/her
image of the destination. Religion is not only
beliefs and codes of behaviour but stories -
cultural narratives and scripts which shape the
way tourists see the world (Durgee et al 1991,
Arnould and Price 1993; Vukonic, 1996) An
individual's image of a destination, therefore,
will be influenced by their beliefs, attitudes and
values, which are in part derived from the cultural
traditions and narratives which they have learnt
from their upbringing and social environment.

Research Hypothesis

The hypothesis of this research was: a tourist
with a strong religious belief or culture will hold
different perceptions and holistic images of a
destination from those a tourist with no strong
religious culture has for the same destination

The assumption which this research aimed to
test was that, for a country like Jordan, part of the
Holy Lands of the Jewish, Christian and Islamic
religions, religion would play an important part
both in the images of the destination and the way
that tourists interpret and perceive those images.
Where a secular Western tourist might see Jordan
in terms of its shared recent history (Lawrence,
King Hussein and his British wife) or as part of
the troubled Middle East or as the site of ancient
wonders like Petra, and see a visit as a cultural
experience of discovery, a Christian might see it
as a pilgrimage to the land of Lot, Moses, John
the Baptist and Jesus.
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In countries such as Britain where only 6.3% attend
church regularly (English Church Census 2005)
but 71.8% of people still consider themselves
Christians (National Statistics, UK, 2001); it is
necessary to distinguish between respondents’
religious affiliation, their strength of religious belief
and the commitment to the practice of religion. As
a control element, respondents were also asked
about their commitment to other cultural factors
— the monarchy, the national football team,
the European Union and the parliament. The
hypothesis was that those with strong religious
beliefs and/or commitment would hold different
images of Jordan than others with no strong
belief or commitment.

Methodology

To test this, we used a research methodology
based on the work of Echtner and Ritchie, 1991
which has been widely used by later researchers
such as Baloglu and Mangaloglu (1999), Vaughan
and Edwards (1999) Watkins et al (2006). This
identified three main components of destination
image, the functional-psychological, the attribute-
holistic and the common-unique components. The
functional components are those characteristics
of the destination that can be observed and
measurable. They include activities such as
scenery, climate etc. Psychological characteristics
include relaxation, interest, discovery and the
friendliness of the local people. These were
turned into a list of 22 attributes from which a
questionnaire was designed. Respondents were
asked to rate the importance of each attribute in
their choice of destination, and their perception of
how well Jordan performs in each attribute.

The holistic component of destination image
consists ofimages that come into the respondents’
mind in response to unstructured open questions.
They were asked to write a word or statement
that came into their mind about Jordan. The
next question asked them to describe the
atmosphere or mood that they would expect to
experience when visiting Jordan. The common/
unique continuum distinguishes those attribute,
impressions and images which are unique to
the destination. The respondents were asked to
name one unique or distinctive tourist attraction
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in Jordan. We used the model of Brand Prism by
Kapferer (1997) to analyse the holistic images of
Jordan.

A survey was made of potential tourists from the
UK and Sweden in two cities (Bournemouth in
England and Borlange in Sweden. Respondents
were chosen randomly in a street survey. ). A
total of 594 questionnaires were filled and valid
for analysis (275 Britons and 319 Swedes)

Findings

The relationship between respondents’ degree of
religious belief and Jordan’s attributes

The respondents were asked to rate the strength
of their religious belief on a scale of 1-7. 280 rated
their belief as strong (5-7) 245 as weak (1-3) with
71 in the neutral midpoint (4). They were also
asked to rate their commitment to the practice of
their religion, which produced very similar results:
280 rated their commitment as strong (5-7) 243
as weak (1-3) with 69 in the neutral midpoint (4).

A Kruskal Wallis Test on the relationship between
respondents’ strength of religious belief and
Jordan’s destination attributes found ten attributes
that showed degree of significance (significance
<= 0.050): historical sites, religious sites,
beaches, scenery and natural beauty, shopping,
tourist information, accommodation, cleanliness,
accessibility, and restful and relaxing atmosphere
(Table 1).

In order to examine the where the significant
differences lay, a cross tabulation between those
variables is summarised in Table 2 below.

Table 2 shows the percentage of those in each
of the three groups who rated the performance of
Jordan high in that attribute. It shows that those
without religious beliefs were less likely to have
a high opinion of Jordan as a tourist destination
than those with some degree of belief. Therefore,
this appears to confirm the hypothesis that ‘a
tourist with a strong religious belief or culture will
have different perceptions of a destination from
those a tourist with no strong religious culture
chooses for the same destination’.
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Table 1: Religious belief and Jordan’s attributes Kruskal Wallis Test

[ Attribute Df Sig
Things for tourists to do B 0.812
| Historical sites B 0.040
Religious sites ] 0.002
Good heaches 6 0.048
Scenery and natural beauty 6 0.014
Shopping B 0.014
Nightlife B 0.078
Tourist information B 0.001
Accommaodation ] 0.039
Restaurants B 0.134
Affordahle place to visit 6 0.573
Good value far money B 0.246
Medical services B 0.097
| Pleasant weather B 0.208
Cleanliness and hygiene B 0.004
Accessible destination ] 0.046
A safe place to visit 6 0.602
Airport facilities B 0.300
Lacal people are friendly 6 0.8979
[ Restful and relaxing atmosphere B 0.049
| An interesting place to visit B 0.468
To discover something new ] 0.496

* Figures in bold shows significance of attributes.Test Statistics(a,b)
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Table 2: Cross-tabulation between respondents’ strength of religious belief and Jordan’s
attributes. % in each category rating Jordan’s performance highly under each attribute

Attribute Nonreligious Neutral Religious
Historical sites Performs high 782 732 o5 4
Religious sites Performs high 73.7 94 4 921
Good beaches Performs high 84.7 62.0 78.2
Scenery and natural heauty Performs high 728 a1.7 o958
Shopping Performs high 73.3 90.1 90.7
Tourist information Performs high 477 54.8 1.8
Accommodation Performs high 420 859 86.4
Cleanliness Performs high 5.4 859 875
Accessibility Performs high 68.3 83.1 896
Restful and relaxing atmosphere | Performs high 81.1 958 g95.4

Table 3: Cross-tabulation between respondents’ commitment to the practice of their religion
and Jordan’s attributes. % in each category rating Jordan’s performance highly under each

attribute
Attribute Not committed Neutral Committed
Historical sites Performs high 80.2 95.7 95.7
Religious sites Performs high 749 942 91.8
Good beaches Performs high 576 B60.9 76.4
Scenery and natural beauty Performs high 753 797 957
Nightlife Performs high 716 899 83.2
Tourist infornation Performs high 486 B6.7 61.1
Accommodation Performs high B5.8 87.0 85.4
Cleanliness Performs high 67.5 855 86.4

The relationship between respondents’
commitment to practice their religion
and Jordan’s attributes

The same tests were made using commitment
to the practice of religion as the variable. Table
3 shows the results for the attributes shown as
significant through a Kruskal Wallis Test. Again the
performance of Jordan in the selected attributes is
more likely to be rated highly by those with some
degree of commitment to the practice of religion
than by those who have no commitment.

The same Kruskal Wallis Tests were carried
out on the relationships between the perceived
attributes of Jordan and the strength of
commitment to the monarchy, the national football
team, the European Union and the parliament.
Very few significant differences were detected
by these tests in comparison to those detected in
the relationships concerning religious belief and
commitment.
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These results appear to indicate that there is a
real relationship between a person’s religion
and how he or she perceives Jordan as a
tourist destination. What the statistics cannot
do is explain why this effect should be felt in
attributes such as beaches, tourist information
and cleanliness. One possibility is that those who
associate Jordan with the stories of their religion
are more favourably disposed to the country than
those with no such associations.

It should be noted however that the overall
perceptions of Jordan are high in the majority
of both religious and non-religious respondents.
The differences detected are those of degrees of
positive perceptions rather than between positive
and negative perceptions.

Holistic Images of Jordan

Three open-ended questions adapted from
Echtner and Ritchie (1993) were used to find
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what holistic impressions of the destination the
respondents held.

Question 1: When you think of Jordan as a
holiday destination, what words or statements
come to your mind?

There were 509 respondents to this question, an
85.7% response rate, which means that 14.3%
of respondents had no image of Jordan. Where
respondents gave more than one reply, only the
first response was recorded. The most prevalent
images, given by 22.2% of respondents, related
to the hospitality and friendliness of the people
of Jordan (Arabs, Bedouins, receptiveness,
generous people, welcoming). Images related
to religion constituted 21.2% of total responses
(River Jordan, Jesus, Baptism Site of the Christ,
John the Baptist, pilgrimage, Moses, Mount Nebo,
Islamic Shrines, Holy land, a cradle of Monotheist
religions, Crusaders, etc). 15.9% of respondents
mentioned Jordan’s historical and archaeological
heritage.

11.8% of respondents perceived Jordan as a
safe and politically stable destination. For 9% the
image of the country was the head of state, the
King of Jordan (either the late King Hussein or the
current King Abdullah Il). Petra (The Red Rose
City) was mentioned by 8.3% of respondents. T
E Lawrence, better know as Lawrence of Arabia
and Sir John Bagot Glub , better known as Glub
Pasha were mentioned by 6.1% of respondents.
The Desert and the weather of Jordan were
mentioned by 5.5% of respondents. They felt that
weather in Jordan is nice and pleasant and a few
has seen it as hot and dry. Respondents were
amazed by the Desert of Wadi Rum.

Question 2: Describe the atmosphere or mood
that you would feel/expect to experience while
visiting Jordan?

There were 536 respondents to this question
(90.2% response rate). A Welcoming atmosphere
(friendly/hospitable/warm) was the most common
response, listed by approximately 43% of
respondents. Relaxing/restful/peaceful/calm/
tranquil was referred to by 28% of respondents.
Religious (spiritual, saintly, holy, sacred, and
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mystical) were mentioned by 15.1% of total
respondents. Attractive/interesting were cited by
more than 8 per cent of respondent. Unrest/scary/
stress/war was mentioned by 6% of respondents.
The atmosphere of Jordan, therefore, is conceived
mainly in terms of the local people.

Question 3: What are the major unique or
distinctive tourist attraction in Jordan do you
already know of?

There were only 296 respondents to this question
(49.8% response rate). The other 50% could not
mention anything unique for Jordan. The unique
city of Petra was the most common response,
mentioned by 31.8% of respondents. The Baptism
Site of Jesus Christ as a holy and religious place
was the most common mentioned sacred place
in Jordan (28%). Other religious places include
Mount Nebo, where it was said that Moses died,
the place where John the Baptists was beheaded,
Cave of Lot on the Dead Sea and many Islamic
Shrines. The Dead Sea and its healing powers
were mentioned by 20% of respondents. The
Greco-Roman cities Amman and Jerash, and
Madaba, were cited by 12.5% of respondents.
Finally, the desert of Wadi Rum, where Lawrence
of Arabia took part in the Arab Revolt against the
Turk between 1916 and 1918, was mentioned by
7.8% of respondent.

Analysis

If the hypothesis was correct, then the images
chosen by tourists with a strong religious belief
or culture would be different from those tourists
with no strong religious culture chose. In fact
the same images were chosen by very similar
percentages of non-religious and religious
respondents. Overall 21.2% of the sample chose
these images. The images were chosen by 20%
of those with strong religious belief, and 20% of
those with little or no belief. This suggests that
belief is unlikely to be a significant factor.

These results are expressed in Table 4 as index
numbers where the overall % choosing each
image is taken as 100, so the variations can be
seen clearly.
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Figure 1 above shows the elements of the image of Jordan revealed by these questions using a
prism model derived from Kapferer (1997).

The Destination

Personalities
King Hussein

Physical attributes
Hot, desert country

Wadi Rum Moderate, stable
River Jordan democracy
Historical and Lawrence of Arabia
Archaeological sites Glub Pasha

Petra Links with Britain

TN

Social relationships
Bedouwin cuiture
Generosity
Hospitality
Helpfulness

Cultural relationships
The Holy Land

Moses, Lot, Jesus
Birthplace of three
religions

Benefits

Friendly welcome
Safe

Relaxing
Peaceful, calm

Meanings

Spiritual, saintly, holy,
sacred, and mystical

Attractive, interesting

The Tourist

Table 4 Index of variations in the % choosing each image in the three categories of religious

belief compared to the overall % of the sample

Image Total (freq & %) Nonreligious Neutral Religious
Hospitality 113 (22.2%) 119 75 93
Religion 108 (21.2) 93 157 92
History 81 (15.9) 85 94 111
Safely 60 (11.8) 90 113 103
King of Jordan 46 (9%) 106 111 94
Petra 42(8.3%) EE 20 124

"Lawrence of Arabia & GIub | 31 (6.1%) 83 55 121
Pasha
Desert & weather 28 (5.5%) 143 121 67
509 (100%)
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Table 5 Index of variations in the % choosing

each image in the three categories of religious

commitment compared to the overall % of the sample.

Attribute Nonreligious Neutral Religious
Hospitality 129 68 88
Religion 109 149 84
Histary 99 94 102
Safety 114 113 g8
King of Jordan 119 111 396
Petra 88 20 124
Lawrence of Arabia & Glub Pasha 83 55 121
Desert & weather 163 91 60

Table 6 Cross-tabulation of strength of religious belief and unique images of Jordan

Attribute Nonreligious Neutral Religious Total (freq & %)
Petra 29 (30.9%) 8 (8.5%) 57 (60.6%) 94 (31.8)
Baptism Site of Jesus 29 (34.9%) 7 (8.4%) 47 (56.6%) 83 (28%)
Christ
Dead. Sea 17 (28.8%) 6 (10.2%) 36 (61%) 59 (19.9%)
Cities {Amman, Jerash, 10 (27%) 3@EN 24 (64.8%) 37 (12.5%)
Madaha)
Desert of Wadi Rum 4 (17.4%) 0 (0%) 19 (82.6%) 23(7.8%)
{Footsteps of Lawrence of
Arahia)
Total 89 (30%) 24 (8.1) 183 (61.8%) 296 (100%)

Table 7: Cross-tabulation of Commitment to practice religion and unique images of Jordan

Attribute Nonreligious Neutral Religious Total (freq & %)
Petra 39 (41.5%) 5(5.3%) 50 (53.2%) 94 (31.8)
Baptism Site of Jesus 31 (37.3%) 7(8.4%) 45 (54.2%) 83 (28%)
Christ
Dead. Sea 18 (30.5%) 5(8.5%) 36 (61%) 59 ({19.9%)
Cities (Atnman, Jerash, 11 (29.7%) 3(8.1%) 23(62.2%) 37 (12.5%)
Madaba)
Desert ofWadi Rum 5(21.7%) 0 {0%) 18 (78.3%) 23(7.8%)
{Footsteps of Lawrence of
Arahia)
Total 104 (35.1%) 20 (6.8%) 172 (58.1%) 296 (100%)

The main differences between the belief groups
as revealed by Table 4 are that, compared to the
overall sample, non-religious people were more
likely to chose images of the desert, and religious
people more likely to choose images of Petra or
Lawrence of Arabia.

When similar analysis was performed on the
effects of ‘commitment to the practice of your
religion’ on the choice of image, the results again
showed no apparent connection between religious
commitment and the choice of religious images.
Indeed Table 5 shows that those with religious

commitment were less likely to choose religious
imagery than the average for the whole sample.

There was also no apparent relationship between
religious belief or commitment and the choice of
unique images of images of Jordan, as can be
seen by the figures in Tables 6 and 7. The Baptism
site of Jesus in the River Jordan was more likely to
be chosen by non-religious people than religious
people.
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Conclusion

The results show that there is an influence of
religious belief and practice on how Jordan is
perceived by this sample of potential British and
Swedish tourists. Those who admitted higher
levels of belief and practice were more likely
to rate Jordan highly as a tourist destination
across a range of attributes, including historical
sites, religious sites, beaches, scenery and
natural beauty, nightlife, tourist information,
accommodation, and cleanliness. Religion
appears to be a more significant factor than the
other cultural allegiances used as a control.

However, this influence does not necessarily show
itself in the holistic images or unique attributes
that the respondents spontaneously associated
with Jordan. The religious sites were well known
to non-religious people, and many religious
believers chose Petra, Lawrence of Arabia or the
desert rather than religious sites or images. This
is not particularly surprising, as religion is just
one aspect of a person’s culture, knowledge and
interests, particularly in secular Western society.
Even those who do not consider themselves
religious have nevertheless been brought up
in a Christian culture where the River Jordan is
frequently mentioned in stories and songs.

Recommendations for destination
marketing

From the marketing point of view this results reveal
a strong awareness of the Jordan destination
brand. There is also a favourable attitude to the
brand ‘Jordan’ and most respondents showed
good comprehension of the brand attributes and
values. It is encouraging that 86% could give
a specific image of the country and 50% could
name one of its unique attractions.

Perceptions of Jordan are more positive in Britain
than Sweden, due to the closer historical links but
in both countries a large majority of respondents
rated Jordan highly in all the attributes in the
survey.

While religious sites and associations are
important elements of Jordan as a tourist
destination, the results suggest that they work as
facets of a broader historical and cultural image
which appeals to believers and non-believers
alike. It is therefore better to promote the
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destination in those terms rather than specifically
as a pilgrimage destination.

Further research

This paper has reported on one aspect of a wider
programme of doctoral research into the image
of Jordan. The results of this study of the organic
image of the country will be compared with the
experiential image held by British and Swedish
tourists during a visit to Jordan, and with the
projected images communicated by Jordanian
tourist brochures and other media.

Further research is also needed to explore
qualitatively the way in which the religious
influences we have detected actually work
within the tourist’'s decision-making and his/her
evaluation of the experience of visiting Jordan.
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Abstract

The UK tour operating sector is highly competitive
and dominated by large mass operators selling
low-priced holidays, increasingly to long-haul
destinations. Consumers’ concerns about the
environmental, social and economic impacts of
tourism have grown in prominence over recent
years. This trend has contributed to the growth in
ethical tourism which is increasingly being used as
a means of product differentiation. This coincides
with the growth in the UK Fairtrade market which
is moving into the mainstream as the brand is
continually being applied to new products and
services.

This research seeks to establish whether the
ethical concept of fair trade represents a marketing
opportunity for the UK tourism industry. Relevant
literature is reviewed to analyse the tourism
industry’s market opportunities and threats, to
evaluate ethical market trends and to identify
potential key marketing approaches for ethical
businesses. Preliminary research carried out
among tourism industry representatives provides
contextualisation for the research topic. At this
juncture the idea of fair trade in tourism has
been found to be new; however the respondents’
attitudes towards the concept are largely positive
and they deem it to be germane to the industry.
Information gained through the preliminary and
secondary research has been synthesized and,
in order to test the study’s objectives, a telephone
survey has been conducted among a probability
sampled group of ABTA tour operators.
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The tour operators’ awareness of the growing
ethical market trend is limited and yet most
respondents perceive fair trade to be useful to the
tourism industry. Around 70% of these operators
actually undertake business practices they defined
as fair trade, but only 10% promote these practices.
The main explanation for this is lack of awareness
when it comes to the branding opportunity fair
trade represents. This study concludes that fair
trade does represent a marketing opportunity for
the tourism industry. It improves product quality,
motivates staff, creates a competitive advantage
and is a social responsibility the tour operators
take seriously.

Key Words

Ethical Tourism, Tour Operators, Fairtrade

Introduction

The UK is the world’s third highest spender on
international tourism (Key Note, 2005b) with
visits abroad having increased by 55% over the
last decade and counting for 64 million trips in
2004 (ONS, 2006). Independent holidays have
increased rapidly over the last 5 years at double
the rate of package holidays (Key Note, 2005b)
which, in 2004, comprised 19.8 million package
holiday trips (ibid). The UK has a highly developed
tour-operating industry where the competition is
fierce (Key Note, 2004). There were 5 475 UK
VAT-based tour operators and travel agents in
2004 (Key Note, 2005b) of which around 1800
are members of the Association of British Travel
Agents (ABTA) (ibid). ABTA is the UK’s major trade
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association for tour operators and travel agents.
Its members are responsible for around 85% of the
holidays sold in the UK (ABTA, 2006a).

The Fairtrade Labelling Organisations International
(FLO), which is the global umbrella organisation
for all national Fairtrade certification initiatives, has
not developed a label for tourism yet (Buitrago,
2006). Consumers’ awareness and preference of
ethical products are rapidly increasing, and the
Fairtrade Mark has become a well-known brand in
supermarkets across the UK (Fairtrade Foundation,
2006c). Travellers are now seeking a range of
other attributes besides price (Doyle, 2002). One
area within tourism that is increasing in popularity
is ethical travels (Butcher, 2003; Goodwin and
Francis, 2003; Tearfund, 2002; Weeden, 2001).

There is evidence of a consumer trend towards the
purchase of more ethically traded products across
differing sectors (Tearfund, 2000; Weeden 2001;
Goodwin and Francis, 2003; Key Note, 2005a;
Mintel, 2005; Nicholls and Opal, 2005; Wagner,
2005). Increasingly UK consumers are buying
products that are identified as Fairtrade or other
ethically-produced label goods, up from 29% in
2002 to 32% in 2004 (Key Note, 2005a). The UK
ethical market was worth £24.7 billion in 2003, a
16.3% increase from the previous year (EPI, 2004).
The overall market share of ethical consumerism
in the UK has increased by almost 40% in the last
five years (Mintel, 2005).

Terms of Reference

The World Tourism Organisation and United
Nations define tourism as “the activities of persons
travelling to and staying in places outside their
usual environment for not more than 1 consecutive
year for leisure, business and other purposes”
(Key Note, 2004, p3). Tour operators “assemble
travel packages usually targeted at the leisure
market. These generally include transportation
and accommodations...Retail travel agents sell
these packages. The tour wholesaler has ...to give
consumers a package that is perceived to be a
better value than what they could arrange on their
own” (Kotler, Bowen and Makens, 1999, p457).

The aim of Fairtrade is

“to offer the most disadvantaged producers
in developing countries the opportunity to
move out of extreme poverty through creating
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market access ... under beneficial rather than
exploitative terms. The objective is to empower
producers to develop their own businesses and
wider communities through international trade.
Fairtrade offers a new model of the producer-
consumer relationship which distributes
its economic benefits more fairly between all
stakeholders” (Nicholls and Opal 2005, p6).

Fairtrade in Tourism as a concept has existed
since the late 1990s. The International Network
on Fairtrade in Tourism has facilitated discussions
at international level which have resulted in an
agreed definition and a set of common criteria
(Cleverdon, 2001; Kalisch, 2001; Pluss, 2003;
Tourism Concern, n.d) namely Fairtrade in Tourism
is:

“a key aspect of sustainable tourism. It aims
to maximise the benefits from tourism for local
destination stakeholders through mutually
beneficial and equitable partnerships between
national and international tourism stakeholders
in the destination. It also supports the right
of indigenous host communities, whether
involved in tourism or not, to participate as
equal stakeholders and beneficiaries in the
tourism development process” (Kalisch
2001:11).

Aims and Objectives

The aim of this study is to establish if Fairtrade
represents a marketing opportunity for UK tour
operators. In order to achieve this overall research
aim, the following objectives have to be met:

» To establish UK tour operators’ frame of
reference when it comes to business ethics
and ethical demand and supply in the market
place

To investigate UK tour operators’ awareness
and attitudes towards Fairtrade in tourism
including barriers and opportunities

To establish whether Fairtrade represents a
marketing opportunity for the tourism industry

Literature Review

This study contributes knowledge to the nascent
area of fair trade tourism. As a relatively new area
of study there is little existing academic material.
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There is a movement towards more active,
explorative and independent holiday makers
(Butcher, 2003; Goodwin and Francis, 2003; ABTA,
2005; ABTA 2006b) and travel is increasingly
“about experiences, fulfilment and rejuvenation”
rather than about “places and things” (King, 2002).
More tourists pursue experiences which satisfy
social and emotional needs. As they become more
conscious of how they spend their holidays, they
also turn more critical as consumers (Goodwin
and Francis, 2003).

Many consumers preferred companies with written
codes to guarantee good working conditions,
environmental protection and support to local
charities in the destination (Tearfund, 2002). They
were willing to pay more for their holiday if these
practices were guaranteed. Surveys carried out by
ABTAIn 2000 and 2002 support these findings (Key
Note, 2004). These preferences may not provide
guaranteed patterns of how tourists actually will
behave when booking holidays (Goodwin and
Francis, 2003) however travel companies’ ethical
practices can have a decisive role in a competing
climate as travel consumers “can reasonably be
expected to exercise their preference for a holiday
that meets their ethical consumption aspirations”
(ibid, p278).

Hence tourism companies with ethical practices
have an opportunity to differentiate themselves
from the competitors and thus gain a competitive
advantage (Tearfund, 2000; Weeden, 2001). In
response to this ethical and sustainable tourism is
being practiced by an increasing number of travel
organisations (Key Note, 2005c; Mintel, 2003;
Mintel, 2005).

Whilst only representing 1% of the overall tourism
market 1% (Mintel, 2005), UK ecotourism is
forecast to grow to 2.5 million holidays by 2010
(ibid). A growing number of companies are using
eco-friendly features as a marketing tool to position
themselves from the mass tourism operators (Key
Note, 2005a). The growth in ethical tourism demand
and supply has been followed up by industry
initiatives addressing ethical issues in particular.
The Tour Operators’ Initiative for Sustainable
Development (TOIl) is an international programme
developed by tour operators where they commit
themselves to sustainable development (TOISD,
2001). In the UK, ABTA's Responsible Tourism
Awards is a similar initiative which rewards
companies with outstanding responsible and
sustainable practices (ABTA, 2006b).
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The general growth of ethical consumerism
provides the main driver behind the development
of the Fairtrade market (Nicholls and Opal,
2005). Global sales of Fairtrade products rose
by approximately 50% from 2002 to 2003 (Vidal,
2004) with sales estimated to top £1 billion by
2007 (Demetriou, 2003). Fairtrade is now on the
agenda globally for leading retailers (and other
stakeholders) and is being recognised by supra-
national organisations including the UN and EC.

Of the 20 countries that make up FLO, the UK
has the largest Fairtrade market (Fairtrade
Foundation, 2006c). The Fairtrade Mark was first
introduced in the UK in 1994, and ten years later
the estimated UK sales of Fairtrade retail products
were more than £140 million. There are now over
1500 Fairtrade products in the UK (Fairtrade
Foundation, 2005; Fairtrade Foundation, 2006c).
50% of the adult UK population can identify the
Fairtrade Mark (Fairtrade Foundation, 2005) which
was initially a commodity brand, but has grown to
include the textile and sports industries (Fairtrade
Foundation 2006b). Fairtrade has developed into
a strong brand (Nicholls and Opal 2005) resulting
from various initiatives.

FLO has not developed a label for tourism yet, but
they are studying the possible value that their label
could add to this sector (Buitrago, 2006). Tourism
Concern (in an e-mail to the Author) do not think
that Fairtrade - as far as the Fairtrade movement
recognises it - is particularly well understood
among the major tour operators and they doubt it
is on their agenda (James, 2006)

Methodology

Survey methodology was selected as the research
design most suitable to test the study’s objectives
as it sought to investigate a particular business
activity (Zikmund, 2003) as well as establishing
what a representative section of respondents
think, believe, value and feel (Jankowicz, 2005).

Exploratory qualitative research clarified the
research problem ensuring a more rigorous study
(Zikmund, 2003) and suggested the extent of
Fairtrade’s awareness in the tourism industry. Tour
operators and travel agents were sampled on the
basis of maximum variation (size, market share,
services and target segments). The four companies
that participated in the preliminary research were
a local travel agent, a small niche tour operator,
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a major travel agent and a mass tour operator.
The preliminary research highlighted a noticeable
difference in levels of awareness between travel
agents and tour operators when it came to ethical
issues within tourism which contributed to the
decision to focus on UK tour operators.

Research method and data collection
techniques

This cross-sectional study was conducted from
March to October 2006 using a multi-method
approach as suggested (Saunders, Lewis and
Thornhill, 2000;Jankowicz, 2005) for situations
where the research topicis unexplored. Interviewer-
administered telephone questionnaires (Saunders,
Lewis and Thornhill 2000) were used to collect
quantitative and qualitative (Zikmund, 2003) data
to address the complex issues. A pilot survey
detected problems in the design and administration
of the questionnaire as well as testing the accuracy
of the estimated response rate.

Respondents were chosen from the ABTA List of
Members (November 2003). Probability sampling
was used on a target frame (stratified from the
overall population) that included mass and niche
tour operators. The respondents held either general
management or marketing related positions. Of
the 531 companies approached, 309 (58%) were
non-respondents (wrong phone number or no
response or were otherwise ineligible). However,
among the 222 potential respondents there were
only 43 direct refusals. The result of the data
collection was 30 completed questionnaires, a
response rate of 14%.

Discussion of findings

Tour operators’ marketing orientation

The dominant target segment among the
respondents is the luxury, top-end group of
travellers which may be due to most operators
differentiating themselves by offering either niche
holidays or high quality services to consumers with
higher disposable incomes. The tour operating
sector is perceived as highly intensive by most
respondents. When it comes to competition
within their target segments it is perceived as less
intensive. This chimes with market assessments
(Key Note 2004; 2005b; 2005c) however there is
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no clear correlation between type of market (mass
and niche) and level of competitive intensity, the
way the respondents perceive it.

Over 80% of the respondents tend towards
customer orientation as they cite raising customer
satisfaction as very important to their business.
Customer acquisition is also rated highly in terms
of strategic importance. These foci suggest the
marketing concept has a strong position within the
travel companies.

Tour operators’ ethical awareness

The respondents demonstrate high degrees of
awareness with respect to business ethics and its
implications, recognising many issues deemed to
be central to ethical business practices. That said
their awareness of ethical consumerism produced
ambiguous findings with 60% believing consumers
are increasingly ethically aware whereas 37% are
doubtful. Similarly when considering the travel
companies’ perceptions of consumer demand for
ethical products. More than 50% believe ethical
product demand is increasing whereas 33%
remain doubtful. These similarities suggest that
the companies do not perceive a gap between
consumers’ ethical awareness and their actual
behaviour. This contradicts previous studies
(Goodwin and Francis, 2003) which suggest
consumers profess concern about ethical issues
but do not behave accordingly.

Charity support is part of corporate philanthropy
and one of the traditional, more reactive elements of
ethical business behaviour (Kotler and Lee, 2005).
This study found a trend towards more direct,
proactive socially responsible business practices.
70% of the travel companies claim to have a
strong emphasis on ethical business practices
which could be argued to be high considering
the findings in ethical awareness and this may be
attributed to this study identifying the respondents’
perceptions of business behaviour rather than the
corresponding practices or realities. That said 57%
of respondents believe they must behave ethically
to stay competitive in the market. This might
indicate that some businesses’ ethical practices
are not driven by solely commercial motives.

Fairtrade in tourism: tour operators’ attitudes

The respondents show good knowledge of the
Fairtrade concept and brand, and what it involves
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throughout the supply chain. 60% correctly related
Fairtrade to fair treatment of suppliers in terms
of payment, contracts and work conditions. The
perceptions of Fairtrade’s growth pattern are
ambiguous as 63% believe Fairtrade is growing in
popularity, 23% are uncertain and 7% disagree with
this. This is despite the previously discussed the
UK being FLO’s largest Fairtrade market. The tour
operators are not fully aware of this market trend
which may result from Fairtrade being associated
with commodity brands and the tourism industry
does not necessarily analyse such data. That said
a clear majority of the respondents see Fairtrade
business practices as useful to the tourism industry
(73%) and their own business (64%). Some
operators believe Fairtrade practices convey better
product quality, can act as a motivational tool in
HR management, that it represents a marketing
opportunity that can convey competitive advantage
and can improve corporate image. These attitudes
concur with previous studies (Tearfund, 2002;
Kotler and Lee, 2005; Tourism Concern, 2002).

74% of the niche operators believe Fairtrade
business practices can be useful to their own
company, while only 29% of the mass operators
concur. Fairtrade is deemed to be more applicable
in niche orientated companies where small scale
operations make it easier to adopt. Also mass
operators focus on volume and low prices.

Those who see Fairtrade as applicable to
their industry show a good understanding of
what Fairtrade in tourism would involve. The
respondents’ answers were comprehensive
and covered many elements central to Tourism
Concern’s criteria (Kalisch, 2001). Nearly 70%
say their business practices include elements
they would define as Fairtrade. This significant
proportion of tour operators practicing Fairtrade
contradicted previous studies which suggested
a low awareness within this field (James, 2006;
Kalisch, 2001; Key Note, 2005a). This does not
mean they practice Fairtrade consciously with
a business aim in mind (e.g. to gain differential
advantage), nor are they necessarily labelling
these practices Fairtrade. This may explain
why consumers are not aware of the industry’s’
Fairtrade practices. These findings are based upon
the respondents’ self-perceptions and the actuality
may differ. There is no direct correlation between
type of operator (mass and niche) and Fairtrade
practices. The mass operators practice Fairtrade
to the same extent as niche operators.
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Of those respondents practicing Fairtrade only
10% promote themselves as such. This is arguably
this study’s key finding which may result from the
companies’ ethical behaviour not being driven by
marketing opportunities. Alternatively it could be
due to not fully appreciating Fairtrade’s potential
for re-branding and repositioning.

Barriers to Fairtrade adoption

Several respondents had no particular answer
as to why they do not promote their Fairtrade
practices. This suggests they are not deliberately
desisting from Fairtrade promotion, rather they
have not considered the implications. What can be
deduced is that these respondents do not perceive
any barriers to Fairtrade adoption. For some,
limited resources such as time and money prevent
Fairtrade adoption and promotion. The fiercely
competitive climate forces them to focus on price
as this is believed to be consumers’ key decision
making criteria.

Amongrespondents who do not ‘practice’ Fairtrade,
some alluded to the lack of scope for adoption due
to the structure of the supply chain, suggesting it
is up to their business partners (hotels and other
service suppliers) if they want to operate in line with
Fairtrade criteria. Such barriers are recognised by
stakeholders working towards fairer practices in
the tourism industry.

Fairtrade criteria and the certification processes
are perceived to be barriers to adoption among
some tour operators. The findings are consistent
with previous studies in that the process is
complicated due to the complex product structure
and value chain (Nicholls and Opal, 2005).
Also not all products produced within Fairtrade
guidelines carry the Fairtrade Mark (ibid). To-date
there is no certification system in place for the UK
tourism industry and the tour operators believe
that Fairtrade adoption is only practically possible
through an internationally agreed certification
scheme.

The Fairtrade Brand

61% of respondents perceive Fairtrade as an
overall investment, not a cost, adding value to
the company some way. Only 13% believe it
represents an overall cost. As discussed only 10%
of the companies with Fairtrade practices promote
themselves as such even though the brand holds
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ethical components that consumers perceive as
valuable. Consumers are increasingly choosing
brands that add value to the product through
corporate social responsibility (Ind’s, 2003).
Findings suggest that the transfer of the Fairtrade
brand over to the respondents’ companies will
involve challenges and a certain level of risk. The
challenge of applying the brand to a completely new
and different industry may cause brand confusion
ultimately jeopardising the Fairtrade brand’s
identity. Some respondents perceive a risk of
what has been labelled fair washing. This involves
spurious use of the Fairtrade label for commercial
purposes, without real Fairtrade policies and
practices in place. This concern was also evident
in earlier studies (Butcher,2003; Kalisch,2001).

Conclusions and Recommendations

Fairtrade represents a marketing opportunity for
the UK tourism industry. It creates competitive
advantage as it adds value from the consumer’s
perspective and differentiates the company from
direct competitors.

Fairtrade contributes to improved product quality
in terms of services and the natural environment.
It has grown to become a strong brand with clear
ethical values, and business examples show that
the brand identity can be successfully transferred to
travel companies. Adoption of the label represents
a major marketing opportunity for the tourism
industry in terms of customer acquisition, retention
due to enhanced brand loyalty by offering a clear
and familiar ethical profile of the tour operator.

There are however some factors that confine
these opportunities, notably business resources.
Fairtrade adoption requires resources, both time
and money, and convey price increase. In a highly
competitive climate the tour operators have to
address consumers’ primary decision making
criteria, namely price. Mass operators particularly
focus on cost leadership as their target segment
is very price sensitive. Fairtrade is in this way less
of a marketing opportunity for those tour operators
who are strongly driven by a high volume/low price
strategy.

Key barriers to Fairtrade adoption are the lack
of certification or monitoring systems. FLO and
Tourism Concern are both working on these issues,
however if tour operators want to adopt Fairtrade
today, this has to be based on independent
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initiatives. Uncertainty of whether independent
business practices will ultimately comply with
Fairtrade criteria will act as barriers to adoption.

There is however a gap between the surveyed
tour operators’ attitude and behaviour within
one important strategic area of marketing. They
recognize Fairtrade’s business opportunities
related to competitive advantage and improved
corporateimage. Still, only 10% ofthe touroperators
with Fairtrade practices promote themselves as
Fairtrade. This identified gap is the research’s most
interesting finding. The main explanation to this is
an overall lack of understanding when it comes
to the benefits Fairtrade labelling and promotion
is likely to create. Tour operators are failing to
recognise the opportunity that lies in Fairtrade
brand equity. Lack of Fairtrade branding within the
industry can partly explain why the public perceives
tour operators to be less ethical than they appear
to be in this study.

The maijority of the tour operators have Fairtrade
practices in place but do not promote them
which represents a potential for re-branding or
repositioning. Itis vital that the Fairtrade core values
of quality and fairness are included in the brand
message to the consumers. The tour operators
should also seek to build direct linkages between
the host community and the travellers through the
brand, as this is one of the core elements of the
Fairtrade model. By helping travellers to better
understand their role in the tourism trading system
and how Fairtrade benefits the destinations, the
consumers’ brand loyalty will be strengthened.

Tour operators can not be expected to comply with
all Fairtrade criteria as it is unlikely that their whole
product range will include Fairtrade elements. It
is more realistic to brand individual trips or other
types of holiday products as Fairtrade. The tour
operators should clearly communicate core
Fairtrade brand values to create and maintain one
uniform Fairtrade expression within the tourism
industry. Multiple interpretations of Fairtrade may
confuse consumers and reduce the public trust in
Fairtrade brand.
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Abstract

Inaglobalcontextwhereinterchanges arefacilitated
by always newer and newer technologies as the
actual one, territorial communication became of
strategic relevance for the territory, cause it can
promote and facilitate territorial development.

The aim of this particular kind of communication
is to attract more financial flows in the territory
through the valorisation of its own characteristics;
financial flows that could be meant as tourism,
industries, research centre and so on.

Territorial communication wants to create a
territorial image through diffusion of its main
characteristics to differentiate its own offer from
the others'. It supplies information, underlines the
environmental peculiarities and creates interests
to the target audience.

Its persuasive function plays a key role in this kind
of communication, especially in the choice process
of tourist destination: this is particularly influenced
by several factors: the image of the tourist product
and the one of the environment, by geographical,
socio - cultural and economic information. To
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encourage tourism to the environment is needed
an effective communication strategy.

New ICT, computer-mediated communication
systems can effortin a significant way the efficiency
of the territorial communication giving new tools,
easy to integrate, decreasing time spent to reach
target audience and augmenting the diffusion
of information, telematics facilitate evaluation
ways and measurements of the efficiency of
communication and of advertisements.

Territorial Communication can be realized
through the classical distribution channel (Tv
advertisements, brochure, magazine and so on)
and even using new channel as Internet: it is
possible to present the territory in the net, building
websites and portals related to it, data warehouse
with all needed information, 3D reconstruction of
places to give the final user the possibility to live
an immersive experience to influence him/her to
visit the environment live.

The aim of this paper is to show how a good
territorial communication can promote the
environment development. Particularly we are
going to show the example of Saint Francesco
from Paola project, in which, because of His 5th
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century anniversary of birth, Calabria Region is
communicating through cultural manifestation,
fairs, religious event, to develop economic, cultural
and tourist background.

Keywords: Territorial communication, territorial
marketing, territorial product, event marketing

Introduction

The tourism market has drastically changed
over past years. Many researches related
to psychology, geography, economics have
considerably contributed to a new scenario of
tourism. Particularly, the role of Psychology was to
explore consumer behaviour in order to explore in
one hand the main factors which push to action, on
the other hand the factors which allow to foresee
the relation between global changing and buying
behaviour. In the meanwhile the results of these
studies allow marketing researchers to achieved
new market segments. Related to this process the
communication has gained a very important role.

To communicate means to transfer information, to
influence the consumer behaviour, to improve the
acquisition of new knowledge and abilities, and
the formation of attitudes; it means to establish
an interest, an involvement, an enthusiasm and
a loyal atmosphere: to communicate means to
relate with others. In the tourism sector, the role
of communication is to make the potentiality of a
place growing up and to transfer it to other people.
In these contexts is needed to underline those
elements believed attractive and stimulating for
potential customer audience. In a tourist context
it is important being able to enhance the face
expressions (to create an emotional involvement),
body movements, and the typical tradition of a
territory. All these variables give information about
the place and contribute to create the mental image
of it in the subject’s mind and, indeed, the birth of
the expectations that the subject want to realize.

This paper illustrates how to associate a model
and techniques of territorial communication to
a religious event: the fifth centenarian of San
Francesco’s death. In this way we can show
the marketing model realized by organizers of
this event in order to communicate it and to
underline the role and the ends of the territorial
communication as a marketing tool to promote the
characteristic of the territory where the event will
take place. An important characteristic of this kind
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of communication is its persuasive end, because
it has to create interest in who is receiving the
message. Furthermore it becomes a critical factor
during the phase of choosing destination, because
tourist is influenced by different factors as the
image of the tourist product, of the territory, from
the geographical, cultural, economic and eno-
gastronomic information (Reitano et al., 2006).
The goal of this paper is to analyse the relation
between territorial communication and territorial
development.

Territorial Marketing and communication

In the last years a new branch of marketing has
been developed, its strategies are entirely oriented
towards promotion and towards the divulgation
of the territory, territorial marketing. The core of
this strategy is the idea that the territory, with its
material and immaterial resources, is similar to the
positioning of a brand inside a market, in order to
attract the consumers’ interest and to influence
their buying behaviour to prefer a place instead of
another. Because of the relevance of the financial
aspectsrelatedtothe touristactivities, the challenge
to attract new visitors is very intensive (Solomon &
Stuart, 2005). Each territory tries to communicate
its resources as the best it can, trying to enhance
the peculiarities of the destination in order to
maximize the benefits coming from choosing it.

In the context of territorial marketing the success
of a product is strongly influenced by an efficient
strategy of communication (Moshin, 2005).
Strategy has to pursue to satisfy stakeholders’
needs (Buhalis, 2000): host population, tourists,
tourism enterprises and SMTEs, public sector and
government, tour operators. In this case strategy
has strongly to account for the cultural value of
the product (Moshin, 2005). In the meanwhile,
territorial marketing do not have only to take care
about promoting a tourist destination, but even
to integrate itself in a system that pushes and
sustains the achievement of higher economic
goals. This aspect is important because territorial
marketing should guarantee a certain returns-
on-resources utilized for the production and the
delivery of tourist products, as for the regeneration
of the same resources that promotes.

Territories are not all the same, in fact their
particular geographical position conditions and
influences their tourist development. Because
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of this, some territories are more disadvantaged
compared to others.

Territorial communication is the way how the
territorial product is wanted to be communicated
(Bertacchini et al., 2007). The peculiarities of
territorial communication tools are based on
the exploitation of the visual potentialities of the
territorial image of a destination.

During the creation of the message is needed
to consider the referent public because the
message has to be customized related to its
typology. Related to tourism target, not always
tourists live their holiday with the same intensity:
there are passive tourists that just visit and see
places, without taking part actively to the possible
activities; there are visitors that consumes activities
and experiences enthusiastically, associating
themselves to the life in that place; and active
visitors that use to make experiences usually not
associated with the intangible cultural value of the
destination (McKercher et al., 2005). The model of
the communication process suggests a series of
mental steps that push potential visitors to choose
a certain destination this sequence follows the
AIDA model (Attention-Interest-Desire-Action)
(McWilliams & Crompton, 1997). Particularly the
exposition to advertisement influences above
all the low involvement decisions (McWilliams &
Crompton, 1997).

The end of communication is to create the
territorial image of destination in the subjects’
mind: its position, the characteristics, the uses, the
traditions of the place, and everything they believe
to be important to attract the tourists’ attention.
After the creation of the territorial image, subjects
are able to differentiate what the territory has to
offer compared to others. Territorial image is only
one aspect that contributes in creating a mental
representation of the potentialities offered by the
territory in the subjects’ mind. It is a business
card for the territory, made by slogan easily
memorizable, by images clearly recognisable,
by distinctive signs that synthetically tend to
represent the territory (Papotti, 2001). Because of
this, the territorial image is an integrant part of the
decision process of the tourist decision (Schenider
& Sonmez, 1999; Choi et al., 2007).

In the process of creation of a positive territorial
image, to stimulate the knowledge and the
intention to visit the proposed destination in the
subjects is fundamental. After the creation of the
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positive image, the tourist feel the need to spend
a period of his life in that place and, above all, if
he will be satisfied he will recommend it to other
people. According to Syrgy and Su (Syrgy & Su,
2000) the components that concurs in the creation
of a territorial image are (Fig. 1):

Definitely the image of the territory is the result
of the following process: collecting mentally the
destination images (until having a unique and
homogeneous image), modifying the initial image
after having gathered information, deciding to visit
the destination, sharing the destination, going back
home, modifying the image on the base of the lived
experience in that destination (Beerli & Martin,
2004; Son, 2005). Furthermore, the formation
of the destination image is influenced both from
motivational aspects and emotional ones, that
influence the choice of detecting the destination
that better satisfies one’s own needs.

Calabria as territorial product

The territory is seen as a product, whose
characteristics are given by the resources that
offers. The products of a territory can be classified
in three categories (Scicutella & Maizza, 2003):

» products related to the productive investments;
» residential products;
* tourist products.

First category of product comprehend all the
elements that give economic growth opportunities
for the territory: geographical position, policy,
economic potentialities, research and development
centre and institutions, industries, agricultures,
labor and existing services. Residential products
are infrastructures, living centres; furthermore,
they comprehend other categories as quality of
life index, occupational level and occupational
perspectives, fun and wellbeing centres, public
services on the territory. Tourist products are
related to all that territory has to offer as tourist
destination: architectural beauties, landscapes,
gastronomy, acceptance level, hospitality.

Calabriais a land rich of places with high and strong
tourist connotations. This made Calabria a place
of a particular interest in order to attract tourist
flows coming from other ltalian regions and from
all the rest of Europe. Religious events represent
for Calabria an important moment for the diffusion
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of its own tourist image. For example, the event of
the V centenarian of the death of San Francesco
from Paola represents an occasion to promote
both the city of Paola and Calabria, and the places
of the Sanctuary where the Saint lived. Religiosity
becomes the opportunity to promote a place
with its peculiarities, beauties and landscapes,
in a national and international level. The image
that represents one of the principal component
to communicate the event organization is linked
to the product diffusion. In this phase organizers
establish what to communicate of the territory in
order to define the elements that allow to quantify
the level of consumers satisfaction for the proposed
tourist product; it let us understand if the event
communication is efficient and, indeed, if tourists
will be back. Tourist destination are considered
objective entities that have a set of quantifiable
attributes (Chhetri et al., 2004). To understand
the way that consumer value those attributes
is important for an efficient territorial marketing
strategy. Literature proposes to consider customer
satisfaction through evaluation after purchase that

derives from the result of the comparison between
the expected performance and the experimented
one, and as psychological estate produced from the
emotional answer deriving from it (disconfirmation)
(Maeran, 2004).

Not always expectations are the same as the
perceived performance: personal hope can
influence the performance level perceived (Spreng
& Droge, 2001): the results of many researches
underline that people see what they wants,
determining a positive link between the starting
expectations and the perceived performance. This
implies that companies can participate in some
way in the process of influencing the level of the
customer satisfaction (Spreng & Droge, 2001). If
customer is satisfied probably he will be back and
he will also suggests that place; his satisfaction
is an answer in the tourist context, it is a judge
where the emotive component is predominant,
and it is related to a particular moment (i.e. before
the choice, after the choice, after vacation, and so
on).

Figure 1: Effects of the destination environment on the destination visitor image

Destination Environment:

Events as marketing tool: the V
centenarian of S. Francesco from Paola.

According to Eurispes, every year about 31
millions of tourists use to visit sacred Italian places,
it shows the importance of the studies about this
phenomena. Marketing dedicates many studies
on it because of the large number of events, this
subject is called Event Marketing.

The event is configured as a mix of products and
services that have to be well mixed and coordinated
to obtain prefixed goal. In the event organization

e Atmospheric cues Destination
e Service cues > Visitor

e Price cues Image

¢ Location cues

e Promotion cues
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some principal phases can be identified, from
the ideation to the evaluation of the event. In the
organization of an event different principal steps
can be identified: event idea, service concept,
economic analysis, feasibility, business plan,
execution, rectifying, evaluation.

The first can be considered the phase of the
presentation, where promoters advance the
candidacy to organize a specific event. In service
concept phase the performance that are willed to
be done are defined from a technical point of view,
the localization one, the time scheduling ; during
this phase marketing has a primary role, because
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it investigates on the possible options, and defines
the preferences of the various target groups. Third
phase is related to the economic point of view of
the event, it is strongly related to the feasibility
phase, where the effective actability of the event
is analysed. In the phase of the business plan the
choices before evaluated are defined in details and
marketing has to prepare a specific marketing plan
both for the final customers and for the partners
to be involved. The execution phase of the
event regards the services allocation, the tickets
management and subscriptions, the detailed
communication, the entrance management to the
place of the event. In the phase of the rectifying
only the information related to the administrative
data, to the quantities, to the returns, and to the
costs are supplied. In the last phase, the one
related to the post event, marketing takes care
of comparing the expected objectives with the
results, interpreting how it went, and particularly
has to focus on the consumer’s satisfaction and on
the involved partners’ satisfaction.

Event marketing is a set of activities that starts from
the analysis of opportunities and risks related to
the event and that are developed in an integrated
form both inside and outside the organization to
reach the goals in the short, medium and long term
period through the event participants’ satisfaction.

Calabria has a cultural and environmental heritage
of an undoubted and inestimable value (Franco &
Reitano, 2006).

Paola has about 17.159 inhabitants (http://www.
comune.paola.cs.it/), situated in the proximity
of Cosenza, with a territorial extension of 4.251
hectares and positioned between m 70 and
m 180 on the sea level; this year it has the
possibility to make its territory known from the
entire Christian world thanks to the celebration
of the 500 years from the death of the patron
Saint, Saint Francesco from Paola. As declared
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in the web site dedicated to the event (http://
www.comnazionalesanfrancescodipaola.it)  this
event is the occasion for Paola and Calabria
region to show itself to the collective attention for
the historical, artistic and cultural heritage that
characterizes it. From a celebrative point of view
some commissions inside the religious order have
been instituted with the aim to valorise the event in
all its aspects: liturgical, historical, cultural, artistic,
informative and mediatico, recreation. The first
step of the organization of the event is the creation
of a logo (figure 2) and of a dedicated web site (the
home page is in figure 3):

The logo drawn rightly for the event is inspired
to an episode, maybe the most famous of the
Saint’s life: the passing through the Straits of
Messina, between Calabria and Sicily. The author
took this episode as symbol of what the Order of
Friars is proposing with the celebration of the 5th
centenarian of the Saint’s death; what is meant with
this episode and logo is that Saint Francesco can
give his contribute to help society ferrying towards
hopped places where the Good resides. With this
logo they present the aim of Saint Francesco’s
message based on the invitation to conversion of
man’s heart as a basis of every change. This is the
reason why at the bottom of the image there is the
keyword of the spirituality and of the action of Saint
Francesco: CONVERTITEVI (convert yourself).
The word CHARITAS, instead, flutters as a flag
on the crook that represent the main tree of this
symbolic boat made by his cloak, and besides it
recalls the symbol of the Saint and of the Minimum
Friars Order, that remembers that every change
has to start from love to be real, to be supplied of
love, and to lead to love.

The message that the organization and the city
of Paola want to communicate is a religious one,
they are the bearers of a religious message, the
message of the Saint, aimed to the Christian
community.
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Figure 2: logo of the event

Figure 3: home page dedicated to the event
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Table 1: Number of visitors of the Sanctuary of Saint Francesco from Paola in 2006

TYPE

CHARACTERISTICS

ANNUAL ESTEEM

Organized tourists

Groups of people that with or
without a priest are going to
the Sanctuary for the
Eucharistic Celebrations,
confessions, spiritual rites and
sacramental preparation.

500.000

Tourists that in general use to
go yearly even in other sacred

Passing tourists

places, they are generally
from Sicily and from other
parts of Calabria. They use to
spend their time in the
Sanctuary only for a guided
visit or for the celebration of a
Saint Mess

50.000

Tourists and tour operators

Tourists that visit the sacred
place for artistic and cultural
motivations

500.000

Single pilgrims

They are above all families
alone or in group, that come
usually during holidays

700.000

News of celebration of the 5th centenarian of
the saint’s death are known in all the world even
before the preparation of the event both by the
friars, that are managing the sanctuary dedicated
to the saint, and by the municipality of Paola; it
is necessary now to advertise the manifestation
even out the religious world, taking advantage
from the occasion to communicate the beauties of
the territory, hoping that visitors, satisfied from the
quality of the organization, will be back even during
following months choosing that place as destination
of their holiday. Organization required 3 millions
of euro to be able to prepare all the celebrations
both civil and religious. Here is a unique chance, if
not the last, to actualize a communication strategy
that let visitors know the beauties that the city has
to offer taking that chance offered by the event,
more than 6 millions, between pilgrims against the
1 million and 750 come in the 2006 (data gave from
the friars), are expected to come. The numbers of
visitors that every year use to go to the Sanctuary
has been analysed; particularly we gathered those
visitors in four different macro categories in the
table 1 with the relative characteristics and with
esteemed presence:
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The committee that cares about the organization
has foreseen the realization of particular gadgets :
posters, CD, DVD which show the life, the opera
and the spirituality of the Saint.

To organize the event, the biggest hotel instituted
some special offers for pilgrims during the all the
manifestation period. Web sites of those hotels are
directly linked in the site dedicated to the event,
furthermore they offer the possibility to book on
line.

Organization prepared even a little train dedicated
to the manifestation that during the entire period will
give the opportunity to people to make excursion,
to visit the sacred places of the Saint: this will make
possible to do guided visits to the historical centre
of the city, to the birth house of the Saint, to the
Sanctuary; it will give a connection and continuous
transports between tourist structures and the city
centre; it will let people to reach easily restaurants
and hotels (that will be able to be booked directly
from the little train).
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Conclusion

In this paper we wanted to underline the
importance of territorial marketing as a tool to
promote and to valorise the peculiarities and the
development of the local resources connected
to the religious events. Our interest has been to
investigate the communicative model developed
from the organizers for the 5th centenarian of
Saint Francesco from Paola’s death. Religious
tourism is surely one of the activities that mostly
incentives the local entrepreneurship and the
development of new activities because it is able to
attract a constant flow of people during the year.
The presence of religious monuments with an high
level of spiritual notoriety can be easily compared
with known product brands. In this case the sacred
monument identify a precise territorial area.

To investigate on the territorial marketing model a
qualitative analysis of some website contests has
been carried out with the aim to find the strengths
and the weaknesses of the communicative
approach used. Relating to the strength points, the
web portal is always updated about the activities
of the manifestation, it presents an historical
description of the Saint and of the Sanctuary, and
other aspects believed to be important for the
potential visitors.

The weakness we found are: the contents of the
web portals are only made in Italian. There is no
English version of the published materials; the
web portal do not have a good picture and video
gallery. It is even true that from the web portal is
easy to get into other web sites where are some
pictures of the city, but they are not linked directly
to the event in object. Another limit is the absence
of a mailing list system that would allow users to
register and to have information on relevant and
interesting events. For the city of Paola and for the
nearby countries, the presence of San Francesco’s
Sanctuary represents a tourist attraction able to
move tourists willing to get in touch not only with
the spirituality of the Friars but even tourist willing
to visit the place where the Sanctuary is located.

To these potentialities have to match some
adequate public and private decision of territorial
marketing in order that the presence of adequate
services, able to satisfy consumers’ needs,
could correspond to an increase of tourism. The
development of the territory image passes through
the inhabitants’ capacity , but even of public and
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private operators, to understand tourists’ needs
and to accept challenges coming from novelties.
This means that is needed to invest in the formation
of operators in order to build the consciousness,
above all in the inhabitants, that tourism is source
of not only economic but even cultural growth.
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Abstract

The purpose of this work is to analyse how
retailers around the world, and especially in Italy,
are changing their way to communicate and to
interact with consumers in their shops, leveraging
new technologies and new methodologies.

This significant change in the way retailers operate
is influenced and driven by the major trends that
are shaping the retail market.

We may summarize these trends, coming from
a survey on a panel of retailers, in the following
points:

While a “global consumer culture” indeed
continues to expand and extend its reach, the
more significant trend driving change is the
increasing diversity of customer characteristics
and behavior.

The world of 2010 will be one of “ubiquitous
information access” for customers.

Today, in each national or regional market, a
very small number of major retailers is coming
to dominate the retail landscape, by exploiting
a virtuous cycle that creates ever-increasing
value both for customers and for the business.

In addition, in response to previous trends,
we will see leading companies re-think their
business models and build an expanding
network of partners to achieve greater
competitive advantage. Instead of traditional
rigid “value chains”, retailers will recast
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themselves as part of a flexible “value
network”:

As we can see, these trends highlight how
consumersarereacting againsttraditional shopping
behaviour and against old-style marketing and
communication processes retailers put in place in
the past.

The main focus of this paper is to analyse
how retailers are changing, leveraging new
technologies, new processes and new ways to
establish a different contact with their consumers.

The results we are aiming to obtain are relevant;
we are observing retailers investing heavily on
customer clustering and retailers abandoning any
segmentation; in this context, companies with
strong marketing capabilities are pushing their
tactics to a one-to-one communication.

Alarge number of retailers are starting to implement
their own TV broadcasted in the shop and, at the
same time, mobile phones seem to be the primary
interface between retailers and consumers.

We assume we are in front of a paradox between
a mass marketing attitude and a personalization
strategy based on clustered data.

The conclusion we can suppose at this point
in time is that retailers, especially in Italy, are
experimenting a new strategic visions, which can
be realized through a path of innovation, with the
right mix of processes and technology.
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Retail enterprises: developments and
current trends

Over the last ten years, business enterprises in
the industrialised world have undergone deep-
seated and significant changes that have led to
the development of specialised retailers, equipped
with autonomous decisional powers and able to
follow strategic and management policies of their
own choice.

These changes have been particularly evident in
grocery retailing and have taken place on both the
demand and supply sides. More specifically, the
major drivers for changes in distribution systems
can be put down to, firstly, behavioural changes on
the part of consumers, secondly, globalisation and
internationalisation, and, thirdly, new technologies
(Colla, 2004). Onthe demand side, consumers have
become more knowledgeable and have adopted
more rational approaches to shopping, which
have meant heightened demand for sales-related
services, especially those with high informational
value. Increased consumer information and
knowledge levels have in fact generated a
marked variety in the nature of final demand.
The consumer often chooses on the basis of non
linear preferences that are nevertheless strongly
influenced by contingent and environmental
factors. Consequently, retailers’ interaction with
consumers goes far beyond the traditional lever
of attractive prices, which no longer appears to
be the sole generator of innovation in distribution
solutions .

On the supply side, despite significant differences
between countries, one can identify certain
common trends:

* intensification of horizontal competition as a
result also of deregulation at national levels
and subsequent sector liberalisation;

saturation of end-user markets (above all

with regards to mass consumption goods),
which has forced retailers to implement
strategies aimed at raising added value for end
consumers so as to increase customer fidelity;
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* introduction of new technologies (ITC) that
enable automatic mass data processing and
handling.

These trends are connected to an overarching
process of globalisation and market integration

that has progressively broadened retailers’
competitive horizons, leading to development
based on internationally-based strategic

approaches (Buckley and Casson, 1991; Caves,
1982; Dunning, 1993).

In this way, the phenomenon of internationalisation,
which until only a few years ago appeared to
be the exclusive prerogative of producers, has
involved an increasing number of retailers, offering
them significant increases in market openings
and, consequently, greater bargaining power with
producers.

Against this backdrop, the world’s leading retailers
arecharacterised by similarstrategiesthatappearto
be heading in three main directions: concentration,
diversification (Incandela, McLaughlin and Shi,
1999; Musso, 2005) and the redefinition of relations
within the distribution channel. Concentration
would seem to be connected to international
growth in that growth in size occurs increasingly
at a global level, which in turn impacts significantly
the structure of the entire sector (Burt, 1991).

The current situation is characterised by a limited
number of large retailer groups present throughout
major world markets with significant market shares.
These groups are for the most part American or
European and are able to combine economies of
scale, whilst at the same time centralising many
activities along the value chain.

Growth in size appears closely connected to
diversification, which is itself an increasingly
important feature of the retailing industry.
Diversification strategies have led major retailers
to extend their activities into sectors which, though
different, offer the opportunity to extend the range of
services offered to customers. This development is
above all the result of the considerable information
resources retailers can now access, enabling
them to know more precisely the characteristics
of their target customers. The resulting customer
profiles are used in tailoring services and delivery
according to specific customer features .

Modernisation and concentration have brought to
the fore retailers that have increasing importance
within the distributive channel and which are
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equipped to performincreasingly fundamental roles
in the distribution process. Such developments
have led to a realignment of bargaining power in the
vertical relations between producers and retailers
and between retailers and end consumers.

This process has generated both competitive and
collaborative relations between producers and
retailers operating in the same distribution channel
according to dependency ties in place that result
from factors such as differences in operational
size, the nature of the goods in question and the
degree of technological innovation.

In particular, the phases which characterise
these relations typify a process of evolution from
conditions of conflict between producers and
retailers, with the ensuing increase of horizontal
and vertical competition, to recurring forms of
partnership agreements which seek to maximise
not only synergies but also the value deriving from
greater cooperation. In this context, producers
and retailers, whilst continuing to specialise
in their respective fields, have understood the
strongly interrelated nature of their business and
need to define suitable coordination mechanisms
within the distribution channel. The development
of long-term cooperation means that competitive
advantage does not lie necessarily in the direct
control of resources and skills, but in the capacity
to identify and utilise them within the confines of
cooperation agreements (Cattaneo, 2005).

In this scenario, the development of relationship
marketing is particularly important in shifting the
emphasis from competition to cooperation between
producers and retailers.

The gradual redefinition of vertical relations
between production and retail enterprises has
enabled the latter to acquire increased awareness
of factors relating to managing and incentivating
end demand, thereby focusing increasing attention
on customers (Sansone, 2005).

Retailers therefore are developing a specific
and autonomous marketing approach aimed at
improving their control of market opportunities by
means of a set of measures and instruments which
redefine supply characteristics.

In highly developed and competitive economies,
the focus on the final consumer has become in fact
the crucial node around which the reassessment
and redefinition of retailing strategies takes place.
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In particular, heightened attention is placed on the
relational aspects of retailing and the understanding
of consumer behaviour, not only as a means
of influencing consumers to make particular
purchase choices, but also as an important conduit
through which to establish and preserve fidelity.
In this sense, relationship marketing represents
a marked break with traditional retail marketing
and a starting point for policies that recognise and
highlight the value of the customer and his/her
fidelity according to a strategic model based on
long-term relationships.

In this sense, differentiation and innovation in
the “retail product” can be considered retailers’
main competitive lever (Lugli and Pellegrini,
2005). Retail enterprises tend to implement
differentiation strategies with regards to their trade
name through a series of measures such as:
raising service quality levels for a specific target
group of customers; improving and upgrading of
retail outlets by increasing size and introducing
multispecialisation, and reorganisation of products
on offer; developing trade marks; adopting
aggressive price policies; strengthening awareness
of trade names; technological innovation.

In this way, in addition to those services that make
up a retailer’s core business, such the ability to
produce advantages for the customer in terms
of time, place and product assortment, today’s
retailer is strategically placed inside the store to
test market changes at the end of the distribution
channel and transmit them upstream towards
other operators along the distribution channel
(Barile, 1996). Information, in this way, flows along
the distribution channel, representing an effective
stimulus for improvement for operators and
consequently determining constant adjustments
in the strategy and tactics adopted by the system
as a whole (production-retail-consumption). The
opportunity to monitor constantly the market, to
interact directly with end consumers and to develop
relations with them assures retailers a privileged
position in comparison to other intermediaries.

The changing pattern of consumers’
purchasing behaviour

The previous paragraph outlined the most recent
changes to have taken place in the retail sector.
These changes appear to be driven in part by the
need of retailers to respond more effectively to the
changing consumer demands, thereby optimising
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their levels of customer satisfaction. It is with this
in mind that the evolution of purchasing models
has always acted as an important incentive for
retailers in renewing their strategic and operational
approaches.

The notion of “consumer” is a dynamic one,
responding as it does directly to the principal drivers
— economic, social, technological - of change in
society. The word “consumer”, which tends to
isolate the act of consumption from the set of
behaviour patterns that make up an individual, no
longer appears equipped to explain fully the present
situation. The term, in fact, seems strongly linked
to the classical meaning of homo oeconomicus,
a rational being who makes purchase decisions
detached from his/her environmental and social
context as if immune from relational or emotional
factors (Codeluppi, 2000).

In contrast to the classical meaning, today’s
consumer is an individual whose choices can be
explained less in terms of rationality and more
by reference to psychological, emotional and
relational factors. On one hand, this pushes the
consumer to express his/her own individuality via
the purchase choices made, whilst, on the other,
increases the importance of the conditioning which
an individual will be exposed to from the network
of social relations in which he/she moves.

This evolution in consumer purchasing behaviour,
which has become all the more apparent at
the onset of the new millennium, has occurred
concurrently with the progressive saturation
of needs that typified the twentieth century.
Consumption choices no longer appear today
to be driven by the rational search for a product
capable of satisfying an apparent need, whether
that need be fundamental or not (Maslow, 1954),
but the reaching of a level of status that satisfies
emotional and relational needs (Fabris, 2003).
The modern consumer has also developed
considerable skills in critically evaluating what the
market has to offer, which in turn releases him/her
from the previous condition of subordination that
marked relations with producers and retailers.
Today’s more knowledgeable consumer places
more importance on the quality rather than the
quantity of the products on offer .

Clearly, the evolution of purchase behaviour
and consequently of those purchase models
that sought to explain it has had a significant
effect on retailers. In particular, the need to build
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relations with a more critical, more knowledgeable
and more demanding consumer, in addition to
the emergence of the emotional importance
of the consumption act, has meant retailers’
having to redefine their strategic and operational
approaches. The consumer behaviour patterns
outlined above value the informational rather than
logistical component of the overall retail service,
which implies a significant rethink on the part of
retailers (Pavione, 2005).

Retailerscannolongerseekpositions of competitive
advantage by making available an assortment of
products capable of satisfying a target group of
consumers; today they must be able to flank the
products on sale with an ever-increasing range
of complementary services . Whereas initially
these services were provided in order to make
the act of purchasing easier and so had therefore
informational value, the present trend is to offer
services that satisfy the desire for pleasure and
which therefore increase consumer satisfaction
levels during the consumption experience (Addis,
2005).

As a result of these highly significant changes,
retailers’ strategies have to be defined in terms
of consumers’ new needs. The emotional and
pleasure-seeking aspect of the purchasing
experience means that new forms of in-store
communication are required to encourage
consumer involvement; these innovative forms
of communication should be equipped to deliver
personalised services that meet the requirements
of the modern consumer (i.e. shopping as an
expression of one’s personality).

The developments described have brought
about a change in retailers’ strategic approach,
which today is crucially centred around customer
relations. The diagram above shows the different
components of retailer strategy, which have to be
reviewed in order to assure the renewed centricity
of the consumer. The following section analyses
the role new technologies can play in achieving
this strategic objective.

New technologies, new frontiers

After the general analysis provided in the previous
chapter, a specific examination of the Italian
market follows which aims to see how local and
international retailers are changing their processes
and their way to relate with their consumers.
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Figure 1. Total view of the business operating model for a retailer

Culture,
Climate and
Capabilities

Value Network
and Alliances

Many surveys show that Italians have very specific

needs compared with other European citizens;
customers have different value drivers for different
shopping occasions or missions. The shopping
missions are evolving and mood plays a major role
in the shopping experience and can significantly
influence how much customers spend. At the
end of the day, customers want convenience and
attractive prices.

Italian retailers are reacting very quickly to this
changing environment and now provide more
tailored shopping experiences that reflect not
only who their customers are, but also how they
want to shop on different occasions. Retailers are
attempting to establish an emotional connection
with customers by capturing their interest
and creating a sense of excitement; they use
technology to bridge the gap between bricks and
clicks, in order to give shoppers all they need to
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reach a purchasing decision and take the trouble
out of hunting for the right product.

In figure 2 we have circled the three main processes
involved. In the following paragraphs we analyze
each in detail.

Merchandising

Achieving perfect product availability is the core
issue for most retailers and it is one of the key
activities classified as merchandising.

The majority of issues are perceived to be at
store-level and related to the difficulty of balancing
inventory with consumer wants and needs.

All major retailers in Italy are addressing this point
as mishandling it can damage image, customer
loyalty and performance.
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Figure 2. Key processes to be aligned in order to communicate better with consumers

Strategy and Brand Proposition
“Customer Experience Driven”

“Integrate Operations™
Operational Management (Corporate Functions and Infrastructure)
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Figure 3. Consumer responses to out of stock
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Source: Gruen, Corsten and Bharadwaj (2002)
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From an operational stand point, any possible
solution needs to address the following issues: the
need to keep an accurate, up to date, inventory
position of all products in the store, with the ability
to understand whether the inventory is on the
shelf and available for sale, or in the “back room”
awaiting replenishment; the need to manage the
physical replenishment of stock, to ensure that the
right product is put on the shelf at the right time;
and the need to generate accurate replenishment
orders from the store to the retail.

More advanced retailers have already invested
in “sales-based ordering systems”, while the
“best in the class” are investing in RFID as a
way of moving to the next level, with the goal of
gaining supply chain visibility and efficiency. RFID
solutions can automate inventory data capture
and verification across the entire supply chain to
increase productivity and reduce labor costs.

The current situation among lItalian retailers is
far from perfect for several reasons: first of all
the infrastructure and the intelligence described
require a level of automation and sophistication
of the core processes currently possessed only
by pan-European retailers or top Italian ones, the
latter nevertheless operating in a market mainly
characterized by small local chains.

From another stand point, the Italian context is
marked by a large number of cooperatives, which,
if taken as single entities, count amongst the
largest retailers in Italy (i.e. Coop and Conad), but
which in reality are a conglomerate of companies
with  different processes, stakeholders and
interests, which makes it difficult to put them under
the same umbrella when attempting to address
and solve complex issues like store and shelf
replenishment.

Last but not least, merchandising in general is a
relatively new subject from an IT viewpoint: the
most popular solutions available on the market have
been developed to address the needs of large US
and European retailers and are still complex and
expensive to implement for mid-range retailers
with limited budgets, even though the returns on
investments are generally guaranteed in a couple
of years.
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Stores

As mostretailers know, there are very few elements
that can change their P&L picture. Adopting in-
store initiatives can affect the most important of
them: revenue and operating income .

As highlighted in Fig. 4, evidence we have
throughout Europe, and also in lItaly, is that in-
store concepts and technologies could be one
of the core components of the value proposition,
especially for well-educated customers who prefer
extra services.

There are many possible examples of initiatives
retailers can take and all the major examples
described hereafter are efforts to communicate
better with customers and improve their shopping
experience .

Dynamic digital merchandising: DDM refers
to the physical in-store signage network that
disseminates dynamic content to displays or
monitors on the sales floor of a retail store. Digital
signage should deliver content that is useful to the
customer to influence spending . Retailers should
ensure that content playing on the network, as well
as the placement of displays, supports execution
of the top customer basics for a particular sector.

Electronic shelf labels: electronic shelf labels
(ESLs) are programmable wireless electronic
devices that affix to store shelf labels. Alphanumeric
displays are typically used to display item pricing
or promotional information in real time.

Kiosks: kiosks are self-service devices that assume
multiple forms with a range of retail functions, from
informational to transactional. The most commonly
used are kiosks for gift registries, store and product
information and media playback. Demand for self-
service photo kiosks is being driven by the growth
of consumer use of digital photos.

Self-checkout: self-checkoutterminalsaredeployed
for consumer use as a self-service alternative to
traditional point of sale (POS) checkouts in high-
volume/high-traffic stores. Hardware units typically
consist of a scanner, scale, monitor and payment
mechanism. Customers can use the self-checkout
terminal to scan, bag and pay for their purchases
completely unassisted by store personnel.
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Figure 4. Relationship between customer preferences and In-Store concepts
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Figure 5. Example of Self check-out in a super store, Central Italy
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Figure 6. Hype Cycle for Retail Technologies
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Personal shopping assistant: electronic device
mounted on the trolley with many capabilities in
order to guide shoppers through their shopping
list, self scan products and provide purchasing
suggestions and useful news about products and
promotions.

Contact-less payment: this technology can be
deployed as a key fob transponder device or
payment card incorporating a radio frequency
identification (RFID) chip.

Biometric payment: biometric payment systems
are used by retailers to authenticate individuals’
identities and initiate payment using biometric
finger scans. These systems are deployed by
retailers at the point of sale (POS) or customer
service areas so consumers can cash cheques
or authorize payment via defined and registered
tender preferences.

Mobile phone payment: mobile phone payments
are customer-facing applications and programs
that let consumers pay for purchases via their
own mobile device in a retail environment. Mobile
payment transactions are initiated or authorized via

the mobile phones and processed over wireless
networks.

All these technologies have been positioned in
an intuitive curve, which determines visibility
in the market and the expectation coming from
consumers (Figure 6).

Italian retailers can be defined as followers in this
area; whilst major European and US retailers are
testing (or even deploying) these technologies in
their shops, Italy can count on a limited number of
pioneers.

We may ask why such differences exist between
the ltalian market and the rest of Europe. The
technological evolution of the store is the result
of customer evolution and the acceptance of IT
advances on one hand, and retailers’ expectations
of IT’s positive impacts, on the other.

Most of the investments made in the 1990s were
focused on store layout and design, characterised
by attractive architectural projects, innovative use
of colours and lights, valorisation ofimportant areas
and products, effective integration with Consumer
Product promotions, intelligent use of advertising.
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Over the last few years, some of Italy’s leading
retailers (primarily, Coop and Esselunga) have
begun to experiment some basic technologies
such as self scanning and self check-out.

No major improvements have resulted, however.
There are arguably two reasons for this situation:
first of all, the average Italian consumer is not a
technology addict; devices are not perceived as a
kind of help, rather as complex and time consuming;
second, all retailers are hesitant to invest money in
technologies that do necessarily guarantee more
customers and increased spending.

What can be observed in recent years is a sort
of “test & deploy” model, where companies have
run technology pilots in some areas and shops to
sound out customers’ reactions.

Of course, this picture is changing daily; more and
more retailers are building their strategic plans with
the idea to differentiate from competitors through
the use of in-store technology with the expectation
that, sooner or later, consumers will react positively
to these inputs.

4. Conclusions

Customers walk into stores every day with specific
shopping missions; it is the task of retailers to
provide a product/service offering that stimulates
them to make a purchase. However, the ability to
develop offerings that are tailored to people with
different missions, and create an experience they
enjoy, requires retailers to have deeper insights
than before.

Developing a better understanding of customers is
an essential first step in creating a more customer-
centric shopping experience. Retailers need to
understand what missions attract customers to
their stores, what customers need while on those
missions, and how they go about shopping (and
global retailers need to understand any national
differences). Once they have these insights,
they can develop store formats, merchandising
and servicing strategies that are more closely
aligned with the shopping strategies, needs and
preferences of their target customers.

However, the most advanced retailers will ultimately
go much further. They will use the proprietary
insights they acquire to create personalized
shopping experiences that are tailored to
the preferences of their customers, as those

preferences change in the course of a particular
shopping mission or from one shopping mission to
another. The more tailored the experiences they
provide, the more they will be able to differentiate
themselves from their rivals.

Endnotes

*The paper is the result of the joint effort of the four
Authors who share the common responsibility for
the results. Anyhow, paragraph 1 can be attributed
to Enrica Pavione, paragraph 2 to Laura Bottinelli,
paragraph 3 to Luca Apriletti and paragraph 4 to
Carla Cattaneo.

1. The wheel of retailing theory however states
that price is the principal level for innovation in
retailing (Hollander, 1960).

2. Retailers’ diversification includes areas such
as consumer credit, insurance, tourism,
telecommunications, the car sector and, more
generally, all services linked to electronic
commerce.

3. The evaluation of product quality is a complex
process that requires specific competences
and experience levels that differ from sector
to sector. With regards to grocery goods, the
object of analysis of this paper, consumer
skills in evaluating the quality of products and
services appear highly developed.

4. For a detailed analysis of consumer
psychology and the retailing industry see
Orsingher (Orsingher, 1999).

5. Kotler (1973) was the first to underline the
possibility to create store layouts able to
influence purchasing decisions in a more
powerful way than the products themselves.
The inside of the store includes also the
initiatives and technologies described in this
chapter.

6. The concept of “recreational shopping” or
“shopping experience” has been the focus
of detailed examination in the literature.
See above all the contribution of Westbrook
and Black (1985), who classify shopping
as “experiential”, product-oriented or a
combination of both. In the concept of store
we are presenting, “experiential shopping”
is the differentiating factor and can be
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achieved through an intelligent investment in
technologies.

7. Garret (1994) suggests retailers should make
customer interaction easier through the use
of different tools (i.e. multimedia instruments)
in order to transform the shopping experience
into a sort of “adventure”.
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