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ABSZTRAKT

A tanulmdny a magyarorszagi turisztikai desztindciok adatérettségét vizsgdlja az okosturizmus és az
adatvezérelt dontéshozatal kontextusaban. Az adatvezérelt miikddés a desztindciok szamara lehet8séget
teremt az er6forrdsok hatékonyabb felhaszndldsdra, a versenyképesség ndvelésére és a piaci vdltozdsokhoz
valé proaktiv alkalmazkodasra, ugyanakkor az adatok hasznositdsanak szintje vizsgélataink szerint jelentds
eltéréseket mutat. Az ismertetett kutatds orszagos, kvdtaalapu kérdGives felmérésre épiil, amely 100, évi
legaldbb 50.000 vendégéjszakdat regisztrdld hazai turisztikai desztindciét vizsgdlt, figyelembe véve a
ldtogatdforgalmi és foldrajzi jellemzOk ardnyos megjelenitését. Az elemzés feltdrja, hogy a desztindciok
milyen mértékben alkalmaznak adatokat a stratégiai tervezésben és turizmusfejlesztésben, milyen
indikatorokra tdmaszkodnak, illetve mennyire elterjedtek a valds idejli analitikai és a big data-megoldasok.
Az eredmények szerint a desztinacidk 59%-a beépiti az adatokat a stratégiaalkotasba, am csupan 12%-uk kdvet
teljes mértékben adatvezérelt, stratégiai igényekhez illeszked6 megkézelitést. A kvantitativ mutatok
dominalnak, mikdzben a latogatdi elégedettséghez, k6zdsségi jélléthez és fenntarthatdsaghoz kapcsolddé
kvalitativ indikatorok alulhasznositottak. A valds idejli adatfelhaszndlas ritka, a big data alkalmazasok
kezdetiek, az adatmegosztds kdvetkezetlen. A kutatds ramutat a digitdlis kompetencidk, az intézményi

egylttm(ikodés és az analitikai kapacitdsok fejlesztésének sziikségességére.
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ABSTRACT

This study examines the data maturity of Hungarian tourism destinations in the context of smart tourism and
data-driven decision-making. Data-driven operations enable destinations to use resources more efficiently,
enhance competitiveness, and respond proactively to changing market conditions; however, the level of data
utilization varies significantly across destinations. The research is based on a nationwide quota-based
questionnaire survey covering 100 domestic tourism destinations that register at least 50,000 guest nights
annually, ensuring proportional representation in terms of visitor traffic characteristics and geographical
distribution. The analysis explores the extent to which destinations use data in strategic planning and tourism
development, the types of indicators they rely on, and the prevalence of advanced practices such as real-time
analytics and big data solutions. The results show that 59% of destinations incorporate data into the strategy-
making process, yet only 12% follow a fully data-driven approach aligned with strategic needs. Quantitative
indicators dominate, while qualitative metrics related to visitor satisfaction, community well-being, and
sustainability remain underutilized. Real-time data use is rare, big data applications are still at an early stage,
and data-sharing practices are inconsistent. The study highlights the need to strengthen digital
competencies, institutional cooperation, and analytical capacities in order to support the development of
sustainable and competitive smart tourism ecosystems.
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1. Bevezetés

A turizmus napjainkra a felgyorsuld technolégiai fejlédésre és a latogatdi magatartas
vdltozasaira adott valaszai révén Uj korszakba lépett. Az okosturizmus — amelyet a digitalis
technolégidk és az adatkézpontu innovaciok stratégiai integracidja jellemez - vilagszerte a
versenyképesség, a fenntarthatdsdg és a latogatdi elégedettség novelésének
kulcsfontossagu eszkdzévé valt (Chen et al., 2022; Csapd, 2024; Debreceni et al., 2025).
Abban az id&szakban, amikor a globalis turisztikai 3gazat a reziliencia és az
alkalmazkoddképesség szempontjai szerint rendezi Ujra miikodését, az adatvezérelt
dontéshozatal a turizmusfejlesztés egyik sarokkdvévé valik.

Az okosturisztikai rendszerek az olyan technoldgidk hatékony haszndlatara épiilnek,
mint a dolgok internete (Internet of Things, IoT), a big data-elemzés, a mesterséges
intelligencia (MI) és az intelligens infrastruktura (Bastidas-Manzano et al., 2021). Mindezek
hatékony eszkdzoket kindlnak a desztindcidmenedzserek szamara az eréforras-allokacid
és a szakpolitikai beavatkozasok optimalizaldsdhoz (Gretzel et al., 2015; Ivanyi, 2022). A
digitdlis innovacid és a turisztikai kormanyzas kozotti szinergia lehetévé teszi a
desztinacidk szamadra, hogy ne csupan valds id6ben értelmezzék az atalakuld utazasi
mintazatokat, hanem személyre szabott, érdemi hatassal bird éiményeket is nyudjtsanak,
amelyek megfelelnek a mai, igényes utazdk elvardsainak (Csapody & Jaszberényi, 2024;
Femenia-Serra et al., 2022). Ebben az &sszefliggésben az adat mar nem a turisztikai
tevékenység passziv mellékterméke, hanem a stratégiai iranyok alakitasanak aktiv
tényezdgje.

Az adatfelhasznalds stratégiai jelent8sége szorosan illeszkedik az Eurépai Unié tagabb
turizmuspolitikai célkit(izéseihez, amelyek a digitalis transzformacidt, a kulturalis 6rokség
megOrzését, a fenntarthatdsagot és az inkluzivitdst a rendszerszintd fejl6dés meghatadrozd
eszkdzeiként kezelik. E célok kiilondsen relevansak Magyarorszag esetében, ahol a
sokszinG kulturalis taj és a dinamikus turisztikai aramlasok kedvezd alapot teremtenek az
okosturisztikai 6koszisztémak fejlesztéséhez. Ugyanakkor, bar a digitalis eszkdzok a
vezetd globalis desztinaciokban gyorsan terjednek, a magyar turizmus adatérettsége és a
digitalis gyakorlatok stratégiai integracidja tovabbra is kevéssé feltart teriiletként
azonosithato.

A meglévd nemzetkdzi szakirodalom jellemz8en a technoldgiailag fejlett varosokra
vagy a nagyléptékl okosturisztikai pilotprojektekre &sszpontosit, mikozben kevésbé
ismert, hogy a kisebb vagy feltorekvd desztindcidk miként kezelik és operacionalizdljdk a
turisztikai adatokat. Magyarorszagon, ahol a helyi kormanyzas, az intézményi kapacitas és
a digitalis kompetencidk jelentds eltéréseket mutatnak, e kérdés kiiléndsen fontos. Jelen
tanulmany ezt a kutatasi hianyt kezeli azaltal, hogy egy 100 telepiilésre — ahol a vizsgalt
telepiilések mindegyike meghaladja az évi 50.000 vendégéjszakat — kiterjed§ orszagos
felmérés alapjan értékeli a magyarorszagi turisztikai desztindcidk adatvezérelt érettségét.
A kutatds azt vizsgdlja, hogy e desztinaciok miként hasznositjadk az adatokat a
stratégiaalkotds, a turizmusfejlesztés és a teljesitményértékelés teriiletein, mikdzben
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feltdrja a kormanyzdshoz, az intézményi felkésziiltséghez és a szektorok kozotti
egylttmiikodéshez kapcsolddd akadalyokat is.

A tanulmany nem az okosturizmus altaldnos elemzésére toérekszik, hanem az
adatfelhasznadlast az okos desztinacidfejlesztés alapvetd épitéelemeként helyezi el&térbe.
Az eltérések bemutatdsaval hozzdjarul az okosturisztikai felkésziltségrdl szolo, egyre
bévilé  diskurzushoz, és  megallapitdasokat  kindl ~a  dontéshozdk, a
desztindcidmenedzsment-szervezetek és a helyi érintettek szdmdra. Hangsulyozza
tovdbbd annak sziikségességét, hogy a desztindciok a legalapvet6bb kvantitativ
indikatorokon (példaul a latogatdérkezéseken és a vendégéjszakdkon) tulmutatva
arnyaltabb, kvalitativ és valds idejd adatforrasokat is alkalmazzanak, amelyek a latogatdi
élményt, a fenntarthatésagot és a kozosségi jollétet is tikrozik. A kutatds tovabba
fejlesztési irdanyokat azonosit - tobbek kozott a kapacitasépitést, a digitalis
készségfejlesztést és az intézményi koordindcid javitasat —, amelyek elengedhetetlenek
ahhoz, hogy az analitika beépiljon a desztinaciokormanyzas gyakorlataba.

Végsd soron a kutatas paradigmavaltast siirget a holisztikus, adatvezérelt turisztikai
kormanyzas iranyaba, amely képessé teszi a magyarorszagi desztinaciokat arra, hogy ne
csupan felzarkdézzanak a nemzetkdzi j6 gyakorlatokhoz, hanem a digitdlis érettséget a
fenntarthatd és versenyképes turizmusfejlesztés meghatdrozé alapkéveként alkalmazva
vezetl szerepet is betdltsenek.

2. Szakirodalmi attekintés

Az okosturizmus a turizmuskutatas viszonylag uj, ugyanakkor gyorsan bdvilé teriilete,
amely egyben az agazat digitalis transzformacidjat és az adatvezérelt innovacié ndévekvd
jelent8ségét is tiikrozi. Széles kutatdsi agendajat figyelembe véve a 2010 6ta megjelend
szisztematikus szakirodalmi attekintések (SLR-ek) és konceptuadlis tanulmanyok szamanak
folyamatos ndvekedése e kutatadsi teriilet meger6s6dését és a tudomdanyos kdzdsség
tartds érdeklédését jelzi (Csapd & Végi, 2023).

Az ,,0kos” jelz§ elterjedése a kiil6nb6z8 tudomanyteriileteken - az okoseszk&z6ktol,
az okosvarosoktdl és az okos vidékfejlesztést6l az okos kormdnyzasig, az
akadalymentességig és a fenntarthatdsagig (Elkhwesky et al., 2022; Ghafurian et al., 2023;
Richards, 2023) - egyszerre mutatja a fogalom rugalmassagat és mindennapi, illetve
akadémiai diskurzusba vald beépiilését. A turizmusban ugyanakkor Borges-Tiago et al.
(2022) hangsulyozzdk, hogy bar az ,,okosturizmus” kifejezés gyakran megjelenik a
kutatasban, az Uzleti gyakorlatban és a szakpolitikai kdrnyezetben, tovabbra sem
rendelkezik egységes definicidval, és jelent8s fogalmi valtozatossagot mutat.

A szakirodalomban két meghatarozd megkdzelités azonosithatd. Az elsé az
okosturizmus eredetét az okosvaros-paradigmahoz kéti, és a technoldgiai infrastrukturat,
valamint az adatalapu varosi hatékonysagot hangsulyozza (Micera et al., 2013). A masodik
az okosturizmust szociotechnikai jelenségként hatarozza meg, amely a digitalizacio, a
technoldgiai innovacid és a valtozd turistamagatartds metszéspontjaban jon létre (Liu et
al.,, 2023). Liu et al. (2023) szerint ez a fogalmi fejl6ddés azt mutatja, hogy miként
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alkalmazkodott az okosturizmus a technoldgiai képességek és a tarsadalmi gyakorlatok
valtozd kontextusaihoz.

Azt viszont egyértelmiien megallapithatjuk, hogy a 2010-es évek kbzepén Gretzel et al.
(2015) meghatdrozd hozzajaruldsa alapozta meg az okosturizmus értelmezésének elméleti
keretrendszerét. Ervelésiik szerint bér a fogalom a turizmus 2010-es években kibontakozé
digitalizacidjaval padrhuzamosan valt elterjedtté, gyakran definicids bizonytalansag kisérte.
Gretzel és szerz8tdrsai az okosturizmust hdrom egymassal 6sszekapcsolddd komponens -
az okos élmények, az okos lizleti 6koszisztémadk és az okos desztinacidk — egylitteseként
konceptualizaltdk. Meghatdrozasuk szerint: ,,Olyan turizmus, amelyet a desztindciéban
megvaldsuld, az adatok gytjtésére és hasznositdsdra irdnyuld integrdlt erbfeszitések
tdmogatnak fejlett technoldgidk alkalmazdsdval, amelyek az adatokat helyszini éiményekké
és lizleti értékajdnlatokkd alakitjdak, egyértelmlien a hatékonysdgra, a fenntarthatdésdgra és az
élménygazdagitdsra 6sszpontositva” (Gretzel et al., 2015).

Ez a keretrendszer az okosturizmust olyan adatvezérelt 6koszisztémaként értelmezi,
amely a turistdk, a szolgaltatok és a kormanyzasi szerepldk egyiittmikodésétdl fugg.
Ennek megfelelden harom elemzési dimenzid rajzolddik ki: az okos desztinacid (kinalati
oldal), az okos turista vagy élmény (keresleti oldal), valamint az okos tizleti és kormanyzasi
Okoszisztéma (szervezeti és szakpolitikai szint).

Az okos desztinacidk kiilondsen kdzponti szerepet toltenek be e paradigmaban. Fejlett
technoldgidkat — igy big data-analitikdt, loT-rendszereket és valds idejli monitoringot —
integralnak a versenyképesség novelése, az eréforrdsok optimalizaldsa és a latogatoi
elégedettség javitdsa érdekében (Buhalis & Amaranggana, 2015; Boes et al., 2016). A
technoldgiai megoldasok alkalmazdsan tdl hangsidlyozzak a szektorok kozotti
egyuttmikodést, az érintettek bevondsat és a kozdsségi részvételt, mint a
fenntarthatdsag és a reziliencia mechanizmusait (Koo et al., 2016; Micera & Crispino, 2017).

Az Ujabb kutatasok tovabb tagitjak ezt a megkdzelitést, kiemelve, hogy az okos
desztinacidk tulmutatnak a technoldgiai infrastrukturdkon, és a kormanyzas tarsadalmi,
kulturdlis és gazdasdgi dimenzidit is magukban foglaljak (Gretzel et al., 2015). Az
eredményes okosdesztinacid-fejlesztés er0s intézményi koordindciéra, adaptiv
szakpolitikai keretekre, valamint a kézhatalmi szerepl6k, a maganszektor és a lakossag
kozotti kozos értékteremtésre épil (Bastidas-Manzano et al., 2021; Femenia-Serra et al.,
2022). E tanulmdnyok &sszességiikben ramutatnak arra, hogy az okosturizmus -
amennyiben hatékony kormanyzas és adatvezéreltség jellemzi —, egyszerre jelent utat a
fenntarthatdsag felé és katalizatort a hosszu tavi versenyképesség erdsitéséhez a globalis
turisztikai 6koszisztémaban.

3. Mddszertan

Jelen tanulmany egy tagabb kutatasi kezdeményezés részét képezi, amely az okosturizmus
magyarorszagi desztinacidkban torténd fejlesztésének utjait és kihivasait vizsgdlja, kiilonds
tekintettel azok adatérettségi szintjének értékelésére. Ennek érdekében orszagos online
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kérdGives felmérést készitettlink, amely Magyarorszdg mind a 11 hivatalosan kijel6lt
turisztikai térségét lefedte.

Az adatfelvétel egy professziondlis piackutatd tlgyndkséggel egylttmiikédésben
valdsult meg, amely biztositotta a kérddiv technikai infrastrukturdjat, és el8segitette a
relevans vidlaszaddk elérését. A mintavételi keretbe olyan telepilések és térségi
desztindcidk kertiltek, amelyek meghatdrozd szerepet téltenek be Magyarorszag belféldi
turisztikai kindlataban; ennek kritériuma az évi legaldbb 50.000 vendégéjszaka volt.
Kvdtaalapui mintavételi stratégia alkalmazdasdra keriilt sor annak érdekében, hogy a
desztindcidk az orszag turisztikai térségein bellli foldrajzi eloszlasuk és latogatdforgalmi
mintadzataik szerint aranyosan jelenjenek meg.

Az online kérd8iv 2024 B8szén tobb héten at volt elérhet6. Minden részt vevd
desztindcidot egy olyan szakember képviselt, aki az adott 6nkormanyzatnadl, egy
desztindcidmenedzsment-szervezetnél vagy a turizmusfejlesztésben és stratégiai
tervezésben aktivan érintett mas szervezetnél dolgozott. A valaszaddk kivalasztasa azon
alapult, hogy atfogd ismeretekkel rendelkezzenek a helyi turisztikai rendszerrdl, a
fejlesztési kezdeményezésekrdl, valamint a folyamatban I[év6 vagy tervezett
okosturisztikai tevékenységekrdl. Az igy I|étrejott adatbdzis alapot biztositott a
desztindciok adatérettségének és az okosturisztikai alapelvek befogadasdra vald
felkésziltségének értékeléséhez.

A tanulmany célkitlizéseivel 6sszhangban, valamint mivel a desztindcids szintli
adatérettség mérésére nem allnak rendelkezésre nemzetkozileg validalt eszk6zok, a
kutatdcsoport sajat kérdéseket dolgozott ki. Ezek egyszeres és t6bbsz6rds valasztasos
kérdések formajaban keriiltek megfogalmazasra, és kézvetleniil a turisztikai desztindciok
adatérettségének kulcsjellemzgit és dimenzidit mérték.

Jelen tanulmany e tagabb kutatasi projekt el6zetes eredményeit mutatja be. Az
adatbazis leirdsahoz és a kirajzol6dé mintdzatok azonositdsdhoz leird statisztikai
modszereket alkalmaztunk. Emellett a kivalasztott valtozdk koézotti Osszefliggéseket
kereszttabla-elemzéssel, Pearson-féle khi-négyzet fliggetlenségvizsgalattal teszteltik, 5%-
os szignifikanciaszintet alkalmazva (p <0,05).

Az adatok el6készitése és a statisztikai elemzések az IBM SPSS Statistics 28 szoftverrel
készlltek, mig a tablazatok és vizudlis dbrazolasok elkészitéséhez a Microsoft Excel 365
programot hasznaltuk.

4. Eredmények

A magyarorszagi desztinaciok korében az eredmények az adatérettség korai és
kézéphaladd szintje koz6tti dllapotot jeleznek. Az 1. tdbldzat azt mutatja, hogy a legtobb
desztindcid mar beépiti a rendelkezésre all6 adatokat és jelentéseket a turisztikai
stratégiaalkotas folyamatdba (59%), ugyanakkor csak kis hanyaduk tekinthet6 valéban
adatvezéreltnek, vagyis olyannak, ahol az adatmenedzsmentet tudatosan a stratégiai
célok tdmogatdsara alakitjak ki (12%). A masik végletet azok a desztinacidk jelentik, amelyek
sem a turizmusfejlesztésben nem haszndlnak adatokat, sem érvényes turisztikai
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stratégidval nem rendelkeznek (22%); tovabbi 7% pedig ad hoc megkdzelitésre tamaszkodik,
ahol az adatfelhasznalds a stratégia készitéséért felelds személytdl fiigg. Mindezek arra
utalnak, hogy a magyarorszagi desztindcidmenedzsment els8sorban adatokkal informalt,
nem pedig teljes mértékben adatvezérelt vagy szisztematikusan, bizonyitékokon alapuld
stratégiai folyamatokba agyazott.

1. tdbldzat: Az adatfelhasznalds jellemzdi a turisztikai stratégiaalkotdsban a vizsgalt
desztinacidkban

Az adatok felhasznalasa a turisztikai stratégiaban és a turizmusfejlesztés soran (n=100) -
“Milyen mértékben fiigg a turisztikai stratégia kialakitasa, feliilvizsgalata és a
turizmusfejlesztés az adatoktol?”

A rendelkezésre all6 adatokat és jelentéseket (k6zdsen) beépitjiik a turisztikai
stratégia kidolgozdasaba, a turizmusfejlesztésbe. 59,0%

Egyik sem, mivel nem hasznalunk adatokat a turizmusfejlesztés sordn, illetve nem
rendelkeziink érvényes turisztikai stratégiaval. 22,0%

Az adatok irdnyitjak és meghatarozzdak a desztinacid turisztikai stratégidjanak,
turizmusfejlesztésének kialakitasat, és az adatkezelési/adatmenedzsment
folyamatot kifejezetten a stratégiai fejlesztés igényeihez igazitjuk. 12,0%

Az adatok és az adatokbdl nyerhetd jelentések, beszamoldk felhasznalasa teljes
mértékben a turisztikai stratégiaért és turizmusfejlesztésért felel6s
szereplé/kolléga/vezetd beldtdsara van bizva. 7,0%

A stratégia kidolgozasahoz és a turizmusfejlesztéshez hasznalt adatok és mutaték (n=100) -
“Kérijik, jelolje meg, hogy a desztinacid/telepiilés milyen adatokat és mutatékat hasznal a
stratégia kidolgozasahoz, a turizmus fejlesztéshez. T6bb vélasz is lehetséges.”

Mennyiségi mutatdk, mint példaul a turistdk érkezése, vendégéjszakdk szama,
ldtogatdk szdma stb. 82,0%

Min&ségi mutatdk, amelyek a turistak és az érdekelt felek (stakeholderek (érintett
személyek), turisztikai szervezetek, szolgéltatdk, piaci szerepl6k) elégedettségének
mérésére dsszpontositanak, mint példaul a turistak értékelése a desztinacid
élményeirdl, a turisztikai vallalkozasok elégedettsége stb. 46,0%

Min&ségi mutatdk, amelyek a helyi kozdsség és az érdekelt felek (stakeholderek
(érintett személyek), turisztikai szervezetek, szolgaltatdk, piaci szerepldk) jélétére,
életelégedettségére és életmindségére stb. 6sszpontositanak. 39,0%

A desztindcid teherbird képességének kezelését mérd mutatdk, mint példaul az egy
lakosra vagy négyzetméterre jutd turistak szama, a kdzlekedési és zajproblémak

stb. 21,0%
Egyik sem, mivel nem hasznalunk adatokat a turizmusfejlesztés soran, nem
rendelkeziink érvényes turisztikai stratégiaval. 15,0%

A desztinacid eréforrasainak felhasznalasa, példaul a viz- és villamosenergia-
felhasznal3s stb. 11,0%

Forrds: sajat szerkesztés.

A turisztikai stratégia kidolgozasa soran alkalmazott indikatorok 6sszetétele tovabb er6siti
ezt az értelmezést. A legtébb desztindcid stratégiai tervezése tovabbra is hagyomanyos,
kvantitativ forgalmi mutatdkra - igy az érkezésekre, a vendégéjszakdkra és a
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l[dtogatdszamra - épiil, amelyeket a vdlaszaddk 82%-a haszndl (1. tdbldzat). A kvalitativ
mérdszamok alkalmazasa kevésbé kovetkezetes: a desztinaciok 46%-a tamaszkodik a
turistdk vagy stakeholderek elégedettségét tikrozd indikatorokra, mig 39%-uk veszi
figyelembe a helyi lakossag jollétéhez és életmindségéhez kapcsolddé szempontokat.
Ezzel szemben a teherbird képesség menedzsmentjét értékeld indikatorokat minddssze a
desztinacidk 21%-a haszndlja, a kérnyezeti eréforrds-haszndlathoz - példaul viz- vagy
energiafogyasztashoz — kapcsolddd mérdszamokat pedig csupan 11%. Tovabbi 15% arrdl
szamolt be, hogy sem adatokat nem hasznal, sem érvényes turisztikai stratégidval nem
rendelkezik. Az eredmények alapjan megdllapithatd, hogy a desztinacidk dontden a
volumenen alapuld teljesitménymutatdkra koncentralnak, mikézben az okos desztinacio
koncepcidja szempontjabdl lényeges dimenzidk - igy a jollét, a fenntarthatdsag és a
teherbird képesség — alulreprezentaltak, ami hosszu tavon vakfoltokat eredményezhet a
tervezésben és a hatasértékelésben.

A desztindcidkban  megfigyelhetd  adatmenedzsment-megolddsok  szintén
tulnyomdrészt belsd és fragmentdlt gyakorlatokat tikroznek. A 2. tdbldzat alapjan a
legtdbb desztinacié hazon belil gydijti és kezeli az adatait (57%), mig tovabbi 24% mas
onkormadnyzattal vagy térségi irodaval miikddik egyiitt az adatgyl(ijtésben, de az elemzés
feletti kontrollt megtartja. Minddssze a desztindciok 8%-a szamolt be APl-alapu integracidk
hasznalatardl, amelyek lehetdvé tennék az automatizalt adatcserét és az interoperabilitast
(API = Application Programming Interface, alkalmazdsprogramozasi interfész, azaz olyan
szabvanyositott technikai adatkapcsolat, amelyen keresztiil egy rendszer lekérhet vagy
tovabbithat adatokat egy masik rendszerbdl emberi, kézi beavatkozds nélkil). A kilsé,
maganszektorbeli szerepl6kkel valé egyuttmiikodés korlatozott: 4% tamaszkodik ilyen
partnerekre az adatmenedzsment vagy -elemzés terén, és 2% az adatbeszerzésben. E
mellett a desztindciok 5%a semmilyen formdban nem végez turisztikai
adatmenedzsmentet. Eredményeink azt jelzik, hogy az adatgyakorlatokat tovabbra is
nagyrészt izolalt, 6nalld rendszerek jellemzik, alacsony integracids szinttel és korlatozott
platformalaptd miikodéssel. Ezek a korlatok csdkkentik a skdldzhatdsagot, nehezitik az
adatmindség biztositasat, és szdkitik az adatok ujrahasznositdsanak lehet&ségét a
turizmus kulcsfontossagu funkcidiban, tobbek kdz6tt a szalldshelyek, attrakcidk, mobilitas
és kozmdlvek teruletén.

Az adatfrissitések gyakorisadga tovdbb arnyalja a desztindcidk adatgyakorlatainak
alapvetden jelentésorientalt jellegét. A 2. tdbldzat szerint a legtobb desztinadcid rendszeres
id6kozonként tekinti at és frissiti adatait, jellemz&en szezondlisan (28%), havonta (25%)
vagy évente (24%), mig csak kis hanyaduk miikédik kozel valds idejd frissitésekkel (14%) vagy
heti ciklusokkal (3%). Ez a mintdzat arra utal, hogy az adatgytjtés és -feliilvizsgalat
els6sorban utdlagos jelentési és megfelelési kdvetelményekhez igazodik, nem pedig
folyamatos, operativ dontéshozatalt tamogat. Kvetkezésképpen a gyors, adatvezérelt
vdlaszok - példaul a csucsiddszaki terhelésmenedzsment, a dinamikus arazas vagy a valds
idejli kapacitaskontroll — tamogatasanak képessége a vizsgdlt desztindaciok korében
korladtozott marad.
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A desztinacidk altal hasznalt monitoringadatok tipusai tovabbi betekintést nydjtanak
az adatérettség dltaldnos allapotaba (2. tdbldzat). Az adatgy(ijtés magjat tovabbra is a
hagyomanyos turisztikai statisztikak adjdk, igy az érkezések és vendégéjszakdk szama
(90%), a szallashelyek szama (89%), valamint a szallashely-kihasznaltsag (64%), e mellett az
attrakciolatogatasi adatokat a desztinacidk 40%-a kéveti nyomon. Ezzel szemben a tagabb
gazdasagi és kornyezeti dimenzidkat tiikr6z6 adatok jéval ritkdbban jelennek meg:
minddssze a desztinacidk 18%-a gyljt informaciét a turistakéltésrdl, 8% monitoroz
kornyezeti indikdtorokat, példaul energia- vagy vizfogyasztast, a kozlekedési dramlasi
adatok alkalmazdsa pedig ritka. Ez az 6sszetétel a hagyomadnyos turisztikai mutatdkra valé
erds tamaszkodast jelzi, mikdzben a gazdasagi hatdsokat, a kdrnyezeti teljesitményt és a
mobilitasi dinamikdkat megragadé komplexebb mérészamok nagyrészt hattérbe
szorulnak. Ennek kdvetkeztében a fenntarthatdsagi értékeléseket és a teherbirdképesség-
menedzsmentet tamogatdé bizonyitékbazis viszonylag gyenge, ami korlatozza a
desztinacidk megalapozott, el8retekint6 szakpolitikai dontéshozatalat.

Az adatok stratégiai felhaszndlasa és a desztinacidk adatkezelési gyakorlata k6zotti
kapcsolat feltdrdsa érdekében kereszttdbla-elemzést végeztiink (3. tdbldzat). Az
Osszefliggés statisztikailag szignifikdnsnak bizonyult (Pearson-féle khi-négyzet prdba,
p=0,003 <0,05), ami érdemi kapcsolatot jelez a stratégiai fejlesztés adatfiiggéségének
mértéke és az adatmenedzsment-gyakorlatok fejlettsége kozott.

Azok a desztinacidk, amelyek turisztikai stratégidjukat adatvezéreltként jellemzik,
jellemzden fejlettebb és diverzifikaltabb adatmenedzsment-megkdzelitést mutatnak. Bar
felik belsSleg gyliijti és kezeli az adatokat (50%), jelentés hdnyaduk API-k haszndlatardl
(16,7%), kiilsé adatbazisok web scraping (automatizalt webes adatgytijtés) vagy vasarlas
Utjdn torténd beszerzésérdl (25%), illetve dnkormanyzatok kozétti egylittmiikodésekrdl
(8,3%) is beszdmolt. Ezzel szemben azok a desztindcidk, amelyek csak beépitik a
rendelkezésre 3ll6 adatokat a stratégidjukba, dont6en belsd adatmenedzsmentre
tamaszkodnak (54,2%), mikozben az API-haszndlat tovdbbra is korldtozott (5,1%).
Ugyanakkor e csoport egyharmada (33,9%) kiils6 forrasbdl szarmazé adatkészletekhez is
hozzafér, ami bizonyos foku nyitottsagot jelez a kiilsd adatintegracid irant.

Azoknadl a desztinacidknal, amelyek nem haszndlnak adatokat és nem rendelkeznek
érvényes stratégidval, a kép polarizaltabb. Bar tobbségiik tovabbra is belsd adatkezelésrél
szamol be (68,2%), kdzel egynegyedik (22,7%) jelzi, hogy egydltaldn nem kezel turizmussal
kapcsolatos adatokat. Erdekes médon abban a kis csoportban, ahol az adatfelhasznélés a
felelGs szereplé mérlegelésétdl figg, viszonylag magas az API-hasznalat (28,6%), ami ad
hoc, ugyanakkor technoldgiailag kompetens gyakorlatokra utalhat. Kereszttabla-
elemzésiink eredményei azt sugalljak, hogy ahogyan a desztindcidk az adatvezéreltebb
stratégiai tervezés iranydba mozdulnak el, adatmenedzsment-gyakorlataik is
egyuttmiikoddbbé és technoldgiailag integraltabba valnak. Ezzel szemben ott, ahol nem
[étezik formadlis, adatalapl stratégia, az adatmenedzsment nagyrészt zart és operativ
jellegli marad, gyakran elszakadva a stratégiai dontéshozatali folyamatoktdl.

17



Turisztikai és Vidékfejlesztési Tanulmanyok — 11. évfolyam 2. szam, 2026: 9-22.

2. tdbldzat: Az adatmenedzsment jellemzdi Magyarorszag vizsgalt turisztikai desztinacidiban

Adatkezelés és technolégiai megoldasok (n=100) - “Kérijiik, valassza ki azt az éllitast, amelyik a
legjobban jellemzi, hogyan kezelik az adatokat az On desztinaci6jaban/telepiilésén?”

Belsd, szervezeten beliili adatgy(ijtés és -kezelés. 57,0%

Egy mdsik 6nkormanyzattal/megyei hivatallal/turisztikai szervezettel
egylttmikodve gylijtjik az adatokat, de mi magunk elemezziik azokat. 24,0%

Belsd, szervezeten beliili és/vagy kiils6é APl-kat (alkalmazasprogramozasi interfész
vagy feliilet = Nagyban megkdnnyitik az alkalmazasok fejlesztésének és
0sszekapcsolasanak a folyamatdt mds szoftverekkel, programokkal vagy
weboldalakkal, mivel hozzaférést biztositanak egy adott eszkdz vagy szoftver
utasitaskészletéhez.) hasznalunk. 8,0%

Egyik sem, mivel nem kezellink desztinacids/telepdilési turisztikai adatokat. 5,0%

Az adatok kezeléséhez és elemzéséhez kiils6 magancégek tamogatasara,
bevonasara van sziikségiink. 4,0%

Az adatok megszerzéséhez kiilsé magancégek bevondsara van szlikségiink (webes
adatgyjtés (web scraping) és/vagy adatok, adatkészletek vésarlasa). 2,0%

Az adatok frissitésének és fellilvizsgalatanak gyakorisaga (n=100) - “Milyen gyakran frissiti és
vizsgalja feliil a turisztikai adatokat?"

Szezonalisan 28,0%
Havonta 25,0%
Evente 24,0%
Valds (vagy kozel valés) id6ben 14,0%
Egyik sem, mivel nem kezeliink desztinacids/telepiilési turisztikai adatokat. 6,0%
Hetente 3,0%

A desztinacid/telepiilés turisztikai teljesitményének nyomon koévetésére hasznalt hivatalos
adatok tipusai (n=100) - “Milyen tipusu hivatalos adatokat hasznal a desztinacié/telepiilés
turisztikai teljesitményének nyomon koévetésére? Tobb valasz is lehetséges.”

Statisztikai adatok az érkezésekrdl és a vendégéjszakakrol 90,0%
Szallashelyek szama (tipusonként) 89,0%
A szdllashelyek kihasznaltsaga 64,0%
Az drokségvédelmi és egyéb latnivaldk ldtogatdinak szama 40,0%
Turistak és latogatdk kiadasai 18,0%
Kornyezeti informdcidk: vizfogyasztas, hulladék, energia stb. 8,0%
Hajé/komp utasok érkezése (vagy szdma) 7,0%
Egyik sem, nem elemziink desztindcid/telepiilés szintl turisztikai adatokat. 7,0%
A vasuttal érkez8k érkezése (vagy szdma) 3,0%
A légi kozlekedéssel érkezdk érkezése (vagy szdma) 2,0%

Forrds: sajat szerkesztés.

Kutatasunk soran megyvizsgdltuk az adatokra valé stratégiai tdmaszkodds és az
adatfelilvizsgalatok gyakorisdga kozotti kapcsolatot is. Az dsszefliggés statisztikailag
szignifikdnsnak bizonyult (Pearson-féle khi-négyzet préba, p=0,002 <0,05), ami arra utal,
hogy azok a desztinacidk, amelyek a stratégiai tervezésben nagyobb mértékben
tdmaszkodnak adatokra, gyakrabban frissitik és vizsgaljak felll informacidikat.
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Az adatvezéreltként besorolt desztinaciok korében a kozel valds idejli adatfrissités
viszonylag gyakori (41,7%), és heti felllvizsgdlati ciklusok is megjelennek (8,3%). A

fennmaradd valaszok e csoportban egyenletesen oszlanak meg a szezondlis, havi és éves
frissitések kozott (egyenként 16,7%). Azokban a desztinacidkban, ahol a rendelkezésre allé
adatokat és jelentéseket beépitik a stratégiaba, de nem érvényesiil teljes mértékben

adatvezérelt megkézelités, az adatfrissitések hagyomdnyosabb, periodikus mintdzatot

kdvetnek: a szezondlis és havi fellilvizsgalatok egyarant 28,8%-ot tesznek ki, mig az éves

frissitések ardnya 27,1%. Akozel valds idejli adatfrissitések kevésbé elterjedtek (11,9%), a heti

frissitések pedig ritkdk (3,4%). Abban a csoportban, ahol az adatfelhaszndlds a

stratégiaalkotasért felel6s személy mérlegelésétdl fligg, a frissitések kizardlag szezondlis
és havi ciklusokban torténnek (mindkett6 42,9%), heti vagy kozel valds idejli gyakorlatok

nélkil (4. tdbldzat).

3. tdbldzat: A stratégiai adatfelhaszndlds és az adatmenedzsment sszevetése a vizsgalt

desztinaciok tekintetében

Az adatok
kezeléséhez
és elemzésé-
hez kiilsé
magancégek
tamogatdsara,
bevonasara
van sziikség

Az adatok
megszerzésé-
hez kiils6
magancégek
bevonasara
van sziikség

Belso,
szervezeten
beliili
adatgyijtés és
-kezelés

Belsd,
szervezeten
beliili és / vagy
kiilsé API-kat
hasznalunk

Egy masik
onkormany-
zattal [ megyei
hivatallal /
turisztikai
szervezettel
egyittmiikod-
ve gy(ijtjiik az
adatokat

Egyik sem,
mivel nem
kezeliink
desztinacios /
telepiilési
turisztikai
adatokat

A rendelkezésre 3ll6 adatokat
és jelentéseket (k6z6sen)
beépitjiik a turisztikai
stratégia kidolgozasdba, a
turizmusfejlesztésbe., n=59

3,4%

3,4%

54,2%

5,1%

33,9%

0,0%

Az adatok és az adatokbdl
nyerhetd jelentések,
beszamoldk felhaszndlasa
teljes mértékben a turisztikai
stratégiaért és
turizmusfejlesztésért felelds
szerepld/kolléga/vezetd
beldtdsara van bizva., n=7

57,1%

28,6%

14,3%

0,0%

Az adatok iranyitjak és
meghatarozzak a desztinacié
turisztikai stratégidjanak,
turizmusfejlesztésének
kialakitasat, és az
adatkezelési/adatmenedzsme
nt folyamatot kifejezetten a
stratégiai fejlesztés
igényeihez igazitjuk., n=12

50,0%

16,7%

25,0%

Egyik sem, mivel nem
haszndlunk adatokat a
turizmusfejlesztés soran,
illetve nem rendelkeziink
érvényes turisztikai
stratégiaval., n=22

4,5%

0,0%

68,2%

4,5%

0,0%

22,7%

Forrds: sajat szerkesztés.

Bar a mérlegelésen alapulé csoport kismérett (n = 7), az dltaldnos mintdzat egyértelmien
arra utal, hogy az adatokra stratégiailag er6sebben tamaszkodd desztinaciok révidebb
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frissitési intervallumokkal, valamint az id6ben reagald, operativ déntéshozatal nagyobb
kapacitasaval miikédnek.

4. tabldzat: A stratégiai adatfelhaszndlds és az adatfeliilvizsgalat gyakorisdgdnak dsszevetése a
vizsgdlt desztindciokban

Valés vagy
Szezonalisan | Evente | Havonta | Hetente | k6zel valés
idében

Arendelkezésre all6 adatokat és jelentéseket
koz6sen beépitjik a turisztikai stratégia
kidolgozasaba, a turizmusfejlesztésbe., n=59 28,8% 27,1% 28,8% 3,4% 1,9%
Az adatok és az adatokbdl nyerhetd
jelentések, beszamoldk felhaszndlasa teljes
mértékben a turisztikai stratégidért és
turizmusfejlesztésért felelGs
szerepld/kolléga/vezetd beldtdsdra van
bizva., n=7 42,9% 14,3% 42,9% 0,0% 0,0%
Az adatok irdnyitjak és meghatdrozzak a
desztindcid turisztikai stratégidjanak,
turizmusfejlesztésének kialakitasat, és az
adatkezelési/fadatmenedzsment folyamatot
kifejezetten a stratégiai fejlesztés igényeihez
igazitjuk., n=12 16,7% 16,7% 16,7% 8,3% 41,7%
Forrds: sajdt szerkesztés.

5. Kovetkeztetések

Jelen tanulmdny 3tfogd képet ad a vizsgdlt magyarorszdgi turisztikai desztindcidk
adatérettségérdl, ravilagitva az adatvezérelt gyakorlatok alkalmazdsaban elért
eredményekre és a tovabbra is fennalld korldtokra. Bar a desztinacidk tobbsége valamilyen
formaban beépiti az adatokat a stratégiai tervezésbe, csak kis hanyaduk miikodik olyan,
teljes mértékben adatvezérelt megkdzelitéssel, amely illeszkedik a hosszu tavu célokhoz.
A stratégiai dontések tovdbbra is erdteljesen alapvet6 kvantitativ mutatdkra
tamaszkodnak, mikézben a kvalitativ indikatorok vagy a fenntarthatdsdghoz kapcsolédé
adatok csak korldtozott figyelmet kapnak.

A valds idejd analitika, a big data-alkalmazasok és a kiilsd adatintegracidk tovabbra is
alulhasznositottak, ami az adatmenedzsment fragmentalt és gyakran zart jellegére utal.
Emellett az adatfrissitések gyakorisaga tobbnyire periodikus, nem pedig folyamatos, ami
akadalyozza a gyors reagidlast és az innovaciot. Az érettebb adatstratégidkkal rendelkez6
desztinacidk integraltabb, technoldgiailag fejlettebb adatmenedzsment-gyakorlatokat és
fellilvizsgalati ciklusokat mutatnak, ami aldhuzza a digitalis felkésziiltség elényeit.

A korlatozott digitdlis készségek, az intézményi fragmentdcio és a szektorok kézotti
gyenge egyuttm(ikodés tovabbra is akaddlyozza a szélesebb korl elterjedést. Az
eredmények ugyanakkor egyértelm( lehet8ségekre is ramutatnak: a kapacitasépités, a
digitdlis készségfejlesztés és a koordindcid javitdsa jelent8sen emelheti a magyar turisztikai
kormdnyzas és/vagy menedzsment szinvonaldt. Az adatelemzés bedgyazdsa a
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desztindcidmenedzsment  alapfolyamataiba nemcsak  megvaldsithaté, hanem
elengedhetetlen is a reziliencia, a fenntarthatdsag és a globadlis versenyképesség
er@sitéséhez az okosturizmus korszakaban.

K&sz6netnyilvanitas

»A 142571. szamu projekt az Innovacids és Technoldgiai Minisztérium Nemzeti Kutatasi
Fejlesztési és Innovacidés Alapbdl nydjtott tdmogatdsaval, a ,,OTKA” K 22 palyazati
program finanszirozasaban valdsult meg.”

Irodalomjegyzék

Bastidas-Manzano, A.-B., Sdnchez-Ferndndez, J., & Casado-Aranda, L.-A. (2021). The past,
present, and future of smart tourism destinations: A bibliometric analysis. Journal of
Hospitality & Tourism Research, 45 (3): 529-552. DOI: 10.1177/1096348020967062

Borges-Tiago, T., Verissimo, J. M. C., & Tiago, F. (2022). Smart tourism: a scientometric
review (2008-2020). European Journal of Tourism Research, 30 (3006): 1-18.

DOI: 10.54055/ejtr.v30i.2593

Boes, K., Buhalis, D., & Inversini, A. (2016). Smart tourism destinations: Ecosystems for
tourism destination competitiveness. International Journal of Tourism Cities, 2 (2): 108-
124.

Buhalis, D. & Amaranggana, A. (2015). Smart tourism destinations enhancing tourism
experience through personalisation of services. In: Tussyadiah, I. & Inversini, A. (eds.)
Information and Communication Technologies in Tourism: Cham: Springer, pp. 377-389.

Chen, Z., Li, Y., & Huang, J. (2022). Smart tourism and its implications for destination
competitiveness: An integrated model. Tourism Management, 85: 104326.

DOI: 10.1016/j.tourman.2021.104326

Csapody, B., & Jaszberényi, M. (2024). A mesterséges intelligencia alkalmazdsa a
vendéglatasmenedzsmentben. Turisztikai és Vidékfejlesztési Tanulmdnyok, 9 (1): 7-22.
DOI: 10.15170/TVT.2024.09.01.01

Csapd, J. (2024). The Strategic Relationship between Smart Tourism and Sustainability: A
Theoretical Approach. In: Zajadacz, A. (ed.) Rethinking Sustainable Tourism in
Geographical Environments: Theory and Practices. Cham: Springer Nature Switzerland,
pp.163-178.

Csapd, J. & Végi, Sz. (2023). Seasonality Research in the Context of Smart Tourism: Evidence
for an Empirical Research Gap. Modern Geogrdfia, 18 (3): 105-112.

DOI: 10.15170/MG.2023.18.03.07

Debreceni, J., Morvay Karakasné, K., & Fekete-Forjimovics, Zs. (2025). What is worth
developing? Examining the importance of digital, green, and social skills from a staff
perspective. Turisztikai és Vidékfejlesztési Tanulmdnyok, 10 (4): 120-138.

DOI: 10.15170/TVT.2025.10.04.07

21


https://doi.org/10.1177/1096348020967062
https://doi.org/10.54055/ejtr.v30i.2593
https://m2.mtmt.hu/api/author/10078290
https://m2.mtmt.hu/api/author/10033368
https://m2.mtmt.hu/api/publication/34826474
https://m2.mtmt.hu/api/publication/34826474
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;35612055
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;35612055
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;35612056
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;35612056
https://doi.org/10.15170/MG.2023.18.03.07
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;36861716
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;36861716
https://m2.mtmt.hu/gui2/?mode=browse&params=publication;36861716

Turisztikai és Vidékfejlesztési Tanulmanyok — 11. évfolyam 2. szam, 2026: 9-22.

Elkhwesky, Z., EI Manzani, Y., & Salem, I. (2022). Driving hospitality and tourism to foster
sustainable innovation: A systematic review of COVID-19-related studies and practical
implications in the digital era. Tourism and Hospitality Research, o (0): 1-19.

DOI: 10.1177/14673584221126792

Femenia-Serra, F., Perles-Ribes, J. F., & Ivars-Baidal, J. A. (2022). Smart tourism destinations
and higher tourism performance: A structural model analysis. Tourism Management, 91:
104514.

Ghafurian, M., Ellard, C., & Dautenhahn, K. (2023). An investigation into the use of smart
home devices, user preferences, and impact during COVID-19. Computers in Human
Behavior Reports, 11: 100300. DOI: 10.1016/j.chbr.2023.100300

Gretzel, U., Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: Foundations and
developments. Electronic Markets, 25 (3): 1779-188. DOI: 10.1007/512525-015-0196-8

Ivanyi, T. (2022). Az okostelefon és az okosturizmus, mint a modern turisztikai élmény
OsszetevOi. Turisztikai és Vidékfejlesztési Tanulmdnyok, 7 (2): 35-48.

DOI: 10.15170/TVT.2022.07.02.03.

Koo, C., Shin, S., Gretzel, U., Hunter, W. C., & Chung, N. (2016). Conceptualization of smart
tourism destination competitiveness. Asia Pacific Journal of Tourism Research, 21 (5):
535-548. DOI: 10.1080/10941665.2015.1048263

Liu, J., Hall, C. M., Zhu, C., & Ting Pong Cheng, V. (2023). Redefining the concept of smart
tourism in tourism and hospitality. Anatolia, 35 (3): 566-578.

DOI: 10.1080/13032917.2023.2282712

Micera, R., Presenza, A., Splendiani, S., & Del Chiappa, G. (2013). SMART Destinations. New
strategies to manage tourism industry. In: Proceedings of “International Forum on
Knowledge Asset Dynamics”, Zagreb (Croatia), June, 12-14.

Micera, R. & Crispino, M. (2017). Destination web reputation as “smart tool” for image
building: the case analysis of a tourism destination. Journal of Entrepreneurship,
Business and Economics, 5 (2): 1-12.

Richards, G. (2023). Reviewing the Effects of World Expos: Pulsar Events for the Eventful
City? Turisztikai és Vidékfejlesztési Tanulmdnyok, 8 (3): 70-87.

DOI: 10.15170/TVT.2023.08.03.05

22


https://doi.org/10.1177/14673584221126792
https://doi.org/10.1016/j.chbr.2023.100300
https://m2.mtmt.hu/api/publication/32838913
https://m2.mtmt.hu/api/publication/32838913
https://doi.org/10.1080/13032917.2023.2282712

Szecsei Blanka: A paraszocialis kapcsolatok szerepe a kulturalis 6rokség kézvetitésében és a
vidéki turizmus irdnti szandék alakuldsaban: Li Ziqi esete

Turisztikai és Vidékfejlesztési Tanulmanyok
Tourism and Rural Development Studies
11. évfolyam, 2. szam, 2026: 23-45. TVT

doi: 10.15170/TVT.2026.11.02.02

A PARASZOCIALIS KAPCSOLATOK SZEREPE A KULTURALIS OROKSEG
KOZVETITESEBEN ES A VIDEKI TURIZMUS IRANTI SZANDEK
ALAKULASABAN: LI ZIQI ESETE

Szecsei Blanka

PhD-hallgatd, Pécsi Tudomdnyegyetem, Kézgazdasdgtudomdnyi Kar, Gazddlkoddstani Doktori Iskola;
szecsei.blanka@ktk.pte.hu, ORCID: 0009-0006-1023-9893

ABSZTRAKT

A tanulmany azt vizsgalja, hogy a k6zdsségi médidaban kialakuld paraszocidlis kapcsolatok miként jarulhatnak
hozza a kulturalis 6rokség meg6rzéséhez, valamint a vidéki turizmus irdnti érdekl6dés ndvekedéséhez. A
vizsgalat koézéppontjaban Li Zigi videdi allnak, amelyek esztétizdlt, lassi narrativdban jelenitik meg a
hagyomdnyos vidéki életformat, valamint a kézml(ives és gasztrondmiai tevékenységeket. A kutatds vegyes
moddszertant alkalmaz: egyrészt kvalitativ tartalomelemzés keretében elemzi a videdk vizualis és narrativ
elemeit, valamint a hozzdjuk kapcsolédé nemzetkdzi néz6i kommenteket, mdsrészt kérd&ives felmérést
végez kinai vdlaszadék koérében annak érdekében, hogy feltarja a kinai k6zénség nézépontjat, érzelmi
kotddését és viselkedési szandékait. Az eredmények arra utalnak, hogy a paraszocidlis kapcsolatok az
inspirdcion keresztil noévelik a vidéki turizmus helyszineinek latogatdsi és a hagyomanyos tevékenységek
kiprébaldsi szandékat. Ezaltal a videdk segithetnek megérizni a kulturalis 6rokséget.
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ABSTRACT

This study examines how parasocial relationships formed on social media can contribute to the preservation
of cultural heritage and the increasing interest in rural tourism. The focus of the research is on the videos of
Li Zigi, which showcase traditional rural lifestyle and crafts and recipes, through an aestheticized and slow
narrative. The study applies a mixed-method approach. A qualitative content analysis was conducted of the
visual and narrative elements of the videos, along with international viewer comments. A survey among
Chinese respondents explored the perceptions, emotional attachment, and behavioral intentions of the
Chinese audience. The results suggest that parasocial relationships increase both the intention to visit rural
tourism destinations and the willingness to try traditional activities through the mediating role of inspiration.
In this way, such content may contribute to the preservation of cultural heritage.
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1. Bevezetés

Kina az egyik leggyorsabban fejlddd orszag, urbanizacidja jelentds, viszonylag rovid idd
alatt nagymértékben nétt a varosi lakosok szama (Zhu et al., 2024), hiszen a varosokban
tobb munkalehetdség van és a sziil6k gyermekeiknek is jobb jovét tudnak biztositani (Lin,
2024). Az urbanizdacié hatdsara a kinai varosok jelent6s mértékben megvaltoztak, rengeteg
ember szamara adnak otthont. A hagyomanyos épiiletek és utcdk helyét folyamatosan
atvették a felhékarcoldk, lako- és irodahazak, valamint a bevasarlékézpontok (Cao et al.,
2014).

A vdrosi élet emellett sokszor nehéznek is tlinik, hiszen a fiatalok rengeteget
dolgoznak, emellett a tarsadalmi elvarasoknak is meg kell felelniiik, ami pedig korai kiégést
is okozhat (Gong, 2017). A kinai fiatalok egyre nagyobb szamban diplomaznak (Statista,
2025b). A névekvé verseny és a munkaerd pétolhatdsdga miatt a hasonld végzettségli és
k6z6s vonasokkal rendelkezd személyek egyre inkdbb individualizalédnak és
elszigetel6dnek a tdrsadalmi csoporton belll (Beck, 1999). Ez a verseny a kinai
tarsadalomban is egyre inkabb megjelenik.

Az azsiai gazdasagi fejlédés a nyugatihoz képest sokkal zokkenémentesebb volt, ez a
gyors fejlédés pedig gyors alkalmazkodast igényelt a tarsadalom részérél (Dychtwald,
2021). Kindban az egy fére es6 GDP 1990 és 2019 k6z6tt 32-szeresére nott, ezzel a vildgon a
legnagyobb valtozast megélt nemzet. Példaként a masodik legnagyobb ilyen tipusu
vdltozast Lengyelorszag élte meg, ahol az egy f8re esd GDP 1990 és 2019 kdzott 9-szeresére
nétt (Dychtwald, 2021).

A kinai varosi lakossag 1980-ban még 20% alatt volt, 2024-re pedig a lakossag kozel 70%-
a él mar vdrosban (Statista, 2025a). A varosi lakossdg szdma 2000 és 2020 kozott
megdupldzddott (Lin, 2024). A gyors technoldgiai fejlddés hatasara az elveszettség érzése
egyre jellemz6bb a tarsadalomban (Shao, 2025). A nagymértékui és gyors valtozas kulturdlis
nosztalgidt hivott életre (Zhu et al., 2024), hiszen a nosztalgia segit megbirkdzni a gyors
vdltozasokkal. A nosztalgia altal a gyors valtozadsok mellett is megdrizhet6 a kulturalis
identitds (Hillenbrand, 2010). A nagyvérosi élet porgése helyett a fiatalok nagy része
visszavagyik a csendesebb, nyugodt vidéki életformahoz (Lin, 2024), sokszor vonzdbb
szamukra a nyugodt, békés élet (Wulf et al., 2021). A legtébben azonban inkdbb csak
nosztalgikus mdédon, a gondtalan miultba vagydédnak, hiszen a vdrosi élet sokszor
kényelmesebb, megélhetést nyujtd, illetve vidéken nehéz munkat taldlni (Lin, 2024).

A kutatds célja annak vizsgdlata, hogy egy influenszerrel apolt paraszocidlis kapcsolat
miként jarulhat hozza a kulturdlis 6rokség megdrzéséhez és a vidéki turizmus
népszerlsitéséhez.

2. Szakirodalmi attekintés

A hagyomanyos kinai kultira egyre népszer(ibb a kinai fiatalok kérében (Li & Sun, 2025),
példaul a kinai Z-generdacié egyre tradiciondlisabb mddon Gnnepli a kinai Ujévet, utazas
helyett hazaldtogatnak, és hagyomanyos ételeket féznek (Wang, 2025). Ha mégis
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elutaznak az innepek alatt, akkor kulturdlis helyszineket keresnek fel (Wang, 2025). A kinai
kalligrafia és festészet is egyre népszerilibbek a fiatalok korében (Xinhua, 2022), de a
teakultura, a harcmiivészetek és a tancok irant is névekszik az érdeklédés. (Cai, 2022; Yin &
Zhang, 2024).

A fiatalok fontosnak tartjdk a hagyomdnyos ételek, mulvészetek, fesztivdlok és
kulturdlis 6rokségek meglétét egy uticél kivalasztasakor (Joseph, 2025). A vidéki turizmus
népszerlségéhez a foldrajzi eredetmegjeldléssel elldtott termékek is hozzdjarulhatnak,
ezek nemcsak a desztindciét teszik vonzdbbd, de a helyi gazdasagot is megerdsitik
(Bozkurt et al., 2025).

A falusi turizmus olyan szolgaltatasok és programok dsszessége, melyeket a helyi
lakosok és szolgdltaték kindlnak (Gannon, 1994). Segithet tovdbba a kordbban
értéktelennek hitt eréforrdsokat piacképessé tenni(Gonda, 2016), k6zéppontjiban a vidéki
életmddélmény all, elemei példaul a vidéki hangulat, gasztrondmia, fesztivalok (Molnar &
Remenyik, 2017).

A kulturalis turizmus részeként a hagyomanydrz8 fesztivalok tovabb erdsithetik a
vidéki turizmust, a teriiletet vonzd turisztikai desztinacidéva is tehetik (Jaszberényi et al.,
2022). A k6z06sség bevondsa kulcsfontossagu a turisztikai desztinacid fenntarthatdsdganak
szempontjabdl (Li et al., 2026). A fiataloknak nem elég, hogy csupan a kdzdsségi médidn
keresztil kdvessék a kildnbdz6 hagyomanyos mivészetekkel kapcsolatos tartalmakat, de
részeiis szeretnének lenni (Joseph, 2025), igy a k6z6sségi média is erds hatast gyakorol az
utazasi motivacidra (Kratki et al., 2022). A turizmusban a desztindcidk autentikussiga
kulcsfontossagu motivacid, melyet a fogyasztdk szerint nem helyettesithet digitalis éimény
(Csapé et al., 2023). Az offline k6z6sségek sokkal inkdbb képesek bevonni a fogyasztdkat,
mint az online kozosségek (Németh et al, 2023), igy példaul a hagyomanyos
tevékenységek kiprobaldsa is nagyobb élményt jelenthet, mint azok online megtekintése.

A virtudlis eszk6zok, példaul online videdk a helymarketingben is alkalmazhatdk,
formalhatjak az emberek véleményét az adott desztinacidrdl és ezdltal hathatnak az
utazasi dontésekre (Gerdesics et al., 2019). Emellett az MI haszndlata és a co-creation a
szolgaltatok részérdl novelheti az egyes tevékenységek hatékonysagat és a vasarldi
elkotelezettséget (Csapody & Jaszberényi, 2024; Marien & Papp, 2024). A turizmus
napjainkban tarsadalmi jelenséggé valt, pozitiv hatdssal van az utazék életmindségére,
boldogsagérzetére (Gonda, 2024), a hagyomanyos tevékenységek végzése pedig ndveli a
nyugalomérzetet (Henriksen et al., 2022), ez pedig remekiil ellenstlyozza a varosi élet
okozta stresszt (Gong, 2017). Viszont a vidéki helyszinek kialakitdsakor egy megfeleld
kényelmi szintet is biztositani kell, fontos szempont lehet a fejlett infrastruktura kialakitasa
is (Vereckei-Podr, 2023). Emellett, a vidéki turizmusban kiilénésen, természetvédelmi
Orokség esetében a turizmusfejlesztés soran figyelembe kell venni az adott teriilet
okoldgiai teherbird képességét is (Raffay, 2023).

A kinai fiatalok vegyitik a hagyomdanyos és a modern mivészeteket, igy kiilonleges Uj
mUivészetet alkotnak (Chen & Li, 2022). Ez megjelenik a zenei életben is, a nyugati elemek
haszndlata segitheti a globdlis zenei sikert (Yu, 2022). A kinai divattervezék is egyre t6bb
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hagyomanyos elemet visznek a terveikbe, sokszor 6tvézve a hanfut modern, nyugati
elemekkel (Yang, 2023; Joseph, 2025). A hagyomdnyos miivészetek iranti ndvekvo
érdekl6dés segiti tovabba az eszk6z6k hagyomanyos gyartasat, a hagyomanyos elkészitési
moddok fennmaraddsat (Xinhua, 2022). A kinai fiatalok az egyediséget és a magas
mindséget keresik, de fontos szamukra a vasarlds érzelmi oldala is. Kedvelik a helyi
termékeket is, hiszen ndluk kilondsen jelen van a nemzeti 6ntudat (Zhang, 2025). A kinai
fiatalok egy Uj ko6z6sségimédia-trend hatdsdra mar kilfoldi utazasaik soran is hanfu
viseletben készitenek képeket, igy hirdetve a kinai kulttrat (Lu, 2024; Zhang et al., 2023).

A hanfu a nosztalgiafogyasztds egyik legszembet(inébb példaja (Joseph, 2025),
el8sz6r 2003-ban kapott figyelmet, de igazan 2018-ban lett népszerl a k6zdsségimédia-
megjelenésekkel (Beijing Review, 2022; He et al., 2023). A hanfu a kinai han népcsoport
hagyomanyos viselete, az 1. képen lathaté a hagyomanyos és a modern véltozata is. A hanfu
viselése kordbban egy szubkultira sajatossaga volt, de mdra a mainstream része lett, a
fiatalok a mindennapi életben is szivesen viselik (Joseph, 2025), ezéltal kdzelebbinek érzik
a kinai térténelmet, valamint kiemelkedhetnek a fast fashion uralta tomegbdl is. A hanfu
mindezek miatt segiti a hagyomanyok ataddsat a fiatalabb generacidk szdmara (Yin &
Zhang, 2024). A hanfu a lassusdg ellentrend képvisel&je is, mindségi hanfu mind anyagaban,
mind szabdsaban is a hagyomanyokat koveti, igy nemcsak a felvétele, de az elkészitése is
hosszu folyamat (Huang, 2023).

1. kép: Hagyomanyos és modern hanfu

7 A

3

Forrds: New Moon Dance (20264, 2026

A vidéki turizmus egyik hajtdereje egy egyszeriibb élet iranti nosztalgia érzése. E mellett
vonzo lehet azok szamara is, akik ki szeretnék prébalni a hagyomanyos tevékenységeket,
vagy meg szeretnék tapasztalni az autentikus vidéki életérzést, a helyi k6zdsségek erejét

27



Turisztikai és Vidékfejlesztési Tanulmanyok — 11. évfolyam 2. szam, 2026: 23-45.

(Kovacs, 2020). Egy vidéki szallds tovabb tudja ndvelni a vonzerejét, ha kilonleges
szolgaltatasokat nyujt, példaul kulturdlis programokat, tevékenységeket szervez (Kaposi,
2018). A hagyomdnyos tevékenységek terjedésével az ezeket bemutatd kinai influenszerek
és tartalmak népszer(isége is nd.

A koz6sségi média egyre er8sebb hatast gyakorol a fogyasztdi magatartasra, igy a
desztindcidvélasztasra is (Hussain et al., 2024). A népszer( desztinacidk a kozdsségimédia-
fellileteken is népszerlibbek (Arora & Lata, 2020). A néz8k aktivabban reagalnak az olyan
tartalmakra, amelyek utazdsra motivéljdk ket (Coronel, 2023). Ha a tartalomgyartét
hitelesnek itélik, az tovabb ndvelheti az utazasi vagyat és az influenszer
desztinacidvdlasztasra gyakorolt hatdsat (Cheng et al., 2020). Az utazdsok kozdsségi
médidban torténd megosztasat szérakoztatdnak tartjak az utazok, emellett az elismerés is
motivalé tényezdként jelenik meg (Oliveira et al., 2020). A kdzOsségi média utazasi
informacidk keresésére és atadasara is alkalmas, az influenszerek tudast adnak at, a nézok
pedig aktivan keresik azt (Saini et al., 2023).

Kdléndsen erds az influenszer hatdsa, ha a nézdnek paraszocidlis kapcsolata van a
tartalomgydrtdval (Dinc, 2024). A paraszocialis kapcsolat kialakuldsat erésitheti a forrds
hitelessége, szakértelme és megbizhatdsaga (Yilmazdogan et al., 2021; Zheng et al., 2022).
Az utazdasi motivacid alakuldsakor mind az érzelmi, mind az értelmi szempontok fontos
szerepet kapnak (Meng et al., 2024). A paraszocidlis kapcsolat kialakuldsa szempontjabdl
fontos tovabba a hitelesség, a hasonldsag és a technoldgiai tudas, melyek segitségével
min&ségibb tartalmak késziilhetnek (Dewantara et al., 2025). A paraszocialis kapcsolat
hatdasara a desztinacié irant is pozitivabb attitidot mutatnak a nézd8k, ami utazasi
motivacidként is megjelenik (Zheng et al., 2022). A paraszocialis kapcsolatok mellett, a
desztinacidhoz kapcsolddd torténetek is hatdasosak lehetnek az utazasi motivacio
kialakitdsakor (Joseph et al., 2024). Az utazasi vagyat az eszképizmus is el@segiti (Chen et
al.,, 2025). Az utazdk szeretnének elvonulni, kiszakadni a hétkoznapi életbdl, igy akar
kevéssé latogatott helyeket felfedezni, vagy nem megszokott élményeket atélni
(Chyliriska, 2022).

Az eszképizmus részeként a nosztalgia is hatdssal lehet a fogyasztdk dontéseire,
utazasi motivacidjukra (Earl & Hall, 2023; Wulf et al.,, 2021). A kulturdlis 6rokség a
nosztalgikus utazas egyik f6 hajtdereje (Lee, 2015). A tdrténelem és a kultira mélyebb
megismerése, valamint a személyes nosztalgia is névelheti egy desztinacié vonzdsagat
(Prayag & Del Chiappa, 2023). Azok, akik a személyes térténelmiik részeként tekintenek
egy kulturdlis 6rokségi helyszinre, az utazdssal az identitasukat is megerdsithetik (Poria et
al.,, 2003). Az 6rokségi helyszinre utazék motivacidja lehet példdul a tanulds, a kultira
megismerése vagy rekreacidé (Poria et al., 2004). A latogatdk és a turisztikai helyszinek
kélcséndsen hatnak egymasra, dinamikus kapcsolat van az emberek és a kdrnyezet k6z6tt
(Bapiri et al., 2021). Az autentikus desztinacidk er6sebb nosztalgiaérzést valtanak ki az
utazékban (Prayag & Del Chiappa, 2023), hiszen a befogaddk szamdra fontos, hogy a
tartalom, amit fogyasztanak, vagy a desztindcié, amit meglatogatnak, valédi és autentikus
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legyen. E mellett aktivanis részt kivannak venni kiilonb6z6 tevékenységekben, igy at tudjak
éIni a nosztalgiat és a vidéki életérzést.

A nosztalgikus vidéki életmddot bemutatd legismertebb kinai influenszerek k&zé
tartozik Li Ziqi, a legnépszer(ibb, nemzetkdzileg is ismert kinai influenszer, aki a YouTube-
on tobb mint 31 millid, a kinai TikTokon (Douyin) t6bb mint 50 milli, a Sina Weibo feliileten
pedig tobb mint 26 millié kévetdvel rendelkezik. Li Zigi videdi hosszabb formatumuak, 10-
20 perc hosszulak is lehetnek, ezzel is a lassisag ellentrendet kdveti, szemben a kz6sségi
médiaban egyre gyakoribb révid formatumu, maximum par perces videdkkal. A videdk
sokszor egy egész év munkajat mutatjak be, leforgatasuk és szerkesztésik is id6igényes
folyamat. A videdk minden esetben a kinai kultdra hagyomanyos elemeit mutatjak be,
példaul f6zés, kézmlives tevékenységek vagy kertészkedés. A videdk nagyon esztétikusak
és megnyugtatoak, az egyszerlséget hangsulyozzak, szemben a modern mindennapokkal.
Mig videdi a hagyomanyos értékeket képviselik, elkészitésiikh6z modern technoldgiat
alkalmaz, emellett sajat markaja is a modern életet él6khdz szdl; els8sorban instant
ételeket arul, melyek hagyomanyos alapanyagokbdl késziilnek. De nemcsak az 6 esetében
jelenik meg ez a kettdsség, a hagyomanyos mivészeti eszkdzoket és a hanfu viseletet is
sokan online szerzik be (Xinhua, 2022).

A nosztalgiafogyasztds masik modern példaja a nosztalgikus tartalmd kosztiimés
dramak terjedése, vagy a harcmlivészeti valdsdgshow-k népszerlisége (Cai, 2022; Xing,
2023). Ezen tartalmak fogyasztdsakor a nézdben, azaz a befogaddban kialakulhat az
egyoldalt érzelmi kétédés, a paraszocidlis kapcsolat (Horton & Wohl, 1956). A paraszocidlis
kapcsolat kialakuldsat egy kozvetitd kozeg, azaz a média teszi lehetdvé, ezen keresztiil
szerez a befogadd informaciét a médiaszerepl6rél (Tordcsik & Szlics, 2021). Az adott
médiaszerepl6 mogott gyakran egész hattéripar all, segitve a paraszocidlis kapcsolat
kialakulasat, ami részben tervezett marketingtevékenység eredményeképp értelmezhetd
(Tordcsik, 2017).

A szakirodalom alapjan feltételezhetd, hogy a Li Zigi tartalmai 3altal kozvetitett
kulturdlis 6rokség tobb, egymassal 6sszefliggd pszicholdgiai és viselkedési folyamaton
keresztiil fejti ki hatasat. A kordbbi kutatdsok szerint a hitelesnek és autentikusnak érzékelt
tartalmak el&segitik a paraszocidlis kapcsolatok kialakuldsat (Yilmazdogan et al., 2021,
Zheng et al., 2022). A paraszocidlis kapcsolat hatdsara a befogaddk er&sebb érzelmi
bevonddast élhetnek at, amely megjelenhet eszképizmus és inspiracid formajaban is (Dinc,
2024; Chen et al, 2025). A szakirodalom alapjan ez megjelenhet a desztinacié
meglatogatdsara irdnyulé szandékban, valamint a hagyomanyos kulturdlis tevékenységek
kiprébaldsara vald nyitottsdgban is (Zheng et al., 2022; Joseph et al., 2024).

A kulturdlis 6rokség hiteles reprezentacidja emellett hozzdjarulhat a kultdra
megbecsiiléséhez, valamint a hagyomanyos tevékenységek és kulturdlis helyszinek iranti
pozitiv attitid kialakuldsdhoz. A szakirodalom alapjan ezért feltételezhetd, hogy a
kulturdlis reprezentacid, a paraszocidlis kapcsolat, az inspiracié és az eszképizmus
egyuttesen jarulnak hozza a kulturdlis 6rokség iranti érdekl8dés és a vidéki turizmus iranti
szandék névekedéséhez.
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3. Vizsgalati médszerek

A koz6sségi média szerepe a kulturdlis 6rokség kozvetitésében egyre hangsulyosabbd
vdlik. Bar a szakirodalom szdmos kutatdsban vizsgdlta az influenszerek, a paraszocialis
kapcsolatok és a turisztikai szandék kapcsolatdt, kevés figyelem irdnyult arra, hogy a
kulturalis drokséget kozvetitd tartalmak esetében milyen mechanizmusokon keresztiil
alakul ki ez a hatds. Kilondsen kevéssé feltart teriilet a kulturdlis reprezentacid, a
paraszocidlis kapcsolat, az inspiracid és a vidéki turizmus 6sszefliggésrendszere.

Jelen tanulmany célja annak feltarasa, hogy Li Zigi videdi milyen mdédon jarulnak hozza
a paraszocialis kapcsolatok kialakuldsdhoz, valamint, hogy ezek a kapcsolatok miként
befolydsoljak a kulturalis 6rokség iranti érdeklédést és a vidéki turizmus iranti szandékot.

A kutatds ezért az aldbbi kérdések megvalaszolasara torekszik:

e K1: Milyen tartalmi és narrativ elemek jelennek meg a videdkban, amelyek
hozzajarulhatnak a paraszocidlis kapcsolat kialakulasahoz

e K2: Hogyan értékelik a kinai néz8k Li Zigi tartalmainak hitelességét és kulturalis
reprezentacidjat?

e K3: A paraszocidlis kapcsolat hatdssal van-e a hagyomanyos tevékenységek
kiprobalasara iranyulé szandékra?

e K4: Milyen szerepet jatszik az inspiracié a paraszocialis kapcsolat és a turisztikai
szandék kozotti kapcsolatban?

A kutatds vegyes moddszertani megkdzelitést alkalmaz, els§ lépésként kvalitativ
tartalomelemzés késziilt Li Zigi videdinak és a hozzdjuk kapcsolddd nemzetkdzi nézdi
kommenteknek a vizsgalataval. A kvalitativ szakasz célja azon visszatérd témak, jelentések
és érzelmi reakcidk feltarasa volt, amelyek hozzajarulhatnak a paraszocialis kapcsolatok,
az inspiracio, az eszképizmus, valamint a kulturdlis O©rokség iranti érdekl6dés
kialakuldsdhoz. A tartalomelemzés soran a nemzetkdzi kdzonség Li Zigirdl alkotott
véleménye kerllt vizsgalatra. A kvalitativ eredmények és a kapcsolédd szakirodalom
alapjan kertilt kialakitasra a kérddives kutatas elméleti modellje és a vizsgalt konstrukciok
kére. A masodik, kvantitativ szakasz célja a kvalitativ elemzés sordn azonositott jelenségek
empirikus vizsgalata és a valtozdk kozotti dsszefliggések tesztelése volt a kinai nézdk
korében, hiszen mig a nemzetkdzi nézdk kiilsé megfigyeldi Li Zigi videdinak, addig a kinai
néz6knek valddi tapasztalata van a kinai vidéki élettel kapcsolatban.

A kutatds a vizsgdlt jelenség komplexitdsabdl addddan vegyes moddszertani
megkdozelitést alkalmaz, amely 6tvozi a kvalitativ tartalomelemzést és a kvantitativ
kérdbives adatfelvételt. A két mddszer kombindacidja lehetévé teszi egyrészt a
médiatartalmak és a néz8i reakcidk mélyebb értelmezését, masrészt a feltart jelenségek
empirikus vizsgalatat egy konkrét célcsoport korében.

3.1. Tartalomelemzés

A kutatds els6 szakaszdban kvalitativ tartalomelemzés késziilt Li Zigi videdi alapjan. Az
elemzés célja a videdk vizuadlis és narrativ elemeinek, valamint a nézdi reakcidkban

30



Szecsei Blanka: A paraszocialis kapcsolatok szerepe a kulturalis 6rokség kézvetitésében és a
vidéki turizmus irdnti szandék alakuldsaban: Li Ziqi esete

megjelend jelentések feltardsa volt, kilénds tekintettel a paraszocidlis kapcsolatok
jelenlétére. Az elemzésbe Gsszesen hat vided kertilt bevonasra a YouTube platformrdl. A
mintavétel célzott kivalasztdssal tortént: a hdrom legujabb és a hdrom legnépszerilibb
vided kerilt kivalasztasra annak érdekében, hogy a tartalom iddbeli valtozasai és a
legnagyobb elérést generdld videdk jellemzdi egyarant megjelenjenek.

Az elemzés soran a videdk toébb szempont mentén, manualisan keriltek kddolasra,
beleértve a megjelenitett tajat, tevékenységeket, narrativ elemeket, valamint a kulturalis
Orokséghez kapcsolddd tartalmakat. Kiemelt figyelem irdnyult azokra az elemekre,
amelyek a néz8 szdmdra az intimitds, a személyesség és a mindennapi életbe vald
betekintés érzetét keltik.

A videdkhoz kapcsolédé néz6i kommentek szintén elemzésre keriltek. A kommentek
kivalasztasa elméleti telitettség elve alapjan tortént, azaz addig keriiltek bevonasra, amig
Uj jelentéstartalmak mdr nem jelentek meg. A vadlasztds els8sorban a hosszabb, reflektiv
jellegli hozzaszodlasokra esett. Az elemzés célja a nézdi percepciok, érzelmi reakciok,
valamint a paraszocidlis kapcsolatok megjelenésének feltardasa volt. Az elemzés
eredményeit egy 0sszefoglalé kédtablazat rendszerezte, amely vidednként tartalmazta a
megjelend helyszineket, tevékenységeket, narrativ elemeket, kulturdlis 06rokségi
motivumokat, a paraszocialis kapcsolatot tamogatd tartalmi elemeket, valamint a
kommentekben megjelend visszatérd témadkat.

3.2. Kérdoives kutatas

A kutatdas masodik szakaszaban kérdGives adatfelvétel késziilt a tartalomelemzés
eredményeinek kiegészitése és kvantitativ vizsgalata céljabdl. A kérddiv célja a kinai
k6zonség percepcidinak, érzelmi kotddésének, valamint viselkedési szandékainak mérése
volt. A kérddiv célcsoportjat igy kinai valaszaddk alkottdk, els6sorban Magyarorszagon €16
kinai egyetemi hallgaték és oktatdk, valamint a kitdlték ismer6sei. A szerzd a Pécsi
Tudomdnyegyetem Egészségtudomanyi Karan miikédé Hagyomanyos Kinai Orvoslas
Konfuciusz Intézet hallgatdéjaként kozvetlen kapcsolatban all kinai oktatdkkal és
hallgatdkkal, ami lehetdvé tette a célcsoport hatékony elérését. A kérdbives adatfelvétel
soran a résztvevok toborzasa részben ezen kapcsolati halon keresztil tortént: tobb
valaszadd személyesen is részt vett a kitoltésben, valamint k6zremikédésiikkel a kérdbiv
tovabbi kinai hallgatékhoz is eljutott. Az adatfelvétel 2026 aprilisdban, online formaban
tortént egyetemi csatorndakon keresztil, valamint személyes megkeresés és hdlabda
mddszer alkalmazésédval. Osszesen 116 vélasz érkezett, amelyek kéziil 16 kit6ltd nem
ismerte Li Zigi tartalmait, ezért ezen kitoltdk kizarasra kertltek az elemzésbdl. A végsd
minta az adatok tisztitdsa utan igy 100 darabbdl all.

A kérddiv tobb, kordbbi kutatdsokban mar validalt skalara, valamint sajat fejlesztésu
tételekre épiilt. A valaszok mérése hétfoku Likert-skdldn tortént (1 = egyaltalan nem ért
egyet, 7 = teljes mértékben egyetért). A paraszocidlis kapcsolat mérésére az Audience-
Persona Interaction Scale (Auter & Palmgreen, 2000) roviditett, a kutatds kontextusahoz
igazitott valtozata szolgalt. Az eszképizmus és inspiracid dimenzidk mérése pedig Wu &
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Holsapple (2014) nyoman tortént, szintén a kutatds fokuszara igazitva az allitasokat. A
kulturalis reprezentdcid, a kultira megbecsiilése, valamint a turisztikai szandék mérésére
sajat fejlesztésli tételek keriltek kialakitdsra, a kutatas elméleti része alapjan.

A kérdéiv Likert-skalat alkalmazott (1-7), ahol az 1 az egydltaldn nem ért egyet, a 7
pedig a teljes mértékben egyetért valaszt jelentette. A kérdések a kvalitativ vizsgalat
alapjan azonositott dimenzidk mentén vizsgaltdk a fogyasztdkat, beleértve az
eszképizmust, az inspiracidt, a paraszociadlis kapcsolatot, a kultira megbecsiilését, a
kulturdlis reprezentacidt, valamint a turisztikai és a tevékenységek kiprébdldsa iranti
szandékot. A kérdGivben alkalmazott konstrukcidk az 1. tdbldzatban Kkertltek
Osszefoglalasra. Ezek mellett a kérddiv demografiai kérdéseket tartalmazott.

1. tdbldzat: A kérdbivben alkalmazott konstrukcidk

Kvalitativ eredmény Kapcsolédé konstrukcié
Erzelmi kt6dés Paraszocialis kapcsolatok
Nyugalom irdnti vagy, kiszakadas Eszképizmus
Inspiracio a vidéki élet kiprobaldsara | Inspiracio
Pozitiv kultdramegitélés Kulturdlis reprezentacid
Kultdra iranti tisztelet Kultira megbecsiilése
Vidéki helyszinek iranti érdekl6dés Turisztikai szandék
Hagyomanyok iranti érdekl6dés Tevékenységek kiprobalasi szandéka

Forrds: sajat szerkesztés.

A kérddivben haszndlt konstrukcidk forradsait és elemszamat a 2. tdbldzat foglalja 6ssze. A
sajat fejlesztésl tételek kialakitdsa a szakirodalmi attekintésben bemutatott elméleti
Osszefliggések alapjan tortént. A kulturdlis reprezentdcid tételei a kulturalis hitelesség és
kulturalis kozvetités irodalmara épiiltek, mig a kulturdlis megbecsiilés, a turisztikai szandék
és a hagyomanyos tevékenységek kiprobalasara vonatkozd tételek a kutatas céljaihoz
igazodva keriltek megfogalmazasra.

2. tdbldzat: A kérdbivben hasznalt konstrukcidk forrasai és elemszamai

.. Itemek .
Konstrukcié i Forras
szama
PSR 6 | Auter & Palmgreen (2000) adaptalt
valtozat
ESC 3 | Wu & Holsapple adaptdlt valtozat (2014)
INS 3 | Wu & Holsapple adaptdlt valtozat (2014)
REP 3 | Sajat fejlesztés
CULT 3 | Sajat fejlesztés
TOUR 3 | Sajat fejlesztés
ACT 3 | Sajat fejlesztés

Forrds: sajat szerkesztés.
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A kutatas pilot jellegli vizsgdlatnak tekinthet8. A minta nem reprezentativ, mivel a
vdlaszaddk toborzasa hdlabda mintavétellel és egyetemi kapcsolati haldkon keresztiil
tortént.
vonatkoztathatdk, és nem altalanosithatdk a teljes kinai népességre.

Ennek kovetkeztében az eredmények els8sorban a vizsgalt mintdra

4. Eredmények

Az alabbi fejezet a kutatds empirikus eredményeit mutatja be. El8sz6r a kvalitativ
tartalomelemzés f6bb megallapitasai keriilnek ismertetésre, majd a kérdSives felmérés
alapjan kapott kvantitativ eredmények kovetkeznek. Bemutatdsra kerilnek a leird
statisztika, a valtozok kozotti 6sszefliggések, valamint a mediacids elemzés eredményei,

amelyek a vizsgalt modellben szerepld kapcsolatok mélyebb megértését teszik lehetdvé.

4.1. A nemzetkozi k6zonség vizsgalata

A kvalitativ tartalomelemzés soran hat darab (a hdrom legujabb és a hdrom legnagyobb
megtekintés(i), kiilonbo6zd idészakokbdl (2019-2024) szdrmazd vided kertilt vizsgdlatra. Az
elemzés el6re meghatdrozott kategdridk mentén zajlott, amelyek magukban foglaltak a
megjelenitett kornyezetet, a bemutatott tevékenységeket, a narrativ elemeket, a kulturalis
Orokség reprezentaciojat, valamint a paraszocialis kapcsolat kialakuldasat tamogaté
tartalmi elemeket. Az elemzés a YouTube feliiletén elérhetd, a videdkhoz kapcsol6dd nézdi
kommentek vizsgalatdra is kiterjedt. A kommentek koézil az angol nyelvl, nemzetkozi
hozzdaszdlasok keriiltek bevondsra, mig a Kindban elérhetd kozosségimédia-feliiletek és az

ott megjelend kommentek ebben a kutatasi szakaszban nem képezték az elemzés részét.

3. tdbldzat: A tartalomelemzés réviditett kivonata

, .. ; i ; Kulturalis Paraszocialis
ID Ev Hossz T3j Tevékenység Narrativa o
orokség elem
1 2024 12:27 kert, selyemkészités, lagy zene, selyemkészités, | nagymama,
természet, | selyemfestés, természet, selyemfestés otthon,
otthon, ruhakészités, feliratozas, haziallatok,
konyha, zongorazas, ének | time lapse sziiletésnap,
tépart éneklés
2 | 2024 14:06 | kert, hazimunka, lagy zene, hagyomanyos hazidllatok,
otthon, étkezés, természet, alapanyagok és | otthon, kutya,
természet | tiikorkészités, feliratozas, technikak, személyesség
kertépités time lapse hagyomanyos
ruhak és
épitészet
3 | 2024 14:00 | természet, | gardrdbjavitds, lagy zene, hagyomanyos otthon,
erd6, gylijtogetés, természet, ruhazat és nagymama,
otthon, természetes lakk | feliratozas, bltor, kutya,
hdlészoba | és festék time lapse természetes személyesség
készitése lakk és festék
készitése
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4 | 2019 10:11 erdd, kert, | gylijtogetés, lagy zene, Gjév, haziallatok,
otthon, ételkészités, természet, hagyomanyos nagymama,
konyha, étkezés feliratozas, ételek ismerds,
vidéki tdj time lapse készitése, személyesség

hagyomanyok

5 2021 20:33 | kert, kertészkedés, lagy zene, hagyomanyos kutya, csalad,
otthon, épitkezés, természet, épitészet, hazidllatok,
erd6, ételkészités, feliratozas, hagyomanyos kdz6s
természet, | étkezés time lapse receptek étkezés,
konyha személyesség

6 | 2019 10:05 | bambusz- | gy(ijtégetés, lagy zene, hagyomanyos nagymama,
erdo, ételkészités, természet, ételek, kutya, k6zds
otthon, étkezés feliratozas, | gy(ijtogetés, étkezés,
kert, time lapse természeti tdj, személyesség
konyha, hagyomadnyos
patak vidéki épitészet

Forrds: sajdt szerkesztés.

Ahogy a 3. tdbldzatban is lathatd, az elemzett videdk egységesen vidéki, természeti
kornyezetben jatszédnak, visszatér6 helyszinek a kert, erdd, otthon és konyha. A
bemutatott tevékenységek jellemz8en hagyomanyos, kétkezi munkdkhoz kapcsolddnak,
mint példaul gylijtogetés, betakaritds, f6zés, kézmiives tevékenységek, illetve épités és
feltjitds. E mellett f6leg az Ujabb videdkban kiemelt szerepet kapnak a hagyomanyos kinai
kézmdives technikdk, mint példaul a selyemkészités vagy a hagyomanyos lakkozas,
amelyek a kulturdlis 6rokség aktiv megdrzését tiikrézik. A régebbi videdkban a suly fleg
az ételkészitésen és az ehhez kapcsolddo gylijtogetésen és kerti munkan van.

A videdk narrativdja minimalista, f6ként a vizudlis elemek domindlnak. A 1agy zene, a
természet hangjai, valamint a timelapse-technikdk alkalmazasa nyugodt, meditativ
hangulatot teremt. A
szembeallithatd a modern, felgyorsult életmdddal, ezaltal er8s eszképista éiményt kinal a

lassusag és az egyszerliség hangsidlyozdsa tudatosan
nézOk szamara. A vizsgalt tartalmakban a hagyomdnyok nem statikus elemként jelennek
meg, hanem a mindennapi élet integralt részeként, amelyet a tartalomkészité aktivan
gyakorol és tovabborokit.

A videdkban erdteljesen megjelennek a paraszocialis kapcsolatot kivalté elemek.
Visszatér6 motivum a csalddi kapcsolatok, kiilonésen a nagymamaval vald interakcidk
bemutatdsa, valamint a személyes tér és a mindennapi élet intim pillanatainak megosztasa,
kilonos figyelmet kapnak ezek koz6tt is az étkezések. Az érzelmi kifejezések és a legujabb
videdban megjelend k6zOnség felé irdnyuld Uzenet tovabb erfsitik a nézd és a
tartalomkészitd kozotti kapcsolat illdzidjat.

A videdkhoz kapcsolddd nézdi kommentek elemzése soran strukturalt tematikus
tartalomelemzés kerilt alkalmazasra. Az elemzéshez el6zetesen kialakitott szempontok
szolgdltak, amelyek a kutatds célkitlizéseihez és a paraszocialis kapcsolatokkal foglalkozé
szakirodalomhoz igazodtak. Vidednként kortlbelil 30 angol nyelvdi komment kerdlt
attekintésre, igy dsszesen mintegy 180 hozzaszdlas vizsgalatara kertlt sor. A kivalasztas
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sordn els@sorban a hosszabb, reflektiv jellegli kommentek keriiltek el&térbe, amelyek
érzelmi reakcidkat, kulturdlis értelmezéseket vagy a videdk altal kivaltott személyes
élményeket tartalmaztak. A rovid, par szavas hozzdszdlasok nem keriltek részletes
elemzésre.

Az elemzés sordn a visszatérd témak és motivumok tablazatos formdaban kertltek
rogzitésre. A kutatas célja nem a kommentek mennyiségi elemzése, hanem a visszatérd
jelentésmintazatok feltardsa volt, ezért a hangsuly a tematikus ismétl6dések azonositasan
volt. Az elméleti telitettség akkor lett elfogadott, amikor kortlbelil 15-20 komment
elemzése utdn mdr nem jelentek meg Uj tematikus kategdridk, hanem az Ujabb
hozzaszdlasok a kordabban azonositott motivumokat ismételték. A kddolast a szerzd
végezte, a kovetkezetesség biztositasa érdekében ugyanakkor valamennyi vided és
komment azonos elemzési szempontok alapjan kertilt feldolgozasra.

A kommentek elemzése a paraszocidlis kot6dés tobb jelére utalt. A néz6k gyakran
érzelmileg telitett mddon reagdlnak, példaul hidnyérzetet fejeznek ki a tartalomkészitd
tavolléte idején, illetve személyes kapcsolatként irjak le a vele vald viszonyukat. E mellett a
tartalomgyarté nagymamadja irant is erds kapcsolatot éreznek, aggddnak érte, valamint j6
egészséget kivdnnak neki: ,,A nagymama még él. Egészséges és boldog [...] 6 annyira, de
annyira hidnyoztatok [...] Senki sem tud helyettesiteni téged Lizigi” (YouTube-komment).

A nézdk tovabba kiemelik a tartalomkészitd inspirald, életmddvalté hatasat, példaul a
vidéki életre valé attérést vagy életmddbeli valtozasokat emlitenek. Emellett a
kommentekben gyakran megjelenik a kulturdlis megértés és nyitottsag ndvekedése, ami
arra utal, hogy a tartalom hozzajarul a kinai kultura pozitiv percepciéjahoz a nemzetkdzi
k6zonség korében: , Kedves Lizigi, megvdltoztattad az életemet! Segitettél kénnyebben
elfogadni édesanydm elvesztését (6 is ismert téged), megldtni a szépséget az apré dolgokban
és megdrizni a mentdlis egészségemet. Miattad kezdtem el f6zni” (YouTube-komment).

A tartalomelemzés eredményei alapjan a vizsgalt videdk komplex mddon 6tvézik a
kulturdlis 6rokség bemutatasat, az esztétikus és eszképista élményt, valamint a
paraszocidlis kapcsolatépitést. Ezek az elemek egyiittesen hozzdajarulhatnak a nézdk
inspiraciojahoz és a kulturdlis, illetve turisztikai érdekl8dés er8s6déséhez, valamint a
kultirakézi megértés el6segitéséhez. A tartalomelemzés sordn a nemzetkdzi k6zoénség
véleménye és reakcidi voltak megfigyelhetdk, akik szamara a kinai kultdra csupan kézvetve
ismert, igy a kvantitativ kutatasba a kinai k6z6nség keriilt bevonasra, hogy a videdkban
megjelend vidéki élet és kulturdlis tevékenységek olyan kérben is vizsgalhatok legyenek,
amelyben kdzvetlentl ismerik ezeket.

4.2. A kinai koz6nség vizsgalata

A kvantitativ kutatdsba 100 f6 vdlasza keriilt bevondsra. Az online kérdgivet kitoltok
életkora 17 és 56 év kozott volt, a minta tobbségét fiatal felnSttek alkottdk. A nemek
megoszlasa alapjan a valaszaddk kozott tobbségben voltak a nék, mig a férfiak kisebb
aranyban képviseltették magukat (62 f6 n6, 36 f6 férfi és 2 {6 nem valaszolt). A valaszaddk
tulnyomé része Kindban vérosi kornyezetben él (87 f6), mig kisebb résziik vidéki lakos (13
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f6). Emellett a legtdbb résztvevo fels6fokd tanulmanyokat folytat vagy mar rendelkezik
egyetemi végzettséggel. A minta foldrajzilag valtozatos, tobb kinai tartomanybdl is
tartalmaz valaszaddkat.

A kérdG6iv hét konstrukcidt mért, ezek a paraszocidlis kapcsolat (PSR), az inspiracié
(INS), az eszképizmus (ESC), a vidéki turisztikai szandék (TOUR), a hagyomanyos
tevékenységek kiprébdlasi szandéka (ACT), a kultira megbecsiilése (CULT) és a
reprezentacioé (REP).

A kutatds els§ lépésben a vizsgdlt konstrukcidk megbizhatésagat és alapvetd
statisztikai jellemz@it vizsgdlta, majd korreldcids, regressziés és medidcids elemzések
torténtek SPSS-szoftverrel. A mediaciés hatas vizsgalatdhoz az IBM SPSS Statistics-
szoftverhez elérhet6 PROCESS macro (5.0 verzid) keriilt alkalmazasra (Hayes, 2022). A
vizsgalat sordn a 4-es szamu modell (egyszer(i mediacid) kerdilt lefuttatadsra. A kdzvetett
hatasok szignifikancidjanak tesztelése bootstrap eljardssal tortént, 5000 Gjramintavétellel,
95%-0s konfidenciaintervallum mellett.

Minden konstrukcid megbizhatdnak bizonyult, a Cronbach’s Alpha minden esetben 0,7
feletti volt (PSR = 0,9, INS = 0,92, ESC = 0,91, TOUR = 0,76, ACT = 0,71, CULT = 0,74, REP =
0,81). A leird statisztikai eredmények alapjan a vdlaszadék magas szintl kulturdlis
megbecsiilést mutattak (M = 5,84; SD = 1,03), valamint viszonylag erds vidéki turisztikai
szandék volt megfigyelheté (M = 5,24; SD = 1,26). A reprezentdcié megitélése szintén
pozitiv volt (M = 5,07; SD =1,24). Az eszképizmus (M = 4,69; SD =1,56) és az inspiracié (M =
4,79; SD = 1,53) kozepes szinten jelent meg. A paraszocialis kapcsolat mértéke volt a
legalacsonyabb a vizsgdlt konstrukcidk kozll (M = 4,05; SD = 1,41). Ezeket az adatokat
Osszefoglalva a 4. tdbldzat mutatja.

4. tabldzat: A konstrukciok megbizhatdsaga, atlaga és szdrasa

. Cronbach’s Atlag .
Konstrukcié Sz6ras (SD)
Alpha (M)
REP 0,808 5,07 1,24
ESC 0,906 4,69 1,56
INS 0,915 4,79 1,53
PSR 0,898 4,05 1,41
CULT 0,744 5,84 1,03
ACT 0,712 5,29 1,19
TOUR 0,752 5,24 1,26

Forrds: Az SPSS elemzés alapjdn sajdt szerkesztés.

A korrelacidés elemzés eredményei alapjan a paraszocialis kapcsolat szignifikans, kozepes
erdsségli pozitiv kapcsolatot mutatott mind a hagyomanyos tevékenységek kiprébalasa (r
= 0,532; p <0,001), mind a vidéki turisztikai szandékkal (r = 0,520; p <0,001). Ez arra utal,
hogy azok a vdlaszaddk, akik er6sebb érzelmi kot6dést alakitanak ki a tartalomkészitd felé,
nagyobb nyitottsagot mutatnak a hagyomanyos kulturdlis tevékenységek és a vidéki
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turizmus irant. E mellett a paraszocidlis kapcsolat erds Osszefliggést mutatott az
inspiraciéval (r = 0,729; p <0,001) és az eszképizmussal (r = 0,651; p <0,001), ami
aldtamasztja, hogy a nézdk szdmadra a tartalom érzelmi élményt is nydjt, valamint segit
nekik kikapcsolddni és elvonatkoztatni a hétkdznapi problémaktdl.

A paraszocidlis kapcsolat és a turisztikai szandék kozotti kapcsolat mélyebb megértése
érdekében mediacids elemzés keriilt elvégzésre, amelyben az inspiracié mediald szerepét
vizsgaltuk. Az elemzés a PROCESS macro (Model 4) alkalmazdasaval tortént, bootstrap
eljarassal (5000 mintavétel, 95%-os konfidenciaintervallum).

Az eredmények alapjan a paraszocidlis kapcsolat szignifikdns pozitiv kapcsolatot
mutatott az inspiracidval (f = 0,792, p <0.001), mig az inspiracid szintén szignifikdns pozitiv
kapcsolatban allt a turisztikai szandékkal (B = 0,341, p <0,001). A paraszocialis kapcsolat
kdzvetlen hatdsa a turisztikai szandékra nem bizonyult szignifikdnsnak (f = 0,195, p =
0,072). Ugyanakkor az indirekt hatas szignifikdns volt (f = 0,270, 95% Cl [0,089; 0,499]),
mivel a konfidenciaintervallum nem tartalmazott nulla értéket. Az eredmények tehat
O0sszhangban dllnak egy olyan mediaciés modellel, amelyben az inspiracid koézvetité
szerepet tolthet be a paraszocialis kapcsolat és a turisztikai szandék kdzott.

5. Kovetkeztetések

A pilot jellegl kutatds célja annak feltardsa volt, hogy a kdzd6sségi médidban kialakuld
paraszocidlis kapcsolatok miként jarulnak hozza a kulturdlis 6rokség iranti érdeklddés
néveléséhez, valamint a vidéki turizmus és a hagyomanyos tevékenységek iranti szandék
alakuldsdhoz. A vizsgdlat Li Zigi videdin keresztiil elemezte ezt a jelenséget, vegyes
moddszertani megkozelitést alkalmazva. Az eredmények alapjan a vizsgdlt jelenség
komplex mddon értelmezhetd, ahol az érzelmi és élményalapu tényez6k is kiemelt
szerepet jatszanak.

Az els6 kutatasi kérdéssel (K1) 0sszhangban, a kvalitativ tartalomelemzés soran a
videdkban megjelend paraszocialis elemek azonositasra keriltek, ilyenek a személyes tér
bemutatdsa, a csalddi kapcsolatok (kiilonésen a nagymamaval valé interakcidk), valamint
a mindennapi élet intim pillanatai, ezek mind hozz3ajarulnak a néz6 és a tartalomkészité
kozotti érzelmi kot6dés kialakuldasahoz.

A kutatas kvantitativ részében a kinai néz6pontra keriilt a hangsuly. A masodik kutatasi
kérdés (K2) arra kereste a valaszt, hogy a kinai nézék hitelesnek tartjdk-e Li Zigi tartalmait.
A kérddives felmérés eredményei azt mutattdk, hogy a kinai vélaszaddk hitelesnek tartjak
a tartalmakban megjelend tevékenységek és a kinai kultura bemutatasat, ezadltal a
tartalmak kulturalis reprezentaciojat pozitivan értékelik, azonban a videdkat a vidéki élet
idealizalt valtozatanak tartjak. Emellett a valaszaddk érdeklddnek a hagyomanyos kultura
irant, ez arra utal, hogy a tartalom nemcsak a nemzetkdzi k6z6nség szamara kozvetit
kulturdlis értékeket, hanem a helyi k6z6nség szamara is hiteles és relevans marad,
hozzdjarulhat a hagyomdnyos értékek fiatalabb generdcidk szdmdra torténd
kozvetitéséhez.
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A harmadik kutatasi kérdés (K3) esetében az eredmények szignifikdns pozitiv
kapcsolatot jeleztek a paraszocidlis kapcsolat és a hagyomdnyos tevékenységek
kiprébaldsdra irdnyuld szandék kozott, tovdbba az inspirdcié medidld szerepet télt be. Ez
arra utal, hogy a nézdk nemcsak érzelmileg kétédnek a tartalomkészit6hdz, hanem
konkrét viselkedési szinten is nyitottabba valhatnak az 3ltala bemutatott tevékenységek
irant.

A negyedik kutatdsi kérdés (K4) eredménye az inspirdcié kulcsszerepére mutat r3,
amely 6sszekapcsolja a paraszocidlis kapcsolatbdl fakadd érzelmi kotédést a viselkedési
szandékokkal. Az elemzés alapjan a paraszocidlis kapcsolat szignifikans pozitiv
kapcsolatban all az inspiracidval, az inspiracié pedig szintén szignifikans pozitiv
kapcsolatban all a turisztikai szandékkal. Ugyanakkor a paraszocialis kapcsolat kézvetlen
hatdsa nem bizonyult szignifikdnsnak, mig az indirekt hatds igen, ami 6sszhangban all egy
teljes mediacidt feltételez6 modellel. Az eredmények alapjan feltételezhetd, hogy az
érzelmi kot6dés dnmagaban kevésbé kapcsolddik a turisztikai szandékhoz, mint az
inspiracidval egytitt megjelend érzelmi bevonddas.

Osszességében az eredmények arra utalnak, hogy a paraszocidlis kapcsolatok és a
turisztikai szandék, valamint a hagyomanyos tevékenységek kiprobaldsa iranti szandék
kozotti Osszefliggésben az inspiracid fontos kozvetitd tényezd lehet. A kvalitativ és
kvantitativ eredmények egymast erdsitve tamasztjak ald, hogy az érzelmi bevonddas és az
esztétizalt élmény kulcsszerepet jatszik a kulturdlis 6rokség kozvetitésében. A kvalitativ és
kvantitativ eredmények alapjan feltételezhetd, hogy Li Zigi tartalmai nemcsak esztétikai
élményt nyujtanak, hanem hozzdjarulhatnak a kulturdlis 6rokség tovabbadasahoz és a
kulturdlis identitas erdsitéséhez is. A tartalmak kiildndsen alkalmasak lehetnek arra, hogy
hidat képezzenek a hagyomdnyos és modern életforma kozo6tt, mikdézben inspirdljdk a
nézBket a kulturalis éimények iranti nyitottsagra.

A vegyes mddszertani megkdzelités lehetdvé tette, hogy a kvalitativ és kvantitativ
eredmények egymast kiegészitve jaruljanak hozza a vizsgalt jelenség megértéséhez. Mig a
tartalomelemzés feltdrta a paraszocidlis kapcsolatok kialakuldsat tdmogatd narrativ és
vizudlis elemeket, valamint a nézdk érzelmi reakcidit, addig a kérdbives vizsgilat
statisztikai uton is aldtamasztotta az érzelmi kdtddés, az inspiracio és a turisztikai szandék
kozo6tti kapcsolatokat.

A lassusag az ellentrend alapja, ami nem feltétlendil felel meg az aktudlis korszellemnek
(Nagy et al., 2020), azonban egyes elemeit beemelve a mindennapokba, a modern, de
hanfu dltal inspirdlt ruhdk viselése, a kinai és nyugati miivészetek 6tvozése a modern
hangzdas miatt, kulturdlis utazdsok, hagyomanyos ételek elkészitése, fesztivalokon vald
részvétel, vagy nosztalgikus tartalomgyartok és kosztiimds dramdk online megtekintése
mind segitenek egy kicsit megnyugodni, visszakertilni a gondtalansagba, még akkor is, ha
ez csak egy rovid ideig tart és utana vissza kell térniink a gyors mindennapokba.

A kutatds tobb szempontbdl is hozzajarul a szakirodalomhoz és a gyakorlati
alkalmazasokhoz. EIméleti szempontbdl a tanulmany ramutat arra, hogy a paraszocialis
kapcsolatok hatdsa nem kdzvetlen, hanem medialt folyamatokon keresztiil érvényesiilhet.
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Az inspiracié kdzponti szerepének azonositasa pedig Uj perspektivat kindl a kozosségi
média és a turisztikai viselkedés kapcsolatanak megértésében.

Gyakorlati szempontbdl az eredmények fontos tanulsagokkal szolgalnak a vidéki
turizmusfejlesztés és a kulturdlis 6rokség megdrzése szempontjabdl. Az eredmények
alapjan a potencidlis ldtogatok érdekl6désének felkeltésében nem csupan a turisztikai
attrakcidk bemutatdsa fontos, hanem azok torténeteken, személyes éiményeken és hiteles
szerepl6kon keresztiili kdzvetitése is. A vidéki desztindcidk szamara ezért el6nyds lehet
olyan tartalomkészitékkel vagy helyi véleményvezérekkel vald egyiittm(kodés, akik
képesek érzelmi k6t8dést és inspirdciot kialakitani a kozonségben.

A vizsgdlat arra is rdmutatott, hogy a néz6k nem kizardlag a vidéki kdrnyezet irant
mutatnak érdeklédést, hanem a hagyomanyos tevékenységek kiprébalasanak lehetdsége
is vonz6 szamukra. Ez arra utal, hogy a vidéki turisztikai szolgdltatok szamara érdemes
lehet interaktiv programokat, kézmlives foglalkozasokat, hagyomdanyos gasztrondmiai
élményeket vagy helyi kulturdlis 6rokséghez kapcsolédd workshopokat kindlni, amelyek
aktiv részvételt biztositanak a [dtogatok szamara.

Az eredmények tovabba azt sugalljdk, hogy a kulturalis 6rokség digitalis bemutatasa
nem csupan marketingeszkozként értelmezhetd, hanem hozzdjarulhat a hagyomanyos
tudasformak és kulturdlis gyakorlatok fennmaradasahoz is. A tartalomkésziték és
desztindcidmarketinggel foglalkozdék szamara kiemelten fontos lehet olyan narrativdk és
vizudlis elemek alkalmazdsa, amelyek nemcsak bemutatjak a kultdrat, hanem inspirald
élményt is nyudjtanak a k6zonség szamara. A kdz6sségi média igy a vidéki turizmus és a
kulturalis 6rokség meglrzésének 6sszekapcsoldsdban is szerepet jatszhat. A k6z6sségi
média hatékony eszkdz lehet a kulturdlis 6rokség globalis kozvetitésében és a kultirakdzi
megértés elGsegitésében is.

A kutatas eredményeinek értelmezése soran tobb korlatozd tényezdt is figyelembe
kell venni. Egyrészt a kérddives adatfelvétel nem reprezentativ mintan alapul, mivel a
vdlaszaddk tobbsége fiatal, varosi, felséfoku végzettséggel rendelkezd személy volt. Ez
korlatozza az eredmények 3dltaldanosithatdsagat a teljes kinai lakossagra. Masrészt az
adatok 6nbevallason alapulnak, amely torzithatja az eredményeket, kiilbndsen az érzelmi
és attitldbeli valtozok esetében. A mediacids modellben szerepld kapcsolatok elméleti
alapon feltételezett iranyokat kévetnek, azonban a keresztmetszeti adatfelvétel nem teszi
lehetdvé az oksagi kapcsolatok bizonyitasat. A jovdbeni kutatasok longitudindlis vagy
kisérleti mddszerek alkalmazasaval pontosabban vizsgalhatjak a valtozok kozotti oksagi
Osszefliggéseket. A kvalitativ tartalomelemzés esetében a minta korldtozott szamu
videdra és kommentre éplilt, igy bar mélyebb értelmezést tesz lehetévé, nem tekinthetd
teljes kord reprezentacionak.
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ABSTRACT

This paper examines the ways in which rural heritage is being transformed from an arena of production into
a consumption space. In this ‘new rurality’, tourism becomes one of the main forces of cultural heritage
transformation. Although traditional models of rural tourism tend to frame the countryside as an unchanging
space providing nostalgia and tranquillity, new styles of tourism based on the creative use of rural resources
offera more dynamic model. In particular, lifestyle, image, and other elements of intangible heritage become
new constructors of place, and placemaking processes give new meanings to these resources. Another
theme covered is how the expansion of tourist-focussed experiences is stimulating curation of the rural by a
growing army of influencers, platforms, and social media. In more creative settings intangible resources can
be given new meanings through creativity, leading to an increase in ‘place value’. A new model is presented
of the relationship between placemaking, placeshaping, and place value creation, which underlines the
importance of re-valuing the rural world. These principles are applied in Living Labs developed by the Crocus
Project.
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1. Introduction: The forgotten countryside

One of the common contemporary discourses about rural regions is their role as forgotten,
undervalued areas compared to dynamic, valuable cities.

An exhibition curated by the famous Dutch architect Rem Koolhaas at the Guggenheim
in New York examined the contemporary state of the countryside. Countryside, The Future
addressed ‘“‘urgent environmental, political, and socioeconomic issues” in “the rural,
remote, and wild territories collectively identified as ‘countryside,’” or the 98% of the Earth’s
surface not occupied by cities”. The rural was positioned as a vast but often neglected
space, subsumed to the needs of contemporary urban life: “Data storage, fulfillment
centers, genetic engineering, artificial intelligence, robotic automation, economic
innovation, worker migration, and the private purchase of land for ecological preservation
are in many cases more actively experimented with in the countryside than in the city.”
Climate change, one of the issues examined in the exhibition, is largely caused by urban
activities and needs, but the effects are most keenly felt in rural areas.

Koolhaas indicates a need to re-think the rural beyond traditional approaches, to
account for the new pressures being applied to the rural by an expanding urban world. But,
as Shapiro (2020) notes, “Countryside, The Future reflects the musings of an urbanite who
longs for the countryside, but who is too smart to indulge in nostalgia for something he
knows was a fiction all along.” The fictionalisation of the rural includes, according to
Koolhaas, the reduction of architecture to structures “based strictly on codes, algorithms,
technologies, engineering, and performance, not intention.” Alongside the “enduring
mythology of the countryside”, Koolhaas singles out tourism and the wellness economy as
having a particularly negative effect on the rural world.

Koolhaas rails against tourism as one of the forces changing a “world formerly dictated
by the seasons and the organisation of agriculture” into “a toxic mix of genetic
experiment, science, industrial nostalgia, seasonal immigration, territorial buying sprees,
massive subsidies, incidental inhabitation, tax incentives, investment, political turmoil - in
other words more volatile than the most accelerated city.” He also makes the keen
observation that the current fad for wellness (often embedded in the countryside as a
slow, acceptable form of travel), has limitations: “Otium and wellness are words that are
very close to each other, but[... ] they are currently extremely far removed from each other
because otium is a kind of intellectual state [... ] an ambition to develop the whole person.
Wellness is much more [...] limited and focused on yourself, a condition that can never
generate that creative existence.” — Rem Koolhaas.

Drawing on Lefebvre’s (2003) prediction of the “complete urbanisation” of society,
Koolhaas argues that the term “countryside” is now inappropriate, since rural areas now
consist of “regimented landscapes of production” linked to cities. This penetration of the
rural by the urban follows Lefebvre’s idea of the new rural, in which the urban becomes an
inclusive, hybrid realm (Shapiro, 2020). But alongside his seeming pessimism, Koolhaas
argues that “the countryside must be rediscovered as a place to resettle, to stay alive;
enthusiastic human presence must reanimate it with new imagination.” This reflects an
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abiding theme of the new rural: rather than being the antithesis of the urban, the rural
world possesses a creativity that can also be a valuable counterpoint to Florida’s ‘creative
cities’. In the same vein, Koolhaas asks if the transformation of the rural represents the
post-city, a concept that could be ‘insanely beautiful’ if articulated properly. However,
Koolhaas ignores the spread of suburbs and exburbs, the growing evidence of the
continuity between the urban and rural.

2. Rediscovered: Towards a new rurality

What Koolhaas identifies clearly is that we are in a moment of the rediscovery of the rural,
stimulated by financial crisis, the Covid pandemic and the rising cost of living in cities. How
does the New Rurality differ from the old?

The traditional approach to the rural tends to highlight specific types of resources and
impacts: ecological, economic, social, cultural. Such views position the countryside as a
generator of raw materials for development. Contemporary tourism development tends
to concentrate on one form of rural transformation: the commodification of rural spaces
for tourism consumption. This is often based on nostalgia, a loss of authenticity, and a lack
of agency on the part of the rural world.

However, different rural tourism futures are also possible, as the Common Agricultural
Policy (CAP, 2026) website notes: “Rural heritage is a valuable source of history, culture
and nature, connecting people, places and times. Its importance goes beyond
conservation; it brings together tangible, intangible, and natural elements that strengthen
communities, support sustainability, and improve well-being by promoting shared values.”

In fact, the interpenetration of the rural and the urban provides new impulses (the new
rurality) that challenge the nostalgic and retrograde division between urban and rural (also
stimulated by populist politics, as will be discussed later).

Among the values linked to rural heritage by the CAP are generational knowledge
transfer, mobilising local communities, strengthening social, cultural and digital
connectivity, “ensuring that rural areas remain vital parts of broader networks.”

In this context, the CAP highlights the European Capital of Culture (ECOC) as a new
source of urban-rural dialogue. In contrast to Florida’s ‘super cities’, the cities that host the
ECOC have gradually been getting smaller and more embedded in the rural. The average
population of the first five cities to host the ECOC was almost 2 million, but between 2022
and 2026 the 13 ECOC cities averaged just over 130,000 (and Bad Ischl just one-tenth of this
number of residents).

The growing rurality of the ECOC is one reason for the CAP highlights cities that have
hosted the ECOC (rather like Veszprém) as examples of creative rural development. For
example, Bourges 2028 is currently developing its ECOC approach through the RER
Europa project, “a tourist, cultural, and ecological journey” connecting Bourges’ tangible,
intangible, and natural heritage, while “fostering innovative and dynamic connections
between urban and rural areas.”
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The growing links between urban and rural are seen as essential to development and
innovation, injecting new impulse from the urban world. The rural is seen as a backward
and unchanging world, with traditional values and the myth of the rural idyll.

3. Transformed: The un/changing countryside?

In his study of the politics of the UK countryside, Woods (2017) highlights the growth of
contested version of rurality. The “rural idyll has stimulated counter-urbanisation and the
development of myths that identified the countryside with national identity.” This created
a ‘moral geography’ in which rural places and rural people became the repositories of true
national values, developing a politics of exclusion in rural space with racist and xenophobic
undertones. But we should be careful “not to reproduce a false dichotomy between a
dynamic rural present and a stable rural past, but must rather recognize that the rural has
always been a space of change and development.” This now includes the introduction of
‘intrusive’ ideas and activities related to urban life, such as the growth of tourism, and
investment through counter-urbanisation and gentrification by in-migrants looking for the
rural idyll. The process creates issues around energy transition, tourism development,
access to public services, local housing, and employment, which use rural space but also
draw in actors from outside the rural world.

These forces are also stimulating transformations in rural areas. Much has been written
about how tourism is transforming the countryside (Cheer, 2024; Sharpley, 2004; Kordel,
2016). However, less attention is paid to how this transformation is caused and shaped.
Tourists are usually seen as the actors who stimulate change through their demand for
authentic experiences, hastening the transformation of rural areas into consumption
spaces. As a result, the provision of experiences has become central to shaping the new
rurality, through the addition of physical attractions and interpretive elements to the
physical landscape.

The shift away from an agrarian resource base has brought attention to a new range
of resources — those of lifestyle, image, and other elements of intangible heritage. These
are the constructors of ‘place’, and placemaking has become a major scenario for rural and
urban change. The move away from physical resources also changes the basis of value
creation in places and competition between places. Because using tangible culture as a
basis for tourism carries the threat of serial reproduction (Richards & Wilson, 2006), value
is increasingly derived from the creative deployment of intangible heritage. Instead of the
development of comparative advantage (Porter, 2008) the focus moves towards
competitive advantage (OECD, 2014).

This shift, evident as much in rural areas as in cities, is also linked to new actors, such
as the rural creative class (Herslund, 2012). As Vaz et al. (2017) point out in the case of
traditional music in Portugal, these new rural actors are characterised by mobility and
pendularity: “they are incursionists in rural areas at different times of their life cycle. They
are transforming the paradigm of the countryside, through its many representations and
enactments of the countryside.” These incomers include commuting peri-urbans, nature
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excursionists, organic farmers, heritage enthusiasts, tourism entrepreneurs, and “tourists
and their rediscovery of rural culture, as tourists and tourism activities.”

The attraction for many of these urbanites is the countryside as a repository of virtues
(such as tranquillity, nature, tradition, and authenticity) which cities lack. As a result, “Local
identities, habits, traditions, ways of life, traditional forms of culture have been the drivers
of the growing demand and offer of cultural tourism”, particularly rural cultural tourism.
Many rural areas have therefore become consumption spaces where history and tradition
form the basis of identification instead of agricultural production (Richards & Wilson,
2006). The result is a proliferation and serial reproduction of culture and a search for new
configurations based on intangible resources and creativity, including creative tourism,
music, crafts, and gastronomy. These incomers also stimulate a transfer of cosmopolitan
aesthetics to rural areas, transferring the values of Urbanity into the values of the New
Rurality.

The construction of the New Rurality has also shifted from purely instrumental values
such as economic growth, towards intrinsic values, such as the lifestyle attributes linked to
the countryside. This is also linked to new conceptualisations of rural space.

3.1. The new rurality

With the changing valuation of the rural world, the notion of ‘rurality’ itself has become a
source of differentiation that has attracted investment and inmigration. As Vaz et al. (2017)
argue “This is reflected in the recovery and rehabilitation of vernacular houses, in the
revitalization of the historic and traditional spaces and cultural traditions, in the growing
demand for second homes and for permanent housing by new residents who work in
nearby urban centers and in the growing tourist demand.” The consumption of the
countryside through the reproduction of culture and the replication of rural lifestyles
becomes more important than agricultural production, through tourism, urbanisation and
gentrification. These processes are driven by the search for a ‘rural idyll’ and brings in new
rural class with higher incomes and educational levels, both compared with their new rural
neighbours and their former urban compatriots.

It is becoming increasingly clear that rural transformation is also widening the range of
actors involved in rural development. The pandemic has thrown more light onto new
groups of actors that are having an impact on rural areas, such as incomers and digital
nomads (Richards, 2026a). Rodrigues et al. (2024) argue that these groups are often
attracted to a ‘new rurality’, characterised by escaping urban bustle, seeking authenticity
and developing new creative communities with access to technology to support
experimentation.

Querol Vicente et al. (2020) outline the debates that have arisen around the growth of
the new rurality. The concept originated in Latin America, where the nueva ruralidad was
linked to the emptying of changing economic function of rural spaces and resulting
depopulation. This was also linked to an increased scale and intensity of exploitation of
rural resources and decreasing diversity of crops and economic models. Depopulation is
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often identified as the major challenge for rural areas, particularly as populations age.
Resistance to depopulation has included the creation of new products, diversification, and
adaptation. Tourism and leisure became particularly important in this regard, as part of the
constant adaptation of rural areas to new forms of capitalist extraction (Querol et al.,
2016). The rural became an empty space, linked to lifestyle consumption rather than
production, generating a revalorisation of the rural as a living space. As Urquijo et al. (2018)
note in their analysis of Argentina, the new rurality is linked to the rise of non-agricultural
activities such as rural tourism, outmigration, and new urban-rural interactions.

The approach to the new rurality in the 1990s was based on the permanent occupation
and exploitation of rural space. But in the 21st century the emergence of diverse forms of
mobility, including the growth of rural tourism, has changed this perspective. Querol
Vicente et al. (2020) point to the disappearance of an immobile and backward rural world
as a result of the financial crisis (and more recently Covid), stimulating in-migration and
diversity.

Querol Vicente et al. (2020) link the growth of rural tourism to the transition from the
19th-century view of the rural as museum, encapsulated by the growth of open-air
museums towards contemporary presentations of the rural as a living space. This also
points to an important difference between traditional modes of cultural tourism, which
tends to promote a passive rural gaze, and the new modes of creative tourism which are
more actively involved with the living culture of the destination.

The increase in tourism is related to particular styles: event-based, activity-based, and
place-based tourism. The latter “focused on the promotion of life in the countryside.
Emphasis was on rural daily life: accommodation had to be in the rooms of local houses,
and the life on small dairy farms [... ] must be shared with visitors who would experience
herding, the use of tractors, cheese making and similar activities” (Querol Vicente et al.,
2020).

Similarly, in Argentina, Urquijo et al. (2018) note several cultural events have been
organized. These included the 2005 “land art” event, which entailed land art in crop fields
planted with soybean, maize and sunflower. Other activities included marathons, pork
meat product workshops, bicycle races, popular carneadas (slaughtering and butchering of
livestock and subsequent consumption of dairy and meat products) and rock concerts.
Similar developments are noted in Europe by Fisker et al. (2021). These activities linked to
the use of intangible heritage therefore reflect a transition in which the new rurality “is
thus not only about adopting new livelihoods, but also establishing a renewed sense of
place and sense of belonging” (Urquijo et al., 2018).

The new rurality discourse is often framed by a narrow dichotomy between ‘old’ and
‘new’, or the transformation of rural life, “from a production-oriented (farming and
agriculture) to consumption-oriented (e.g. rural tourism)” (Urquijo et al., 2018). But the
changes are far wider than this. The penetration of the rural world by modern capitalist
investment means that a broader shift is taking place, from production to consumption to
intensification.
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Traditional forms of agricultural production based on commodities have shifted
towards consumption-based models as the returns from agricultural production have
fallen and regulation has encouraged famers to reduce the volume of crops grown. This
has stimulated an intensification of production as well as a growth in set-aside land,
particularly in Europe, where the Common Agricultural Policy has hastened these trends.

4. The expansion of rural experiences and the drive towards curation

The transformation of agricultural production and the expansion of the experience
economy have created a growing range of rural experience for tourist consumption. Given
the relative limited range of tangible heritage resources in the countryside, many of these
experiences are based on intangible heritage. This shift is reflected in a sharp increase in
research on intangible heritage (Richards, 2026b).

The growing supply of experiences and expanding use of intangible resources create
a need for selection or curation. As Richards (2026b) argues, the rural world is now being
mediated by a growing range of curators. Rural tourism experiences are curated by
experts, social media, and algorithms.

e Expert curation usually involves a single expert selecting content for a larger
audience, including the traditional museum curator, or travel blog writers.

e Social curation involves groups of people in the curation process to collectively find,
organise, and share content (e.g., Flickr, Reddit, Digg), also termed “crowdsourcing”.

e Algorithmic curation utilises computer programs to select content for users, such
as Google search or Netflix. Algorithms rank and personalise content, such as the top 10
attractions or restaurants on TripAdvisor.

This experience explosion also creates a need for distinction, particularly in rural areas.
As Blapp and Mitas (2020) note in their analysis of creative tourism in rural Bali, the
uniformity of rural resources means there is a tendency towards serial reproduction of
culture and creative experiences in the countryside.

How can we create links between distinctive rural places and tourism?

5. Curating a creative rurality

Curation is one potential answer, because it can create attention for many different aspects
of rural life, even those hidden from rural dwellers themselves. We are seeing a growth in
curation of the rural for tourists, including expert lifestyle entrepreneurs and algorithmic
platforms.

For example, Malva Wine, run by Ainara Murillo, a former marketing executive, has re-
invented the culture of wine into a series of curated, creative experiences: “Wine is
territory. It is memory. It is a form of relationship. It is landscape. It's time. It is identity. It
is legacy. These are different layers of the creative experience of wine and the rural
context. And also an opportunity: that of building cultural value, just commercial value.
Usually, we talk about product. Positioning. Communication. But rarely about culture.
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Place. Meaning. That's where | place my work. Malva was born as a boutique of cultural
strategy and practice, Specialising in wine, place and wine tourism” (Malva, s. a.).

Murillo (2025) has developed a number of creative concepts for wine, based on her
own experience of marketing and her connection with the land. These include creative
enotourism, a ritual of cultural meditation linking craft, wine and landscape, the cultural
Mosaic of wine and Wine Knot Lab, with combines the history of knotting of rope and string
with the transport and enjoyment of wine. Each participant in the Wine Knot Lab designs
their own bottle-carrier in macrame.

Social curation is driven by social media, which can unite extensive communities of
users around subjects of interest. Many travellers chart their journeys on social media,
inspiring others to follow in their footsteps. This means that tourists are being directly
influenced by other travellers, rather than travel suppliers. Among the top 20 influencers
in Europe is Eva Zu Beck.

Eva is a travel creator with 870K Instagram followers, known for her adventurous
spirit exploring remote locations. She focuses on sustainable, off-the-grid living, providing
immersive storytelling, often accompanied by her dog. Her viral adventure stranded on
Socotra Island has captivated her audience.

Such influencers, blog and vlog creators can have substantial impact on travel
behaviour. This is most notable in social media hotspots in cities, where viral trends and
information cascades drive visitors towards the same few sites (Van der Zee et al., 2020).
In rural areas there is also a growing number of locations that are being flooded with
visitors thanks to social curation. These include the Alpine village of Hallstatt in Austria,
which has only 700 residents but can be flooded by up to 10,000 visitors a day. The Lofoten
Islands in Arctic Norway are remote, but are being discovered by growing numbers of
visitors attracted by social media.

The islands, renowned for their dramatic fjords, rugged mountains, and picturesque
fishing villages, have become a digital phenomenon. Social media platforms are flooded
with stunning images of Lofoten, drawing an ever-increasing number of visitors eager to
recreate these iconic shots (Shorty News, 2025).

In Croatia, Plitvice Lakes, located in the largest National Park in the country, have
become a major attraction. Inscribed as a UNESCO World Heritage Site in 1979, increasing
visitor numbers have been recognised as a problem by UNESCO: It comes as no surprise
that Plitvice Lakes National Park attracts impressive numbers of visitors. Inevitably, heavy
visitation potentially poses direct and indirect risks to the integrity of the property
(UNESCO World Heritage Convention, 2026).

The Park attracted almost 1.5 million visitors in 2024, largely in July and August, and
this has forced the management to adopt a range of measures to reduce negative impacts.
These include one-way systems on paths, timed ticketing, and a relatively high entry price.

The challenge of social curation lies in the viral nature of demand that can be created.
In France, viral social media posts and popular shows like ‘Lupin’ have turned Mont-Saint-
Michel into a cult destination, attracting around three million visitors a year. Kinderdijk in
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the Netherlands with only 60 permanent residents gets 600,000 visitors annually, many
from cruise ships.

Pienza, a charming Tuscan village, is renowned for its revolutionary Renaissance urban
planning. But it is not the blueprint central square that is drawing modern visitors: instead,
many come in search of its famed pecorino cheese (Lahiri, 2026).

In terms of algorithmic curation, the Italian platform BeCountry encourages farmers to
create an authentic experience and share unforgettable moments with the BeCountry
community. BeCountry emphasises its passion “for good food, for authentic experiences,
for the regions of Italy and the excellent products that they offer. We are a platform at the
service of users who share this passion. We believe that farms are the beating heart of the
Italian countryside, contributing work handed down across generations.”

BeCountry weaves traditions and culture into stories that can be shared with visitors.
In this way, they hope to strengthen local communities, encourage local tourism and give
a voice to farmers. BeCountry also features creative tourism experiences with cheese,
which were also found to be important in the Crocus Project. There is a “shepherd’s day
with cheesemaker's workshop”, which allows guests to “participate in every step of milk
processing, discovering the value of animal care and dairy processing... After collecting the
milk, you will enter our dairy workshop, where we will guide you in creating your own goat
cheese using traditional methods passed down through generations. To end on a high
note, you will participate in a tasting of o-mile products, with a selection of fresh and aged
cheeses, artisanal cured meats, and freshly prepared hot ricotta.” Visitors can enjoy the
following:

e Hand milking the goats, to learn an ancient art and connect with the animals;

e Guided tour of the farm, to learn about farm life and connection to the land;

e Cheese-making workshop, with explanation of traditional techniques;

e Active participation in milk processing, from curd to final processing;

e Tasting of artisanal cheeses, typical cured meats, Cassio bread and freshly prepared
warm ricotta;

e Opportunity to take home one’s own cheese, for a tasty and unique souvenir.

This experience costs 80 euros per person through the platform, which also enables
tourists to give the experience as a gift to somebody else.

These examples underline the importance of building the identity of rural places to
prevent them becoming just one more countryside stopover for the passive visitor. In this
sense, the Crocus Project has been investigating the potential of creative placemaking and
creative placeshaping processes to re-value rural tourism.

6. Re-valuing and re-placing the rural

Regenerating rather than exploiting through tourism means “supporting the capacity of a
place to thrive on its own terms without packaging nature or culture into spectacles for
touristic consumption’ or simply viewing places as passive backdrops for economic activity
(Higham & Bian, 2026). This implies understanding value in a holistic way: not just in terms
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of the economic benefits of tourism, but as a holistic form of value, which recognises the
systemic basis of natural and human activity. We can employ placemaking and
placeshaping as new carriers of value creation, which encompass a new, more holistic form
of public value: ‘place value’. Place value is most likely to be enhanced by forms of tourism
that support relationality, such as regenerative tourism or creative tourism (Richards,
2020).

This new place-based approach should support new forms of understanding, such as
systemic and practice-based analyses. Taking a practice approach, for example, we can see
the new rurality as a practice developed by a set of actors who have differing roles in, and
interpretations of, the rural world.

7. Practices of the new rurality

Practice approaches are beginning to be applied in a wide range of fields to aid the analysis
of complex social systems and avoid the classic actor—structure dichotomy. Bargeman
and Richards (2020) apply a practice approach to tourism, also integrating elements of
Randall Collins’ (2004) Interaction Ritual Chains. The basic elements of the social practice
approach as adapted from Shove and Pantzar (2010) by Richards (2021) are conceptualised
as comprising resources, meanings, and creativity. Essentially, resources cannot be
effectively harnessed unless they have meaning for people who have the competences or
creativity necessary to use them. Shove and Pantzar employ the example of driving: the
basic resource of a car is useless without the meaning of this object as a form of transport
and the competence to drive it.

Richards translates these elements into a systemic model of tourism as a placemaking
system, combing the elements of resources, meaning, and creativity. If we consider rural
tourism, we can readily identify these placemaking elements.

7.1. Resources

Bryden et al. (2011) provide examples of rural assets, such as “water; food; timber and raw
materials; land for utilization and absorption of nutrients and organic matter; renewable
energy; cultural diversity; people, who are at one and the same time self-reliant and yet
cooperative, often highly motivated, possessing important local knowledge, are culture
bearers, and in some cases have high levels of formal education; biological diversity and
landscape value; places for tourism and recreation based on landscapes, biodiversity,
cultures, archaeology, history, recreational opportunities.” Rural areas therefore contain a
rich store of resources that are potentially available for tourism development but
harnessing these requires meaning to be attributed to them.

7.2. Meaning

Richards (2020) conceives of meaning-making as a process that is embedded in place.
Harrison and Tatar (2008) see place meanings as being generated through the interaction
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of people, events and localities. Places attain meaning “through a continual flow of people
and events, which can be designed through programming.” In rural areas, we see this
effect reflected in the growing number of events being staged in the countryside (Fisker
et al., 2021). The formerly agricultural meanings on the countryside are transformed into a
series of new meanings that are linked not just to the traditional rural idyll but also to the
creative and regenerative potential of contemporary rural life. However, the production of
these new meanings also requires creativity.

7.3. Creativity

The creativity attached to the New Rurality is most evident in the development of creative
lifestyles, new forms of relationality, and alternative economic models. As Vaz et al.
suggest, rural incomers, particularly those in rural-urban fringe and urban shadow areas,
find the rural idyll to be “flawed or blocked”, and they often act to make their vision of the
countryside a reality. This new rural imperative corresponds to the idea of creativity as a
problem-solving resource (Newton, 2012).

In this way, the placemaking process incorporates the concrete space corresponding
to tangible and intangible resources, lived space that generates meanings, and the
conceived space of creativity (Richards, 2020). However, activation and integration of
these different spaces become crucial, particularly in terms of regenerative processes. We
need to move away from the urban/rural dichotomy into a more dynamic conceptualisation
of the rural as a hybrid space. In this context, the placeshaping concept of Horlings (2016)
is a useful addition to Richards’ placemaking model (Figure 1). By applying Horlings’
processes that derived from sustainability theory, we can transform the basic elements of
placemaking into a holistic model that can create positive outcomes in terms of identity
formation, creating a sense of belonging and allowing locals to relate to others. In this way,
we can generate place value that is rooted in the locality but capable of relating to the
outside world in order to sustain itself.

For rural places, this means developing hybrid identities that enable belonging in
traditional rural society as well as the contemporary spaces of innovation and change, and
relating to outsiders in a way that creates new possibilities for the community.

Creative tourism can be a useful conduit for maximising place value, because it enables
rural communities to capitalise on the resources they have to realise their own position in
the world, as well as developing new relationships with outsiders interested in their
identity and ways of being in the world.

We can identify examples of these kinds of place-based business models through the
work of the Crocus Project. In the Cross-Border Living Labs developed by the project,
cultural and creative tourism are being used as tools to increase the place value of border
regions through placemaking and placeshaping processes.
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Figure 1. Generating place value through placemaking and placeshaping processes
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8. Cross-border Living Labs: Hungary — Slovenia

The CCT links across the Hungarian—Slovenian border are being developed in the Zala (HU)
and Pomurske (SLO) regions. The Zala region has been subject to depopulation in recent
decades, with the population falling from almost 320,000 in 1980 to 270,000 today.

Marton et al. (2021) have previously noted the lack of cross-border tourism
collaboration between Hungary and Slovenia, hampered by poor accessibility and recent
decline in cross-border mobility. The Living Lab is therefore focussing on building cross-
border links through tourism, highlighting cultural and creative resources. These include
events such as the Wine and Dumpling Festival Nagykanizsa, that aim revive and pass on
the gastronomic traditions of the region, thereby increasing the touristic attractiveness of
Nagykanizsa. The Bogracfest in Lendava, Slovenia, features a traditional Slovenian one-pot
stew with beef, game, pork, and potatoes. Visitors can join in the cooking as a form of
creative tourism. Attracting more gastronomic tourists is important as the region has an
underdeveloped offer. New establishments have opened recently, offering trendy dishes.
Many restaurants now aim to source local ingredients, including suppliers from across the
border.

Research for the Living Lab shows that visitors are attracted to hiking trails, waterside
attractions, castles, and arts and crafts. The importance of tourist activities and levels of
satisfaction are generally high on the Slovenian side of the border, but notably lower in
Hungary (Table 1). This indicates that there is much work to be done in terms of rural
tourism development, particularly across the border. New initiatives being undertaken,
such as the development of the gastronomic offer, should help to stimulate more cross-
border tourism. However, as Richards and Onderwater (2026) note, there are potential
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challenges emerging for the development of cross-border rural tourism, not just in
Hungary and Slovenia, but across Europe as a whole.

Table 1. Importance of and satisfaction with activities and attractions in Pomurske and Zala. Scores
on 1 (low) to 5 (high) scale (Source - Crocus surveys)

Pomurske, Slovenia (n=27) Zala, Hungary (n=21)
Importance Satisfaction Importance Satisfaction

Hiking trail 4.37 4.22 4.42 3.54
Cycle routes 4.41 4.00 4.65 3.19
Lakeside, waterside 4.37 3.85 4.42 3.42
Museum 4.19 3.78 3.92 3.31
Castle, mansion 4.26 4.04 3.92 3.27
Adventure park,

experience park 4.19 4.15 4.00 3.54
Nature trail (educational

path) 4.00 4.04 4.08 3.62
Bath/spa 4.5 4.15 4.50 3.96
Arboretum 3.93 3.89 4.00 3.19
Church, chapel 3.96 4.17 3.65 3.42
House of crafts 4.22 3.96 3.81 3.62
Cultural centre 4.33 4.07 4.08 3.81

Source: own editing

9. Challenges: The rise of rural populism

We have to recognise that the new impulses affecting the rural are not always positive
ones. As Mamonova & Franquesa (2020) point out, right-wing populism is growing in
Europe as a result of economic hardship, social polarisation, neoliberal economic policies,
and erosion of the welfare state. In rural areas, farms, jobs and people disappear. Many
argue that EU policies are destroying the countryside. “CAP criticism has also been central
to rural support for far-right parties [...] (and) rural people have revolted against the
hegemony of urban elites and neoliberal values” (Mamonova & Franquesa, 2020). Populist
parties also exalt nationalism, displacing “experiences of dispossession and
disenfranchisement onto the imagined nation”.

It is no accident that the Italian right-wing government promotes ‘Made in Italy’ food
through local biodiversity, quality, ties with place and ‘peasantness’. This has been recently
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linked to intangible heritage through the listing of “Italian cooking, between sustainability
and biocultural diversity” (UNESCO World Heritage Convention, 2026). However, rather
than benefiting small Italian farmers, this approach to stimulating gastronomy arguably
benefits mostly multinational corporations and supermarket chains.

Paradoxically, this intensification of agriculture also depends on the very migratory
flows that populists despise. Food production is supported by vast flows of seasonal
labour, including 500,000 migrants working in Italy's agricultural sector, of whom 40% are
irregular workers. In France, the shortage of seasonal workforce is estimated at 200,000.
Germany is estimated to need 300,000 seasonal workers to help with fruit and vegetable
harvests, in particular for white asparagus.

The populists who decry the influx of seasonal workers and permanent migrants to
rural areas also forget the role of these incomers in addressing the challenges of rural
areas.

In recent decades, the countryside in Europe has been reanimated by the arrival of
refugees from the Middle East. In the German village of Mannheim, the population
dropped for years due to an expanding mine pit and aging population. The government
revived the village by resettling Syrian refugees there.

Research in Japan has shown that incomers can breathe new life into dying rural
communities. In many cases, these incomers bring skills that are attached to the urban
world, in particular an understanding of urban markets and taste. But they often adopt the
knowledge related to the rural places they settle in, producing the kind of hybrid
embedding essential for effective generation of place value. The challenges for rural areas
in terms of accessibility, employment, and innovation are therefore great, but not
insurmountable. Tourism is a vital part of this puzzle, as it brings new impulses, ideas, and
resources from outside, as well as a mobile and constantly refreshed market for the
tangible and intangible heritage of the rural.

10. Conclusions

The transformation of the countryside is forcing a re-valuation of rural areas. Depopulation
and challenges of accessibility are emptying villages and creating new spaces for tourism
development. These spaces are being filled with new tourism experiences and with in-
comers from the city, creating new challenges of embedding and valorizing these new
impulses.

Recent research shows a corresponding rise in experiences that harness intangible
heritage. This provides the basis for new business models utilising storytelling, creative
activities, events, and gastronomy. The Crocus Project, analysing rural cultural and creative
tourism, has identified placemaking and placeshaping processes as fruitful pathways for
future rural tourism development.

In structuring a combined placemaking/placeshaping approach, the elements of the
placemaking model developed by Richards (2020) are activated by placeshaping processes
grounded in sustainability theory (Horlings, 2016). By linking resources and meanings
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through creativity, processes of re-grounding, re-appreciation, and re-positioning can help
rural areas to effectively develop cultural and creative tourism experiences that will
generate economic, social, and cultural value.
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ABSZTRAKT

A kOzbsségi alapl turizmus (CBT) egyarant jelent lehetségeket és kihivasokat a holisztikus
kozosségfejlesztés szamara, kiilonésen a vidéki térségekben, ahol siirg6sen sziikség van olyan
kezdeményezésekre, amelyek mindenki szamara lehet8ségeket teremtenek. A CBT a szegénységcsokkentési
stratégidk egyikeként lett népszer(i, mint olyan, ami javithatja a marginalizélt régiok és kozosségek
fenntarthatdsdgat. Jelen tanulmany jelent8sége abban 4ll, hogy 4tfogd, k6zdsségi alapu turisztikai modellt
javasol a fenntarthatd vidékfejlesztés érdekében. Dél-Afrika Kelet-Fokféld tartomdnydban taldlhaté Ngileni
falubdl szarmazd, célzottan kivalasztott 24 résztvevdvel készitett, félig strukturalt interjuk soran gylijtott
kvalitativ adatokon alapul a kutatds. A vdlaszaddkat a térség turizmusanak fejl6désérél kérdezték. Az
eredmények azt mutattdk, hogy a koz6sség tagjai rendkivil fontosnak tartottak a részvételiiket a
turizmusfejlesztési kezdeményezésekben. Ezen feliil a kz0sség tagjai jelezték, hogy a fenntarthatd turizmus
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1. Introduction

Recent scholarship emphasises community-based tourism (CBT) as a sustainable tourism
model that operationalises sustainability principles in tourism development (Lo, 2022). The
evolution of CBT has been regarded as a critical milestone in the tourism sector, supporting
the broader agenda of sustainable development to strengthen the overall value of tourism
(Wall, 2018). Complementary developments have highlighted the importance of
community involvement and the protection of natural resources. The interdependence
between CBT and the tourism industry underscores the pursuit of sustainable tourism,
which seeks to maintain equilibrium across economic, sociocultural, and environmental
domains.

Furthermore, the notion of appropriateness in tourism implies that experiences in
natural environments should remain tranquil, immersive, and foster meaningful interaction
with minimal adverse effects (Lo, 2022). However, many local authorities encounter
barriers inimplementing sustainability measures, primarily due to insufficient expertise and
limited capacity (Harrison & Schipani, 2007). Within this framework, sustainable tourism
aims to optimise the use of constructed and natural assets, which are vital to the growth
of the tourism industry, while simultaneously conserving biodiversity and sustaining
essential ecological systems (Lo, 2022).

CBT has also been conceptualised as a form of community-driven tourism planning (Lo,
2022). In contrast to mass tourism, it fosters greater awareness among visitors and offers
insights into the everyday lives of host communities (Oosterhof, 2018; Lo, 2022). With the
rise of CBT enterprises, particularly in rural settings, there is a growing need to refine the
understanding of sustainability within the tourism sector.

Alongside the design of CBT initiatives, a variety of tourism products are now marketed
to visitors (Murphy, 2012). Sustainable tourism, in this regard, encompasses safeguarding
ecosystems, protecting cultural heritage, and ensuring long-term residential liveability
(Harrison & Schipani, 2007). The successful implementation of CBT relies on social capital,
which functions as a core resource, involving a wide range of actors such as governments,
destination management organisations (DMOs), non-governmental entities, local and
regional tourism organisations, communities, and other tourism-related agencies
(Simpson, 2008). Collectively, these stakeholders assume central roles in coordinating,
managing, and advancing CBT ventures.

One example of such stakeholders are DMOs, which can be entities at any level
responsible for promoting a recognisable tourism destination. Beyond DMOs, local
distinctiveness, social networks, and the accumulated knowledge of both policymakers
and indigenous or local communities significantly contribute to the establishment of CBT
enterprises. These factors also stimulate entrepreneurial awareness, encouraging
investment in tourism-related small and medium-sized enterprises (SMEs) in rural contexts.
The effectiveness of such ventures often depends on the degree of collaboration across
various levels of government, including district and national authorities, in ensuring
coherent governance and collective action.
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In rural destinations, tourism activities commonly integrate the natural landscape as
part of the overall attraction (Ngonya, 2015). Within this context, CBT is used to describe a
wide range of tourism approaches, but it most frequently refers to models emphasising
community participation (Setokoe, 2019). The central objective is to deliver benefits to
local populations, particularly in developing regions, by providing opportunities for cultural
exchange and environmental learning (Wall, 2018). In many rural areas, activities
associated with rural tourism are effectively framed as CBT initiatives (Ngonya, 2015).
Organisational structures within rural tourism development are increasingly considered
critical, with rural tourism being recognised as a strategy for revitalising rural economies
(Gannon et al., 2017). Furthermore, rural tourism is closely tied to ecotourism and plays a
vital role in positioning these regions as tourist destinations (Gannon et al., 2017). Empirical
research has shown that even a single rural destination has the potential to sustain or even
increase tourist arrivals. A distinguishing feature of rural tourism is its reliance on locally
initiated projects, locally driven management, and cultural heritage rooted in the
surrounding environment (Gannon et al., 2017). For tourism practices to be classified as
rural tourism, they must reflect core rural characteristics, including small settlements, low
population density, agricultural economies, and traditional social structures (Gannon et al.,
2017).

The main objective of the following study was to develop a comprehensive model of
community-based tourism that would foster sustainable rural development in Ngqileni
village. With this end in mind, the authors formulated the following research question:

e To what extent can the development of community-based tourism serve as a
catalyst for sustainable rural development in Ngileni Village?

The research question was then used to put forward the research objective:

e To examine how sustainable rural development can be achieved through the
development and implementation of community-based tourism initiatives in Ngqileni
Village.

2. Literature review
2.1. The perspective of CBT

To contextualise the CBT concept, it is necessary to outline prior research in the field
before examining sustainable development, CBT, and capacity-building for sustainable
rural tourism. Earlier studies underscore the crucial role of village communities in
facilitating rural CBT activities (Rindrasih, 2018). Evidence from this body of work indicates
that the long-term viability of rural CBT relies heavily on community support for local
tourism initiatives. According to recent studies, indigenous populations represent the
cornerstone of sustainable tourism enterprises and their involvement in rural tourism
development is indispensable (Husen et al., 2025). Furthermore, numerous authors
emphasise the importance of adequate financial allocations for local community
participation in implementing tourism development projects (Lucchetti & Font, 2013;
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Tolkach & King, 2015). These findings reiterate that prioritising local engagement is
particularly critical when addressing tourism project funding and resource distribution
(Lucchetti & Font, 2013). Recent studies emphasise that the participation of whole
communities in CBT including residents, management committees, community leaders,
business actors, and government stakeholders is integral to successful implementation
(Rindrasih, 2018). Likewise, research highlights discrepancies between theoretical CBT
frameworks and their practical application, stressing the importance of substantial
community contributions in translating CBT development plans into practice (Mayaka et
al., 2018; Husen et al., 2025).

2.2. Sustainable development and CBT

The concept of sustainability has been closely associated with various development
activities (Jones et al., 2016). Although the name itself has been present in the literature
for the last four decades, the underlying notion, as noted by Du Pisani (2006: 83), existed
many centuries before its promulgation in the late twentieth century:

“The roots of the concept of sustainability can be traced to ancient times, but
population growth, increase in consumption after the Industrial Revolution, and the
danger that the crucial resources such as wood, coal and oil could be depleted boosted
awareness of the need to use resources in a sustainable way. Fears that present and
future generations might not be able to maintain their living standards stimulated the
mode of thinking that would eventually inform discourses which prepared the way for
the emergence and global adoption of sustainable development.”

Discussions related to sustainable development have been associated with a growing
interest following the publication in the early 1980s of the ‘World Conversation Strategy’
(International Union of Nature and Natural Resources of 1980) and the Brundtland
Commission’s landmark publication ‘Our Common Future’ (World Commission on
Environment and Development [WCED] of 1987) (Jones et al., 2016; Barkemeyer et al.,
2014). This interest has reflected a growing concern about a range of social, environmental,
and economic challenges at various spatial and temporal scales including the pressure
placed on natural resources by the continued growth in population and urbanisation,
climate change, loss of natural habitats, and water stress and scarcity of water resources
in some areas of the world (Jones et al., 2016).

The importance of sustainable development is a reflection of the search for solutions
aimed at redressing the effects of ecological crises resulting from massive exploitation of
resources and the continuous degradation of the environment due to problems mentioned
above (Jones et al., 2016). This objective is captured by the definition formulated by the
Brundtland Commission: “development that meets the needs of the present generation
without compromising the ability of future generations to meet their needs” (World
Commission on Environment and Development, 1987: 43).

The advocacy of sustainability in accordance with the Brundtland Commission report
serves as the foundation for contemporary global frameworks, such as the 2030 Agenda
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for Sustainable Development and the Sustainable Development Goals (UNWTO, 2024).
Despite its global recognition, operationalising sustainable development presents
significant challenges. Scholarship suggests that sustainable tourism, in particular, is
sometimes conceptualised too narrowly, limiting its ability to encapsulate the
comprehensive principles of sustainability (Husen et al., 2025). Rural communities typically
depend on diverse livelihood strategies shaped by natural resources, geographic
characteristics, and cultural traditions, such as agriculture, livestock production, small-scale
industries, hospitality enterprises, and financial services. Given that many of these activities
compete for limited land and resources, integrated planning and coordinated management
are essential for sustaining rural livelihoods (Priatmoko et al., 2025).

Tourism has progressively been transformed from traditional initiatives into innovative
approaches that emphasise ecotourism, pro-poor tourism, and CBT (Husen et al., 2025).
CBT is distinguished by its community-driven governance of tourism operations and fair
distribution of benefits (Husen et al., 2025). Beyond its economic function, CBT acts as a
social organising mechanism and mitigates the adverse consequences of mass tourism in
developing regions (Rindrasih, 2018). Designed to generate collective advantages, CBT
initiatives aim to stimulate local economies, alleviate poverty, safeguard cultural and
ecological assets, and provide high-quality experiences for visitors (Rindrasih, 2018;
UNWTO, 2023).

Tourism further generates strong intersectoral linkages and multiplier effects, offering
significant opportunities for underdeveloped rural areas (Priatmoko et al., 2025; Husen et
al., 2025). While development planners prioritise sustainability-oriented strategies,
destination marketers highlight attributes that strengthen destination appeal, including
tranquil settings, recreational opportunities, cultural events, hospitality, scenic beauty, and
biodiversity. Active community participation is indispensable for ensuring the longevity of
tourism destinations (Tosun, 2000). Local residents’ involvement not only enhances
governance but also supports empowerment and increases economic benefits from
tourism and natural resource management (UNWTO, 2024). By granting communities
ownership or access rights to tourism resources, CBT ensures more equitable distribution
of benefits among local stakeholders (Husen et al., 2025; Rindrasih, 2018).

2.3. Capacity building for sustainable rural tourism development

Independent, community-led CBT projects are relatively uncommon, especially during their
formative phases, and typically depend on external assistance (Rindrasih, 2018). External
collaborators may provide resources, expertise, or promotional support without assuming
ownership of ventures (Husen et al., 2025). CBT initiatives can originate from either local or
external actors, with the government frequently playing a pivotal enabling role (UNWTO,
2023). Table 1 presents theoretical elements of community-based tourism models from past
studies.
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Table 1. Theoretical elements underlying the CBT model

Authors Theoretical concepts of CBT models
Ahmad & Abu Talib (2015) Community participation, empowerment, and local
ownership
Simpson (2008) Transparent governance structures, skill

enhancement, and stakeholder collaboration
between local communities, government, and
private entities

Tosun (2000); Simpson (2008) | Ladders of engagement ranging from tokenistic
consultation to full empowerment

Waligo et al. (2015) Governance perspectives and benefit-sharing
mechanisms

Tosun (2000) Power asymmetries and institutional constraints
Scheyvens & Biddulph (2018) Active citizenship
Source: own editing

Capacity building is increasingly acknowledged as a critical mechanism for addressing
development challenges in rural contexts (Rindrasih, 2018; Priatmoko et al., 2025). It refers
to efforts aimed at enhancing communities’ ability to achieve shared objectives through
the development of human capital, mobilisation of resources, and strengthening of social
capital, thereby enabling collective problem-solving to sustain or improve community well-
being (UNWTO, 2024). In order to ensure that capacity-building initiatives yield lasting
results, donor priorities must be aligned with community aspirations, ensure program
sustainability, and foster conducive learning environments (Husen et al., 2025).

Internal community dynamics, including competing interests, existing networks, and
political structures, must also be carefully considered to prevent conflict and encourage
broad participation (Setokoe, 2019). A central objective of CBT should be to educate local
communities about sustainable tourism principles, ensuring that these initiatives leave a
lasting legacy of development and empowerment (UNWTO, 2023).

3. Research design and methods
3.1. Research locale

Ngqileni village is situated in the Mbhashe Local Municipality of South Africa's Eastern Cape
province (Figure 1). It is one of four villages that make up the Xhora Mouth Administrative
Area on the Wild Coast (Bulungula Incubator, 2025). It is located in the northeastern part
of the Amathole District Municipality, its main administrative office situated in Dutywa
(IDP, 2023). Statistics South Africa characterises the village as a rural settlement inhabited
by a small population, with low levels of economic activity, high levels of illiteracy, where
the overwhelming majority are members of the previously disadvantaged population of
South Africa.
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Figure 1. The location of Ngileni Village in South Africa
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Ngileni village is characterised by the highest unemployment rate (42%) in Eastern Cape,
and an even higher illiteracy rate of 60% (IDP, 2023). The area’s economy relies on
agriculture, tourism, community service, construction, and trade (Setokoe & Ramukumba,
2019). Severely degraded gravel roads exacerbate the village's isolation, which hinders
access to schools, clinics, and markets. These structural deficits mean that tourism, while
being an important source of income, is neither sufficient nor uniformly feasible as a
poverty-reduction strategy. As a result, livelihood strategies remain diversified across
subsistence agriculture, small-scale trading, remittances, and NGO-led programs
(Bulungula Incubator, 2025). Governance and development in Ngileni are therefore
negotiated through a mix of traditional leadership, local government (ward structures),
and active civil society actors (e.g., Bulungula Incubator), whose interventions focus on
health, education, skills training, and small-enterprise development to mitigate the deeper
service-delivery and economic deficits (Bulungula Incubator, 2025).

Tourism in Ngileni is notable for its community-owned, small-scale, low-impact model
rather than mass commercial development. The Bulungula Lodge and local homestay
programmes are the village’s principal attractions: undeveloped Wild Coast beaches and
estuaries, guided coastal hikes, cultural immersion (traditional rondavel stays, Xhosa music
and craft workshops), and volunteer/educational placements products that emphasise
authenticity and community benefit (Bulungula Incubator, 2025). Tourists are drawn
primarily by the natural scenery and remoteness of the Wild Coast, and the opportunity for
cultural immersion and ethically minded, community-benefiting experiences; these
demand-side motives make Ngileni attractive to backpackers, domestic travellers, and
specialist volunteers/researchers rather than to mass-market beach tourists (Bulungula
Incubator, 2025).

The geographical and socio-economic background of Ngileni village provides the
rationale for the study. The socio-economic shortcomings indicated above highlight the
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village’s need for development initiatives that can enable sustainable utilisation of the
area’s natural and socio-cultural endowments. To overcome the developmental challenges
characterising the area, the Bulungula Lodge was established in 2004. This is a 100%
community-owned and managed tourism entity that enabled real development in the
village. Following the establishment of the lodge and the subsequent development of
tourism, entrepreneurial initiatives undertaken by members of the Ngqileni village
community began to mushroom with the aim of serving tourists visiting the area. This gave
rise to an entrepreneurial culture that improved the livelihoods of community members
through income generated by visitors coming to the lodge. In addition to the
entrepreneurship borne from activities relating to tourism, a communal approach to the
running and management of tourism activities was undertaken to allow stakeholders
(community members) to give input and receive reports on their shared interest - the
Bulungula Lodge.

The establishment of the Bulungula Lodge led to the birth of the Bulungula Incubator;
a non-governmental organisation (NGO) founded with the goal of changing the
developmental complexion of the area. Its core mandate was born out the village’s
shortcomings that included efforts to improve access to healthcare and drinking water,
roads, schools, electricity, and sanitation (Bulungula Incubator, 2025).

The Bulungula Incubator has launched a number of initiatives in the areas of education,
health and nutrition, sustainable livelihoods, and youth development. As a result of these
initiatives, the village now boasts early child development centres and a high school
(Bulungula College, a first in the area); has improved access to quality healthcare and
nutrition (Bulungula Health Point and school nutrition programme); has gained local
employment opportunities (development of a farmer development programme and 400
local jobs through a partnership with the Independent Development Trust); and has
strengthened its social cohesion through a programme designed to encourage residents
to engage in creativity, self-expression, healthy living and respect for the environment
(Bulungula Incubator, 2025). It is notable that whilst tourism has brought much relief to the
village, its full potential has been seriously limited by the poor road infrastructure.

3.2. Research design

The study is based on qualitative data collected from a non-probability, purposive sample
of 24 respondents (residents, business and community leadership) drawn from Ngileni
village using semi-structured interviews designed to elicit information about the role of
community-based tourism in developing rural areas. Data were collected through the
engagement of community leadership and the general population of the village. The
interviews continued until no new information was provided by the respondents, which
suggested a point of saturation had been reached.

Interviews were conducted in the language of the local community (Xhosa).
Participants in the study signed a consent form and were informed of their right to
withdraw at any given point. Recorded interviews, lasting from 13 to 20 minutes, were
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transcribed and then translated into English. Prior to the analysis of the data, the
transcripts and voice recordings (for those who could not read) were made available to the
respondents in order to give them an opportunity to check their answers and provide
further clarifications if necessary.

The collected data were subjected to thematic-interpretive analysis according to the
principles outlined by Braun & Clarke (2006). At the onset of the study, all interview
questions were checked by a qualitative statistician to ensure they were relevant and valid
with respect to the research question. Such an undertaking afforded the data relevance
and validity while minimising potential contamination to the study. This enabled the
commencement of coding and analysis using a qualitative software program, NVIVO
version 14. This was followed by the creation of codes formulated from participants’
responses. A code-recode method was further employed to confirm that all interview
content was relevantly named, thereby ensuring that only key codes were retained. The
concerted formulation of codes enabled the creation of themes that were aligned to the
interview questions and research questions. These are the themes that will be discussed in
the following section.

4. Results and discussion
4.1. Demographic information about the respondents

The sample of respondents included five community leaders and nineteen residents of
Ngileni village Tables 2 and 3). Four community leaders had spent all their lives in Ngileni
village, and one had lived there since 2007. All of them held positions of authority and
responsibility. The majority of the remaining respondents were also lifelong residents of
Ngqileni village, with a few having moved to the village in recent years through marriage
and other social constructs. Thirteen respondents in this group were engaged in different
forms of engagement in both the formal and informal economy, such as employment at
the Bulungula Lodge, service positions, entrepreneurial activities and local tourism, while
six were unemployed (although they derived some income from shareholding in Bulungula
Lodge).

Table 2. Representatives of the community leadership of Ngileni village

Respondent | Age Place Length Role
of residence | of residence
1| 50-59 | Ngileni Whole life Headman
3 | 30-39 | Ngileni Whole life Ward committee member
6 | 40-49 | Nqileni Whole life Ward councillor
7 | 30-39 | Ngileni Whole life Manager of the Bulungula Lodge
Local economic development officer
24 | 30-39 | Dutywa Since 2007 for Mbashe Local Municipality

Source: own editing
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Table 3. Representatives of the general population of Ngileni village

Place of Length of
Respondent Age . . Role
residence residence
2 40-49 | Nqileni Unknown Unemployed
4 20-29 | Bulungula Whole life Canoeing
5 50-59 | Nqileni Whole life Unemployed
8 40-49 | Bululunga Whole life Help in the kitchen
9 40-49 | Nqileni Whole life Unemployed
10 30-39 | Ngqileni Whole life Unemployed
Employee of Bulungula lodge
1 30-39 | Nqileni Whole life (horseback riding guide)
12 20-29 | Nqileni Whole life Manager
13 30-39 | Ngqileni 25 years Cleaner
14 40-49 | Nqileni 6 years Chef
15 40-49 | Nqileni Whole life Help in the kitchen
16 30-39 | Nqileni Whole life Security guard during the day
17 60+ | Ngileni Since 2008 Unemployed
18 50-59 | Xhora Since 1979 Unemployed
19 20-29 | Ngileni — seaside | 1year Legal sdvisor
20 20-29 | Nqileni Since 1991 Receptionist
Entrepreneur; owner and
manager of llanga Fire
21 20-29 | Nqileni 25 years Restaurant
22 20-29 | Nqileni Since 2010 Tour guide
23 50-59 | Nqileni Whole life Security guard

Source: own editing

4.2 Themes generated
4.2.1. Community participation

The respondents emphasised that community involvement in tourism development
initiatives was very important. In their opinion, such participation should be placed at the
core of decision-making processes and should occur without undue influence from
external stakeholders. They also stressed the significance of active citizenship and
transparency throughout the participation process, noting that these were essential to
ensure that project objectives were aligned with community priorities and produced
sustainable development outcomes. The following comments illustrate the general views
summarised above:

“l think the community members should be involved, as this place belongs to the
community. The ward councilor cannot do anything or make decisions without involving the
community members. So yes, they should be involved when decisions are taken because they
are community members, and decisions taken will affect them the most” (Respondent #6).

“It is important for members to involve themselves because there is income coming
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through tourism initiatives in our village, and the community members benefit from these
tourism development initiatives. Community members' establishment of businesses has been
a key factor in community participation in the development of Ngileni village. Indeed,
members are given a role to participate in the tourism industry” (Respondent #3).

“Community members need to be involved in the development of the community
because such developments bring about change in the form of facilities such as clinics and
schools, which we did not have in the past” (Respondent #24).

“Community participation provides an opportunity for the community to become self-
reliant using their skills to create opportunity for themselves instead of relying on
government for jobs and grants” (Respondent #9).

According to the interviewees, decision-making in tourism development should not be
left to political leaders alone but rather must include community members because the
outcomes directly affect them. This view is consistent with Nuttavuthisit et al. (2015), who
argue that local participation in development initiatives enhances efficiency,
accountability, and transparency in resource use, while also strengthening ownership and
commitment among residents. Similarly, Murphy (2012) argues that without genuine
involvement of those most affected, development lacks both legitimacy and sustainability.

The belief that tourism initiatives generate income for local households and provide
opportunities for community-owned businesses aligns with Muganda et al.’s (2013)
understanding of participation. They describe participation as encompassing the planning,
decision-making, implementation, and management of initiatives to ensure that benefits
accrue to all community members. This is consistent with Uysal et al. (2012), who argue that
community participation in tourism helps fulfil the sector’s goal of fostering a tourism
economy that enhances residents’ quality of life through employment creation and other
social, economic, and environmental benefits (Jeon et al., 2016).

The respondents also linked involvement in tourism to broader community
development outcomes, such as improved access to schools and clinics, which they had
lacked in the past. Previous studies have shown that community participation contributes
to sustainable tourism development by ensuring that locals derive positive and balanced
benefits, thereby increasing their tolerance and support for tourism (Tosun, 2000; Telfer &
Sharpley, 2016). In this sense, community engagement is not only about economic gain but
also about fostering long-term social improvements and resilience.

Finally, opinions expressed during the interviews confirm recent research showing that
adequate financial support is vital for ensuring local engagement in tourism projects
(Lucchetti & Font, 2013; Tolkach & King, 2015). Prioritising financial allocations that
empower local communities in project funding and resource distribution is central to
successful implementation (Lucchetti & Font, 2013). This aligns with recent evidence that
whole community involvement including residents, leaders, committees, businesses, and
government stakeholders, is essential for the effective realisation of community-based
tourism (Rindrasih, 2018).
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4.2.2. Active citizenship

Development initiatives are instrumental in driving transformation within communities. For
meaningful improvements to be realised, sustained development is required. Accordingly,
community members need to adopt proactive roles in shaping their socio-economic
conditions. Such engagement is critical, as it cultivates a collective vision that motivates
citizens to actively contribute to local advancement. The importance of such engagement
is exemplified by the establishment of the Bulungula lodge, which consolidated the
community’s resolve to pursue collective action through its contribution to community
development initiatives and income-generating activities within the area. Consequently,
residents’ participation in development processes enhances self-reliance and fosters
sustainability, thereby mitigating dependence on state-provided welfare mechanisms
(such as social grants). The following comments illustrate the general views summarised
above:

“Community members can take initiative of tourism development projects and could also
work together at the lodge. We have a responsibility of working together, but we also wish
that the government can assist” (Respondent #11).

“It is important for the members of Nqileni to be involved because such programmes will
help them, as well as future generations” (Respondent #8).

“It is important for members to involve themselves because there is income coming
through and their family members benefit” (Respondent #2).

“That is the crown of everything. Without that, nothing can happen. If there’s no
participation then we’re back the beggar situation where we just put hands out, and the
handouts, and that to me is a no-no. It’s a total participation of everybody, is so important”
(Respondent #17).

The interviewees were convinced that community members could take ownership of
tourism development projects, including collaborative work at local lodges, while also
recognising the need for government support. This aligns with research indicating that
active citizenship is critical in shaping development outcomes, such as Abiona & Bello
(2013), who point to the importance of mobilising and integrating local communities into
initiatives that transform their surroundings into more developed and sustainable
environments.

The involvement of Ngileni residents in tourism projects was further regarded as
essential not only for current benefits but also for inter-generational equity, ensuring that
future generations may also experience improved well-being. This view is consistent with
Budeanu et al. (2016) who argue that development must pursue a “balanced use” of
resources, enabling tourism to serve all stakeholders equitably through active engagement
in local development initiatives.

The interviewees believed that community involvement secures tangible economic
benefits, particularly through income generation. This perspective is supported by the
findings of Tosun (2000), who argues that local participation is indispensable for ensuring
the resilience and longevity of tourism destinations. Active engagement enhances local
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governance structures while simultaneously supporting empowerment and providing
broader socio-economic benefits through sustainable tourism and resource management
(UNWTO, 2024).

Finally, there was agreement among the respondents that without meaningful
participation, communities risk dependency on handouts, which undermines self-
sufficiency. This reinforces the importance of total community engagement in tourism
development as a pathway to independence and long-term sustainability, echoing
scholarly consensus on the necessity of local ownership for inclusive development
outcomes.

4.2.3. Importance of capacity building

The interviews reveal the significance of capacity building to advance and sustain
development initiatives, particularly skills development, training and knowledge
generation, which were identified as key drivers of sustainable tourism development and
related community-based initiatives. Another aspect mentioned by the respondents was
the need for an effective dissemination of information concerning development projects,
which empowers community members by enabling them to better understand ongoing
initiatives. Such processes not only enhance transparency but also contribute to improving
the overall quality of life within the community. The following comments illustrate the
general views summarised above:

“People need to be equipped with the right skills to have a better life. This is important
because most community members do not have enough development knowledge”
(Respondent #12).

“One thing | think is important is that someone with expertise in tourism and
development projects should come and teach us more about them so we can follow the
trend” (Respondent #22).

“We also provide training to local people in order for them to participate in the
management of the Bulungula Trust” (Respondent #7).

“Our only shot at winning the war against poverty is ensuring that community members
are trained in areas that will give them skills that enable them to do for themselves”
(Respondent #5).

The respondents emphasised the need to equip community members with the
necessary skills and knowledge to enhance their quality of life, highlighting the limited
development expertise currently available within the community. This perspective aligns
with research findings highlighting the role of capacity building in sustaining development.
According to Budeanu et al. (2016), a community’s survival and long-term sustainability
depend on its capacity to adapt, which requires not only a reassessment of core values but
also their application through social institutions, processes, and individual agency.

Similarly, Aref et al. (2009) point out that communities must obtain knowledge and
competencies that empower them to act in ways that maximise the benefits of
development. This has led to a strong focus on developing tourism-related skills in rural

78



Tshepiso Jonathan Setokoe - Takalani Ramukumba: A model of community-based tourism for
sustainable rural development

contexts as a means of revitalising socio-economic conditions and fostering prosperity
within local communities (Sharpley, 2002; Sango, 2014).

Such priorities are consistent with broader national strategies, as demonstrated by the
South African government’s Human Resource Development Strategy, which underscores
the significance of strengthening the skills base within the tourism sector to drive growth
(NTSS, 2011). Recent studies further confirm that capacity building remains a crucial
approach for addressing rural development challenges and promoting sustainable
outcomes in tourism (Rindrasih, 2018; Priatmoko et al., 2025).

4.2.4. Independent participation in development

The community provides a unique perspective on the importance of local participation in
rural development, particularly within the framework of community-based tourism. This
viewpoint is reflected in accounts of the community’s engagement with opportunities
generated by tourism-led initiatives in Nqileni village. The interviewees described their
involvement in various developmental activities, including the construction of
infrastructure such as roads and water systems, the establishment of enterprises serving
both tourists and local residents, and the provision of additional social amenities.

The respondents also drew attention to participatory mechanisms that facilitate
consultation and community input. When development projects are introduced, every
individual’s opinion is considered, reflecting a deliberate commitment to inclusivity in
decision-making. This approach is operationalised through forums that allow members to
participate actively, such as community meetings and discussions on tourism-related
projects. Following these engagements, responsibilities and tasks are allocated among
community members, often with financial compensation for individuals or households,
depending on budgetary resources. This structured form of participation ensures that
involvement is substantive and rewarding, thereby fostering both ownership and
accountability. The following comments illustrate the general views summarised above:

“The establishment of businesses by members of the community has been a key factor to
community participation in the development of Ngileni village” (Respondent #19).

“And having genuine meetings where there is an ability to shift your understanding of
things. It’s not just an information session. It’s (Indistinct) giving the community an
opportunity to have a say so in what it is” (Respondent #4).

“Indeed, members are given arole. Tourism is mostly beneficial to us as it is a driving force
behind Ngileni village development. We have been knocking at the door of the government,
but in vain” (Respondent #13).

“The establishment of businesses by members of the community has been a key factor to
community participation in the development of Ngileni village” (Respondent #21).

This last view aligns with the vision of South Africa’s National Development Plan (NDP,
2011), which seeks to provide rural areas with expanded opportunities to participate in
economic, social, and political life. The above opinions are also consistent with the idea that
tourism development fosters a symbiotic relationship with sustainable development, as it
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has the transformative power to reshape how communities organise their livelihoods and
engage in collective growth.

The fact of “having genuine meetings where there is an ability to shift your
understanding of things [...] giving the community an opportunity to have a say”
(Respondent #18) highlights the importance of inclusive decision-making processes, which
is consistent with the findings of Abiona and Bello (2013), who argue that meaningful
community involvement in tourism extends beyond labour provision, encouraging
entrepreneurship and fostering ownership of development initiatives. This view is also
present in South Africa’s policy (DEAT, 1996), which emphasises efforts to empower
communities so that they can participate in tourism not only as workers but also as
entrepreneurs and decision-makers.

The role of tourism as a catalyst for local development is particularly crucial in
situations where state support is limited. As noted by Uysal et al. (2012) and Jeon et al.
(2016), the core objective of tourism development is to create a tourism economy that
enhances community well-being through job creation, entrepreneurial opportunities, and
the provision of social and environmental benefits.

4.2.5. Transparency in the nomination process of local community involvement in tourism
development

Given that opportunities in rural settings are limited, it is essential that development
initiatives are guided by transparent and ethical practices. The interviewees agreed that
community leaders play a key role in safeguarding transparency in the process of selecting
individuals to participate in tourism development to ensure that it serves the collective
interests of the community and secures shared benefits from tourism initiatives.

This process is regulated by a constitution drafted by community members, which
guarantees fairness, equality, and democratic participation. As highlighted during the
interviews, the nomination procedures are intentionally structured to be transparent and
free from discrimination. The following comments illustrate the general views summarised
above:

“For example, about what I had said earlier. If there is a job vacancy, the community come
together for a selection process and choose fairly who will work on that project”
(Respondent #10).

“They do try to create awareness, especially our ward councillor. I’'m assuming you saw
him yesterday when we had a meeting with him about the prospect of having electricity in
our village. Though he is fairly new in that position, but he is promising” (Respondent #14).

“No decision is ever taken without the community deliberating on it” (Respondent #20).

The selection process was generally considered to be fair and inclusive, as exemplified
by the following comment: “We promote equality, hence if 20 people are desirable in a
project, the community will select 10 females and 10 males to show that everyone here is
equal. So, we do not promote discrimination; we are all people, and we are the same”
(Respondent #16).
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Such an approach aligns with research findings suggesting that participatory
development strategies lead to more equitable opportunities for local populations,
ultimately enhancing community tolerance and support for tourism activities (Tosun, 2000;
Telfer & Sharpley, 2016).

The role of leadership structures in ensuring fairness and inclusivity was also
emphasised, as shown in the following comments:

“The community places responsibility of choosing on the shoulders of our leadership
committee, as it constitutes the diversity of the community and not just the connected”
(Respondent #15).

“Often, we as the leadership put matters to a vote in terms of the community’s
involvement in development initiatives within the village” (Respondent #1).

The above views demonstrate how community leadership operationalises
participatory governance, ensuring inclusivity and representation in decision-making
processes. This aligns with the observations of Nuttavuthisit et al. (2015), who suggested
that participatory approaches enhance efficiency, accountability, and transparency in
resource allocation, while strengthening ownership and commitment among local people
in tourism development.

The views expressed by the interviewees along with insights from the literature were
used to propose a model of community-based tourism that could serve as a framework for
promoting sustainable rural development (Figure 2).

Figure 2. Community-based tourism model for sustainable rural development
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Sustainable rural development through tourism should be grounded in principles that
guarantee meaningful community participation in local development processes. These
principles encompass involvement in collective decision-making, active citizenship,
capacity building, autonomous engagement, and transparency, which together constitute
the foundational roots of the proposed model. This perspective aligns with Nuttavuthisit
et al. (2015), who argue that community participation in development-related decision-
making enhances efficiency, accountability, and transparency in resource use while
fostering local ownership and commitment. When combined with capacity building, active
participation and transparency enable comprehensive community engagement in tourism-
related economic activities. The resulting tourism economy is expected to yield benefits
such as poverty reduction, improved living conditions, and environmental stewardship,
thereby supporting economic emancipation, social justice, and ecological sustainability.
These claims are corroborated by Angelkova et al. (2012), who found that revenues from
tourism and related employment contribute to raising community living standards,
particularly through reliance on local goods and services, alongside increased interest in
preserving natural and cultural resources, including traditions, heritage sites, and local
customs. Collectively, economic emancipation, social justice, and environmental integrity
create conditions that further generate community benefits such as entrepreneurship,
food security, employment, peace, cultural preservation, resource conservation, and the
sharing of local infrastructure.

The tourism sector’s ability to generate foreign exchange, attract international
investment, enhance tax revenues, and create employment opportunities has positioned
it as a central driver of macroeconomic growth in many developing countries (Torres &
Momsen, 2004). If community-based tourism in Ngileni village is to reach its developmental
potential, it requires access to tourist markets, investors, and donor support. However,
these goals can only be achieved if the authenticity of the destination as a unique selling
point is preserved. With strong and inclusive leadership, coupled with a steady inflow of
tourists, investors, and donors, the necessary conditions can be created for community-
driven development. Such an enabling environment facilitates active community
participation in sustainable tourism initiatives, contributing to the establishment of a
resilient tourism economy. This economy, in turn, can secure economic emancipation,
promote social justice, and safeguard environmental resources, ultimately advancing the
long-term goal of sustainable rural development in Nqileni village.

5. Comparison of existing CBT models and the proposed model

Existing CBT models have consistently emphasised the centrality of community
participation, empowerment, and local ownership as prerequisites for equitable and
sustainable tourism development (Ahmad & Abu Talib, 2015). In this respect, the CBT model
proposed on the basis of the Ngileni experience CBT model aligns with earlier frameworks
by identifying community involvement and capacity building as foundational elements of
successful CBT initiatives. Like traditional CBT models, it acknowledges that effective
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tourism development depends on transparent governance structures, skill enhancement,
and stakeholder collaboration between local communities, government, and private
entities (Simpson, 2008). However, the Ngileni model distinguishes itself by
operationalising these elements through a metaphorical tree structure that links
foundational inputs (roots) to outcomes (branches), presenting a more pragmatic,
process-oriented roadmap for community empowerment.

Earlier CBT models, particularly those by Tosun (2000) and Simpson (2008), tended to
categorise participation alongside typologies or “ladders” of engagement, ranging from
tokenistic consultation to full empowerment. These frameworks provided valuable
analytical tools for diagnosing community involvement but often remained conceptual.
Subsequent research has expanded these typologies to include governance perspectives
and benefit-sharing mechanisms (Waligo et al., 2015). The Ngileni model complements this
work by translating participatory ideals into actionable mechanisms such as transparent
nomination processes, democratic leadership selection, and codified community
constitutions to prevent elite capture and ensure equitable representation. Whereas
earlier models highlighted power asymmetries and institutional constraints (Tosun, 2000),
the Ngileni model offers practical governance solutions that address these long-standing
limitations at the community level.

Furthermore, the Ngileni model introduces a stronger behavioural dimension by
conceptualising active citizenship as a necessary condition for sustainable CBT outcomes.
Unlike previous models that focused primarily on structural enablers of participation, this
model integrates agency and entrepreneurship as key drivers of community resilience. It
assumes that communities must be participants in tourism and proactive agents in
generating and managing tourism-related enterprises (Scheyvens & Biddulph, 2018). The
model's emphasis on linking local capacity with market access through attracting tourists,
donors, and investors positions it as both a governance and an economic model. This dual
focus differentiates it from earlier frameworks, which often stopped short of detailing
market mechanisms or long-term financial sustainability strategies (Ahmad & Abu Talib,
2015).

Nevertheless, while the Nqileni CBT model advances practical applicability, it remains
limited by its single-case empirical grounding. Earlier models, such as Simpson's (2008)
community benefit tourism initiative framework, derived insights from multiple contexts
and thus offered greater generalisability. The strength of the Ngileni model lies in its
contextual depth and actionable clarity, but its external validity across diverse socio-
political and cultural environments requires further testing. Future research should
therefore apply and adapt the model across multiple community settings to assess its
transferability and robustness. By bridging theoretical constructs from prior CBT
frameworks with grounded, implementable strategies, the Ngileni model represents a
meaningful evolution in community tourism scholarship, shifting the discourse from
abstract participation to operational empowerment.
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6. Possible applications of the proposed model

Drawing on the findings of the study in Ngileni village, the proposed model could be
applied to other rural contexts globally to promote sustainable rural development through
tourism taking into account the following recommendations:

Sustainable rural development is inherently complex and requires leadership that is
inclusive, collaborative, and democratic. It is therefore necessary that individuals
appointed to leadership roles in tourism-related projects and initiatives should be chosen
through democratic and inclusive processes. Moreover, leadership should reflect a fair
representation of political, traditional, and business sectors to ensure that the voices of all
community stakeholders are heard. Such a balanced representation will foster appropriate
strategies for community participation in tourism, thereby enhancing sustainable rural
development.

The establishment of inclusive leadership should create the foundation for all the
interrelated components of the model (symbolised as the roots of the tree) to function
cohesively in supporting community-based tourism and sustainable rural development.
Central to this process is the active involvement of the local community, which requires
deliberate efforts to build capacity and empower community members. Equipped with
relevant skills, local community members can meaningfully contribute to development
initiatives, including decision-making processes spanning planning, implementation, and
management. This approach fosters transparency, independence, and opportunities for
entrepreneurship and other empowerment-related activities.

When communities actively engage in tourism development and a consistent flow of
tourists, investors, and donors is secured, a viable tourism economy (represented as the
stem of the tree in the model) can be established in rural areas. Such an economy can allow
rural communities to benefit directly from tourism while leveraging its multiplier effects,
such as investment in infrastructure, property, and enterprises extending beyond tourism.
This sustainable economy then promotes economic integrity, emancipation, and social
justice (depicted as the branches of the tree). Ultimately, these structures produce
tangible benefits including entrepreneurship, food security, resource conservation, shared
infrastructure, employment creation, education, peace, cultural preservation, health
improvements, and pride in traditions. All these outcomes rest on the foundation of fair
and inclusive community participation.

Although the value of the proposed CBT model for sustainable rural development is
clear, it is equally important to recognise the challenges that may impede its successful
implementation. Key challenges include:

e Divergent visions among community leadership groups (traditional, political, and
business), which may hinder progress.

e The necessity of consistent tourist inflows and adequate infrastructure, which may
be difficult to achieve in remote areas, thereby limiting the viability of a tourism-based
economy.

e Limited access to financial resources within rural communities, making external
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funding through investors or donors essential yet difficult to secure.

e Issues of elitism, exclusivity, and unequal benefit distribution, which can lead to
dissent and obstruct the implementation of the model.

For rural communities to effectively implement the proposed model and achieve
sustainable outcomes, development must yield both tangible and intangible benefits for
local people. In Ngileni village, this is evident in community empowerment initiatives such
as the establishment of the Bulungula Trust and the Bulungula Incubator, which support
community-driven projects and sustainable growth. These examples illustrate the types of
benefits that rural communities can realise if the model is applied effectively, though each
locality may adapt the approach to suit its unique developmental needs.

7. Conclusion

This study proposes a new model of community-based tourism for sustainable rural
development. The model, in addition to relying on insights from the existing CBT literature,
includes new dimensions that are supposed to ensure community participation and
beneficiation in the tourism industry in rural areas. The proposed model adds to the
existing knowledge about community participation in community-based tourism,
specifically in rural areas, to ensure sustainable rural development. It could be used by
planners for assessing the status of communities' involvement in tourism development and
to determine initiatives that will enhance sustainable rural development through tourism
initiatives. The model’s ability to contribute to sustainable rural development through
tourism depends on a delicate balance between various stakeholders. The key requirement
is full community participation in tourism activities, supported by leadership that values
community involvement in development initiatives. Any implementation of the model is
likely to encounter challenges, and stakeholders must work together to overcome these
challenges as they arise. This will ensure that the tangible and intangible benefits identified
in the model accrue to community members.

This article is based on the premise that although community-based tourism has been
frequently advocated for the benefit of local communities, there have been few directives
on how this might be achieved in practice. The model proposed on the basis of the Ngileni
experience assumes a shift from the community’s consultative role towards inclusive
participation in tourism. Stakeholders can use the model to improve their involvement in
tourism development in the community of concern.

The study demonstrates that sustainable rural development is not merely the outcome
of tourism growth but rather an inclusive process in which residents are active decision-
makers, beneficiaries, and custodians of development. Through their involvement in
planning, management, and entrepreneurial activities linked to tourism, Ngileni residents
have fostered economic and social transformation evident in creating local enterprises,
improving access to basic services, and enhancing social cohesion. In other words, the
success of sustainable rural development through CBT depends on the involvement of
empowered local communities equipped with the necessary skills, resources, and
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institutional support to manage tourism initiatives independently and equitably. In doing
so, CBT becomes a vehicle for poverty alleviation and economic diversification and a means
of reinforcing cultural integrity, environmental stewardship, and self-reliant governance,
thereby validating the proposed model as a viable framework for rural transformation in
Ngileni and comparable contexts.

8. Study limitations and issues of generalisation beyond the South African context

While the study provides valuable insights into community-based tourism as a mechanism
for promoting sustainable rural development in South Africa, its broader applicability
beyond the local context is limited for several reasons.

First of all, the study was conducted in Ngqileni village in the Eastern Cape, a rural
community shaped by communal land ownership, traditional leadership, and a historically
disadvantaged socio-economic background. These contextual features are unique to South
Africa's governance and rural development framework, influencing community
participation and tourism management. The model's applicability may be reduced in
regions where property rights, governance systems, or community structures differ, such
as in parts of Asia, Latin America, or Europe. The community's reliance on traditional
leadership and collaborative social structures makes the model context-dependent,
requiring significant adaptation before implementation in other socio-political or cultural
settings.

Another limitation stems from the influence of South Africa's specific institutional and
policy environment, which is powerfully shaped by post-apartheid transformation agendas
and community empowerment frameworks. Policies such as the Broad-Based Black
Economic Empowerment (B-BBEE) and decentralisation initiatives have created enabling
conditions for CBT that may not exist in other national contexts. In countries with
centralised tourism governance, less developed civil society networks, or limited
community autonomy, replicating the South African CBT model could prove challenging.
Moreover, partnerships with NGOs and external donors, which contributed to the success
of the Bulungula Lodge and Ngqileni's CBT initiatives, may not be replicable in resource-
constrained regions. Thus, while the study's conceptual model offers valuable guidance, it
should be interpreted as a framework that is adaptable rather than universally
transferable.

Lastly, the study’ relevance is also limited by its temporal context as it only provides a
snapshot of CBT dynamics and does not capture evolving challenges or sustainability
trends that have appeared after 2023. Global tourism volatility, economic shifts, or crises
can significantly alter tourism-dependent community livelihoods, potentially undermining
the stability of the proposed model. Similarly, no consideration is given to cross-cultural
market dynamics, such as varying tourist motivations, expectations, and perceptions of
authenticity, which certainly restricts the applicability of the findings in international
tourism markets.
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ABSTRACT

This study investigates the contribution of tourism entrepreneurship to sustainable development in
developing economies, with a specific focus on Algeria. From a statistical point of view, constructing an index
to measure sustainable development is challenging. Although the human development index (HDI) and
global sustainable development index (SDG) remain the most relevant benchmarking tools, this study—given
the Algerian context—focuses on the impacts on investment, unemployment, and value-added creation.
Using a vector error correction model (VECM), we examined the causal relationships between tourism
entrepreneurship and sustainable development through key variables: investment in the tourism sector,
tourism incomes, and unemployment. Obtained results indicate a positive and significant impact in long-term
relationship, with weak contribution, both investment, and tourism receipts improving SDG. However,
elasticities are minimal. In short-term relationship, there are mixed and sometimes counterintuitive signs.
Unemployment hurts, but past unemployment appears to help SDG (possibly a statistical artifact). Overall,
the study supports a modest positive role for tourism entrepreneurship, but model limitations reduce
confidence. Despite its positive contribution to Algeria’s economic growth, tourism entrepreneurship still
accounts for only a small share of the economy—averaging less than 2%—particularly following the COVID-
19 crisis. This underscores the need for a long-term strategic overhaul to address the structural issues
hindering investment in this sector.
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ABSZTRAKT

A tanulmany a turisztikai véllalkozdi tevékenység fenntarthatd fejlédéshez valé hozzajaruldsat vizsgadlja a
fejléd6 gazdasagokban, kiilénds tekintettel Algéridra. Statisztikai szempontbdl a fenntarthatd fejl6dés
mérésére szolgdld index kidolgozasa kihivast jelent. Noha az emberi fejlettségi index (HDI) és a globdlis
fenntarthatd fejl6dési index (SDG) tovabbra is a legrelevansabb &sszehasonlité eszkdz, a tanulmany - az
algériai kontextust figyelembe véve — a beruhdzdsokra, a munkanélkiiliségre és a hozzdadott érték
teremtésére gyakorolt hatasokra &sszpontosit. Vektorhibakorrekciés modell (VECM) alkalmazasaval
vizsgdltuk az idegenforgalmi vallalkozdi tevékenység és a fenntarthatd fejlédés kozotti ok-okozati
Osszefliggéseket a kdvetkez6 kulcsvaltozok segitségével: az idegenforgalmi szektorba térténd beruhdzésok,
az idegenforgalmibevételek és a munkanélkiiliség. A kapott eredmények hosszu tavon pozitiv és szignifikdns
hatdst jeleznek, de a hozzdjarulds gyenge: mind a beruhdzdsok, az idegenforgalmi bevételek javitjdk ugyan
az SDG-t, az elaszticitdsok mégis csekély mértékiiek. Rovid tavon vegyes, és néha a vérttal ellentétes jelek
figyelhet6k meg. A munkanélkiiliség negativ hatassal bir, de a multbeli munkanélkiiliség ugy tlnik, el8segiti
az SDG-t (lehetséges, hogy ez statisztikai torzitds). Osszességében a tanulmany aldtdmasztja az
idegenforgalmi vdllalkozdi tevékenység mérsékelt pozitiv szerepét, de a modell korldtai csékkentik a
konfidenciat. Annak ellenére, hogy az idegenforgalmi vallalkozasok pozitivan jarulnak hozza Algéria
gazdasagi novekedéséhez, a gazdasagban még mindig csak alacsony ardnyt képviselnek - atlagosan
kevesebb mint 2%-ot —, kiilonésen a COVID-19-valsagot kdvetSen. Ez ravilagit arra, hogy hosszu tavu stratégiai
atalakitasra van sziikség az 3agazatba toérténd beruhdzdsokat gatld strukturdlis problémadk megoldasa
érdekében.
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1. Introduction

Between January and June 2025, some 690 million tourists traveled internationally, as
stated by UN Tourism. This represents an estimated increase of 33 million travelers
compared to the same period in 2024, generating a profit of around $1.9 trillion. UN
Tourism's forecasts, which predict 3-5% growth in international arrivals for 2026, remain
unchanged, as data from various countries on international tourism receipts revealed
significant tourism spending in early 2025 (WTO, 2025). As a result, the tourism sector
remains one of the fastest-growing industries worldwide. Its energy and strength help to
stimulate and secure opportunities for profit generation and job creation, while ensuring
the preservation of cultural heritage and the environment in tourist destinations around
the world (Tang & Tan, 2015). According to Booking.com's recent report, ‘Travel and
Sustainable Development 2025’ (Heiny, 2025), tourists are increasingly concerned about
contributing to the economies of the places they visit. A large proportion of these
individuals (73%) want to support entrepreneurs and companies whose tourism-related
profits are reinvested in the local community, while 77% of those surveyed aspire to have
authentic experiences that are representative of the local culture during their travels. With
this in mind, sustainable development is another concern that must be taken seriously in
the various strategies for developing tourism entrepreneurship. The recognition of tourism
as a potential tool for sustainable development was formalized on the international stage
in the United Nations Millennium Development Goals declaration in 2000, and after the
World Summit on Sustainable Development (UN, 2002) this role became an integral part of
the implementation program (Tepelus, 2008).

For the past twenty years, and in light of its proven benefits, entrepreneurship has
captured Algeria’s focus — a shift mirrored across the globe. The State's commitment to
developing this sector is evident in the implementation of a strategy (Master Plan for
Tourism Development — SADT - Horizon 2030) adopted by the Government Council in 2008.
This strategy outlines the goals to be met, with investment serving as a major source of
wealth, jobs, and growth. Entrepreneurship is one of the most important factors for a
growing economy, as its significance in economic research and policy is largely due to the
benefits it brings to the economy and society. Entrepreneurship may not have a direct
impact on economic expansion, but it can accelerate it through a large population of
enterprising individuals. This conclusion was demonstrated in research conducted by GEM
(Global Entrepreneurship Monitor), which suggested a model for comparing several
countries on different social and cultural aspects (GEM, 2025). This program has shown
that in places where entrepreneurship is strong, the share of GDP generated by
entrepreneurial initiatives increases every year (Vellas, 2011). Algeria, with its historical,
natural and cultural riches, has invaluable tourism potential. Consequently, tourism
entrepreneurship can play a crucial role in the country's economic development.

Tourism in Algeria is a rapidly growing industry, despite security and infrastructure
challenges. The main tourist attractions include:
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e Archaeological sites such as Djemila, Timgad and Tipaza, which promote historical
and urban tourism;

e The Algerian Sahara with its dunes and oases, which promote safaris and Saharan
tourism;

e The Mediterranean coast with its beaches and breathtaking landscapes, promoting
seaside, rural, and cultural tourism.

Although tourism currently accounts for an average of 10% of economic activity
worldwide (International Tourism Highlights, 2024), in Algeria its contribution does not
exceed 3 to 4% of GDP. This predicament is a result of the security situation in the 1990s,
which gave Algeria a bad reputation overseas. Furthermore, the Dutch disease appears to
be another factor contributing to this sector's lag. Nonetheless, Algeria has recently taken
a number of steps to capitalize on its tourism resources, which are just as significant as its
oil resources. A true revolution in tourism entrepreneurship resulted from the 1980 shift in
tourism policy, which opened the door for private projects (Benslimanr & Semaoune,
2020).

Tourism has grown significantly over the last decade, with a rate of 25%. However, for
many developing countries, the contribution of this sector is limited to bringing in foreign
currency and improving foreign exchange reserves (Kouri, 2015). For this reason, its impact
on the environment and sustainable development raises several issues. The World Tourism
Organization (UNWTO) is currently working with the United Nations as part of a United
Nations Environment Program to mitigate the negative effects and encourage initiatives
that promote sustainable development in nations. However, tourism, due to its
crosscutting nature and its role in shaping territories, is one of the sectors best suited to
implementing sustainable development in line with other policies on land use planning,
infrastructure, and social responsibility, while ensuring its long-term development
(Livandovschi & Manolica, 2017). In order to further the struggle against poverty and
hunger, equality, respect for human rights, health, and education, the tourist sector in
Algeria and all other developing nations is anticipated to improve North-South ties. This
thinking is based on the fact that the vast majority of tourists come from developed
countries, with 40% of international trips taking place in a developing country. Tourism
revenues reflect this dynamic, with developing countries experiencing a much greater
increase in revenues than high-income ones (those with a GDP-PPP of over US$12,475) over
the last two decades (UNWTO Tourism Highlights, 2015).

This overview leads us to consider the impact that the development of tourism
entrepreneurship can have on sustainable development in Algeria. In this study, we will
attempt to measure this impact using time series econometrics. To do so, we start from
the hypothesis that tourism entrepreneurship contributes to the improvement of the
national economy in various ways, including the creation of added value and its impact on
employment and investment.
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2. Literature review

According to Komppula (2014), tourism entrepreneurship can be defined as the process by
which individuals identify and exploit local opportunities to create distinctive tourism
experiences, often within small or medium-sized enterprises (SMEs). In the same way, it is
defined as all activities created by individuals or companies that provide products or
services related to travel and leisure. This type of entrepreneurship is characterized by its
capacity for innovation and its adaptability to market fluctuations. Tourism entrepreneurs
are often local actors who create businesses ranging from hotels and restaurants to leisure
activities and transport services, as explained by Schneider & Treisch (2019).

Tourism entrepreneurship is particularly relevant in the context of sustainable
development. Tourism businesses can generate jobs, revitalize local economies and
promote environmental conservation. The idea of sustainable development has been a
major concern for the global economy for around a century and has been part of the global
development agenda since the 1980s. According to a UNWTO study, the tourism sector
contributes nearly 10% of global GDP and provides millions of jobs. However, for this
contribution to be sustainable, it is essential that entrepreneurs adopt practices that
respect the environment and local communities. The World Tourism Organization
considers sustainable tourism to be tourism that takes into account current and future
economic, social and environmental impacts (World Tourism Organization, 2018).

Economically, Reinhold et al. (2017) argue that tourism entrepreneurship promotes job
creation and diversification of income sources. By offering unique products and services,
tourism businesses can attract visitor flows, which stimulates local economies. Research
has shown that entrepreneurial initiatives focused on sustainable tourism can strengthen
the economic resilience of destinations (Bramwell & Lane, 2011).

Socially, several authors confirm the key role that tourism entrepreneurship can play
in empowering local communities (Adamopoulos & Thalassinos, 2020). By involving local
actors in the decision-making process and allowing them to benefit from the economic
spin-offs, these initiatives help to strengthen the social fabric and preserve local cultures
(Gonzadlez-Rodriguez et al., 2020). In addition, the development of micro-enterprises
promotes social ties and better intercultural understanding between visitors and residents
(Aslan, 2014).

The environmental aspect of tourism entrepreneurship is also fundamental (Brida &
Risso, 2010). Businesses that adopt sustainable practices, such as the use of renewable
resources and waste management, can contribute to the preservation of natural resources
(Fletcher, 2019). For example, businesses dedicated to ecotourism play a dual role in
promoting tourism while actively participating in environmental conservation (Weaver,
2006).

A review of the empirical literature seems to corroborate the hypothesis that there is
a strong connection between tourism entrepreneurship and sustainable development. A
study conducted by P. Pablo-Romero & Molina (2013), which reviewed more than 80
empirical studies, showed that, all other things being equal. Two-thirds of the econometric
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studies examined highlight a univocal relationship between tourism (revenue generated)
and GDP growth, regardless of the method used, and an additional one-fifth even suggest
a biunivocal relationship between the two aggregates. Mario Holzner, for his part, studied
the case of 134 countries in an effort to raise a question regarding the relationship between
growth (GDP per capita) and reliance on the tourism sector. He showed that the most
effective model is that of a country with an intermediate level of reliance on tourism,
whose investments are primarily directed toward network infrastructure that benefits the
tourism sector as well as other manufacturing sectors (Moleiro, 2020).

Despite the acknowledged potential of tourism entrepreneurship to help sustainable
development globally, few empirical studies have examined the relationship between
tourism entrepreneurship and sustainable development in the Algerian context. Although
the economic, social, and environmental aspects of tourist entrepreneurship in developing
economies have been thoroughly studied in the literature (Komppula, 2014; Reinhold et al.,
2017; Gonzélez-Rodriguez et al., 2020), Algeria has received less attention. The majority of
the research on Algerian tourism is descriptive, concentrating on possible effects rather
than quantifiable ones. Furthermore, despite Algeria's recent attempts to grow the
tourism industry and its adoption of the SADT 2030 master plan, no study has yet used time
series econometrics to evaluate the causal relationship between tourism entrepreneurship
and sustainable development indicators.

3. Research methods
3.1. Overview of tourism entrepreneurship in Algeria

From the foregoing, we can conclude that one of the cornerstones of the tourism industry,
tourism entrepreneurship, ought to be recognized as an independent economic actor. It
stimulates the creation and sale of tourism products and services, while promoting
innovation, employment and, to a lesser extent, the attractiveness of regions (Roudi et al.,
2019). Although studies on entrepreneurship are rather rare, the employment rate linked
to entrepreneurship is low. Researchers note that the image of budding entrepreneurs is
not solely guided by the desire to maximize profit. This conceptual thinking motivates an
approach to entrepreneurship that includes values and cultural aspects as factors for
success in addition to development, business, and growth.

Algeria has a wealth of cultural riches, with its dialects and ruins. It is the second most
important site in the world, after Italy, in terms of Roman remains. It also has seven
UNESCO World Heritage sites, including the ruins of Tipaza, Tigzirt, Guelma, Timgad, and
Djemila. Its diverse natural environment offers opportunities for seaside tourism (1,200 km
of coastline), Saharan and hiking tourism, city tourism, business tourism, and health and
wellness tourism — more than 200 thermal springs (Bouacha & Lalaoui, 2018). However,
these significant assets and resources remain unexploited or poorly exploited.

The process of creating tourism businesses by private actors has continued unabated
since 1980. In 2024, there were approximately 1,557 hotels with a capacity of 143,811 beds,
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26 thermal establishments and 4,489 travel and tourism agencies, according to the
Algerian Agency for Investment Development and Promotion (AAPI). This trend is
continuing at a slow pace due to bureaucratic, financial and land-related obstacles to
entrepreneurship (red tape, mainly concerning building permits and travel agency licenses,
access to land, which is subject to speculation, and difficulties in accessing bank financing).
Thus, we are witnessing a dynamic of business creation of all kinds following the
encouragement of private investment through legislation and various business creation
schemes (e.g., ANDI, NESDA, ANSEJ, CALPI, CNAC). The economic fabric has thus become
an agglomeration of heterogeneous businesses belonging to several sectors, including
tourism, which remains relatively secondary (Chouam & Mohamed Belkacem, 2016), as
Table 1 illustrates.

Table 1. Investment projects declared by sector of activity

Amount
Number of . Number of
. Rate Millions of Rate . Rate
projects DA jobs
Agriculture 1437 2.36% 341134 2.23% 56 905 4.65%
BTPH 1473 18.83% 1409 676 9.20% 238 368 19.48%
Industry 13587 22.30% 9065273 59.17% 560 065 45.78%
Health 1217 2.00% 268 814 1.75% 28 785 2.35%
Transport 26 019 42.71% 1063 087 6.94% 141514 1.57%
Tourism 1238 2.03% 1327593 8.67% 74 190 6.06%
Services 5945 9.76% 1845 681 12.05% 123 638 10.11%
Total 1437 2.36% 341134 2.23% 56 905 4.65%

Source: AAPI (2024)

This situation has prevented the sector from developing at a steady pace, despite the
efforts made by the government, as illustrated in Figure 1.

The graph indicates that, prior to 2010, tourism's contribution to the Algerian economy
was very low, generally less than 1% in the early years, with slow growth until the 2010s,
when tourism accounted for around 2% to 3.5% of GDP according to broad international
data (including direct and indirect contributions) for the period 2010-2014. This significant
share can be explained by the inclusion of all economic impacts (jobs, taxes, domestic
spending). After 2014, the trend started to decline or stabilize at around 3.5%-3.7%, showing
rather slow growth in tourism compared to the economy as a whole. The available data
show a sharp decline in 2020 and 2021, with tourism's share falling to around 1.7% as a result
of the global shock to international travel. Official Algerian statistics highlighted by the
ministry indicate a direct contribution of around ~2% of GDP in 2023-2024, significantly
lower than in pre-pandemic years. The figures of ~2-3% often come from a broader measure
(WTTCQ) that includes indirect and induced effects. The figures of ~2% mostly cited for 2023-
24 correspond to the strict direct contribution of tourism (direct added value).
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Figure 1. Share of tourism sector in GDP (%) (1998-2024)

Contribution of the tourism sector to
Algeria's GDP (1998-2024)

M Share of GDP(%)

Source: Authors’ elaboration based on Open Data for Africa and Statista

Algeria remains an economy largely dominated by hydrocarbons and domestic
consumption, which reduces the relative share of tourism in GDP even when the sector is
growing. The obstacles remain structural: infrastructure, visas, international marketing,
and regional competition (Morocco, Tunisia). In 2022, the contribution of the crafts and
tourism sector to GDP was estimated at over 350 billion DA, a significant amount in terms
of wealth creation at the national level. This also translates into more than 1.18 million jobs
created in crafts and tourism-related trades, demonstrating the impact of local economic
actors. The craft/trade sector is often an important form of tourism entrepreneurship in
areas with a strong cultural identity (markets, local craft production, and heritage-related
services). SMEs in the tourism sector (hotels, agencies, guides, cultural, and craft services)
play a structuring role in the development of Algerian tourism; the private sector
consistently represented the largest share with around 80-82% throughout the entire
period, as illustrated in Table 2.

Table 2. Hotel and catering industry added value (Million DA) (1998-2024)

Private Public Total
AV (%) AV (%) AV (%)
1998 44.2 78 .50 12.1 21.49 56.3 100
1999 48 78.04 13.5 21.95 61.5 100
2000 52.7 78.65 14.3 21.34 67 100
2001 56.8 79.10 15 20.89 71.8 100
2002 61.5 79.45 15.9 20.54 774 100
2003 66.7 79.88 16.8 20.11 83.5 100
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2004 72.5 79.93 18.2 20.06 90.7 100
2005 79.7 80.34 19.5 19.65 99.2 100
2006 85.1 80.74 20.3 19.26 105.4 100
2007 92.6 80.31 22.7 19.68 115.3 100
2008 100.5 80.65 24.1 19.34 124.6 100
2009 106.8 80.60 25.7 19.39 132.5 100
2010 118.5 81.33 27.2 18.66 145.7 100
201 128.3 85.07 22.5 14.92 150.8 100
2012 138.9 81.41 31.7 18.58 170.6 100
2013 152.1 81.16 35.3 18.83 187.4 100
2014 164.2 81.81 36.5 18.18 200.7 100
2015 172.3 80.99 40.4 19.01 212.78 100
2016 192.4 80.07 47.9 19.93 | 240.39 100
2017 219.1 81.35 50.2 18.65 | 269.38 100
2018 235.3 80.57 56.7 19.43 2092.15 100
2019 201 81.36 46.1 18.65 2471 100
2020 172.2 80.88 40.7 19.1 212.9 100
2021 197 77-98 55.6 22.01 252.6 100
2022 224.8 81.95 71.5 18.04 396.3 100
2023 355.7 82.26 76.7 17.73 432.4 100
2024 388 82.50 82.3 17.49 470.3 100

Source: Authors’ elaboration based on Office National des Statistiques, Direction
Générale des Douanes, and UN Tourism

The theoretical study shows that these businesses contribute to:

e job creation,

e expanding tourist accommodation capacity,

e promoting local resources.

These SMEs have seen an increase of more than 50% in the number of tourist
establishments, indicating a rise in entrepreneurship in the sector.

Furthermore, the development of the tourism sector is no longer a matter of choice,
but rather a matter of urgency, and the challenge is being addressed in the SDAT plan.
Tourism entrepreneurship in Algeria, although historically weak compared to
hydrocarbons, is experiencing dynamic growth, reaching around 3.8% of GDP and 7.5% of
employment in 2024-2025. Supported by Coface and land reforms, this increase is being
driven by domestic tourism and an increase in foreign visitors, with more than 8,400
projects registered to develop infrastructure. Thus, the change in the situation in recent
years leads us to raise the question of the contribution of this sector, which we consider
promising, to the improvement of the national economy. For this reason, we will use time
series econometrics to measure this impact.
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3.2. Examining the relationship between tourism entrepreneurship and economic
development in Algeria

In this section, we use the most recent developments in time series econometrics to
investigate the causal relationships between Algeria's sustainable development and
tourism entrepreneurship. This approach will be applied in five stages inside a VECM
modelling framework: Unit root testing, Lag length selection for VAR in levels, Johansen
cointegration tests, VECM estimation, and diagnostic checking.

Before using statistical tests of stationarity (the KPSS test; Kwiatkowski et al., 1992)
and/or non-stationarity (the ADF and PP tests; Phillips & Perron, 1988), we shall first discuss
the database. The stationarity hypothesis can be evaluated using the first test, and the unit
root hypothesis can be tested using the second two tests. This allows us to differentiate
between non-stationary series, stationary series, and series for which there is insufficient
information in the data. (Kwiatkowski et al., 1992).

The first crucial step is to define the variables for our model to capture the three pillars
of sustainable development (economic, social, and environmental):

e Tourism variable (explanatory): INV, private investment in tourism infrastructure
characterizing the tourism entrepreneurship and tourism incomes (RT); this is a standard
proxy for measuring tourism activity.

e Economic Variable (explanatory): unemployment and tourism incomes (UNEMP).

e Control Variable (endogenous): the overall sustainable development index (SDG),
which takes into account:

1. The economic pillar: It assesses competitiveness and economic freedom. It
incorporates indicators such as macroeconomic performance, innovation, labor market
efficiency, GDP per capita, and freedom to conduct business.

2. The social pillar: This measures well-being and equity. It includes the poverty rate,
life expectancy, educational attainment, health status, and access to basic services (water,
sanitation).

3. The environmental pillar: This assesses the health of ecosystems and the impact of
human activity. It is based on indicators such as CO2 emissions, air and water quality, waste
management, biodiversity, and ecological footprint.

This study is based on the assumption that there is a long-term, steady-state
relationship between sustainable development and its fundamental determinants,
primarily tourism entrepreneurship, which amounts to formulating a linear version of our
econometric model as follows:

SDG t=6,+6,INV_t +86,RT t+63-UNEMP t+t+¢e t

This study covers the period from 1998 to 2024. Our database was compiled using data
from several sources, including the World Bank, the Ministry of Land Use Planning, Tourism
and Handicrafts, and the ONS. However, we regretfully have to restrict our time series to
the years 1998-2024 because the sustainable development index was not created until
2000.
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Collecting the data needed to estimate the model presented numerous challenges.
The first challenge concerns the sample size, which is limited, because the sustainable
development index was not performed until 2000. As there were many gaps in the time
series of the selected variables, painstaking work was necessary to build a database.
Although insufficient, it provides us with insights into the effect that tourism
entrepreneurship may have on sustainable development in a developing economy,
referring to the Algerian case. We are also aware that the number of variables selected is
insufficient, but given the size of the sample, we cannot select more variables as
recommended by econometric modelling. With a small sample, a VECM with more than
four variables becomes over parametrized, leading to unreliable cointegration tests,
unstable coefficients, and poor forecasts.

4. Research results
4.1. Presentation of stationarity test results

According to Table 3, all tests yielded the same result: Comparison of the calculated values
with the critical values indicates that all series are non-stationary at level. Similar tests on
the first differences of these series indicate that they are stationary, so we can deduce that
the series are integrated of order 1, I(1).

Table 3. Results of stationarity tests for the selected variables

Variables ADF i KPSS

Level 1st Diff Level 1st Diff Level 1st Diff

SDG -2.6789 | -3.8208 | -2.9918 | -3.8208 | 0.627751 | 0.216240
(0.0922) | (0.0086) | (0.9918) | (0.0086)

RT -1.9758 | -4.9060 -1.9523 -4.9166 | 0.635576 | 0.131116
(0.2946) | (0.007) | (0.3041) 0.007

INV -3.3618 -4.553 | -2.9918 | -4.7750 | 0.443717 | 0.053121
1.000 0.0016 | (1.000) 0.001

UNEMP -1.1295 -4.1714 | 11580 | -4.1497 | 0.475739 | 0.438415
0.6876 | 0.0039 | 0.6750 0.0041

Source: Authors’ elaboration using Eviews software. V12

4.2. Optimal lag length selection

In the following step, we should ascertain the optimal number of lags (P) for the VAR model
at level before beginning this test. Table 4 provides a summary of the test results. A review
of the table shows that most reporting criteria allow for maximum lags of one lag. We
therefore favor a VAR.
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Table 4. Lag length selection. Endogenous variables: SDG RT INV UNEMP. Exogenous variables: C.
Date: 05/24/26. Time: 18:00. Sample: 2000 2024. Included observations: 22.

Lag LogL LR FPE AIC e
0| -847.7602 NA 5.00e+28 77-43275 77.63112
1| -773.0801 115.4148%* 2.49e+26 | 72.09819%* 73.09005%
2| -752.6001 24.20366 | 1.97e+26%* 71.69092 73.47626
3| -731.8183 17.00331 2.10e+26 71.25621 73.83503

*Indicates lag order selected by the criterion
Source: Authors’ elaboration using Eviews software. V12

4.3. Cointegration tests

We have conducted our study of the long-term relationship using the Johansen process,
which is more appropriate when there are several real variables in the same model
(Johansen, 1988). Furthermore, unlike other methods, this technique has the advantage of
not only providing a cointegration test, but also identifying the number of cointegration
relationships (Hoang, 2017). The Johansen test consists of two sub-tests: the trace test and
the maximum eigenvalue test (Tables 5 and 6).

Table 5. Trace test results. Unrestricted cointegration rank test (Trace)

Hypothesized Eigenvalue | Trace statistic 0-05 Critical Prob.**
no. of CE(s) Value

None * 0.818263 65.44370 47.85613 0.0005

At most 1 0.438108 26.22425 29.79707 0.1221

At most 2 0.380275 12.96601 15.49471 0.1161

At most 3 0.081727 1.960999 3.841466 0.1614

Trace test indicates 1 cointegrating eqn(s) at the 0.05 level. *Denotes rejection
of the hypothesis at the 0.05 level. **MacKinnon-Haug-Michelis (1999) p-values.
Source: Authors’ elaboration using Eviews software. V12

Table 6. Maximum Eigenvalue test results. Unrestricted cointegration rank test
(Maximum Eigenvalue)

Hypothesized | _. Max-Eigen 0.05 Critical
Eigenvalue L
no. of CE(s) statistic Value
None * 0.818263 39.21945 27.58434
At most 1 0.438108 13.25823 21.13162
At most 2 0.380275 11.00502 14.26460
At most 3 0.081727 1.960999 3.841466

Max-eigenvalue test indicates 1 cointegrating eqn(s) at the 0.05
level. *Denotes rejection of the hypothesis at the 0.05 level.
**MacKinnon-Haug-Michelis (1999) p-values.

Source: Authors’ elaboration using Eviews software. V12
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Based on Johansen's trace statistic, we reject, at the 5% significance level, the null
hypothesis H, of no cointegration relationship (r = 0) against the alternative hypothesis H;
(r > 0) because (&¢rqce=65.44370) IS greater than the critical value read in the table below
(47.85613). We then move to the fourth row of the table, where we test the null hypothesis
(r =1) against (r > 1). We see that the rank of the matrix is equal to 1 since (&;;qce=1.960999)
is less than the critical value read in the table (3.841466). Consequently, we accept the
hypothesis of one cointegration relationship for a threshold of 5%.

4.4. Identification of the cointegration relationship

The method developed by Johansen & Juselius (1990) will allow us to assess the true
impact of exogenous variables on the endogenous variable in the long-term relationship,
so we are considering estimating a VECM model after highlighting the uniqueness of the
cointegration relationship linking the Sustainable Development Index to its fundamentals
(Table 7).

Table 7. Vector Error correction estimates. Date: 05/24/26 Time: 21:52.
Sample (adjusted): 2003 2024. Included observations: 22 after adjustments.
Standard errors in () & t-statistics in [ ]

Cointegrating Eq CointEqt
SDG(-1) 1.000000
INV(-1) -5.85E-03
(1.5E-03)
[4.00179]
RT(-1) -2.79E-02
(7.5E-03)
[3.71369]
UNEMP(-1) 0.629200
(0.16802)
[3.74469]
C -88.23419
Error Correction D(SDG) D(INV) D(RT) D(UNEMP)
CointEq1 -0.203707 104222.4 29141761 0.368130
(0.06215) | (39509.4) | (1.3E+07) | (0.26941)
[-3.27793] | [2.63791] | [2.30489] | [1.36644]
D(SDG(-1)) -0.157535 20365.58 27672827 -0.193450
(0.21375) | (135894.) | (4.3E+07) | (0.92664)
[-0.73700] | [0.14986] | [0.63634] | [-0.20876]
D(SDG(-2)) -0.378405 -151398.6 | -15973633 1.189222
(0.19393) (123292.) | (3.9E+07) (0.84071)
[1.95127] | [-1.22797] | [-0.40486] | [1.41455]
D(INV(-1)) 5.70E-07 -1.210588 -342.4623 -1.72E-06
(7.5E-07) | (0.47886) |  (153.242) |  (3.3E-06)
[0.75614] | [-2.52804] | [-2.23478] | [-0.52815]
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D(INV(-2)) -3.20E-08 | -0.168446 | -239.2006 -2.19E-07
(5.9E-07) (0.37681) (120.584) (2.6E-06)
[-0.05394] | [-0.44703] | [1.98368] | [-0.08519]
D(RT(-1)) 5.33E-09 | -0.003146 | -1.366936 -1.17E-08
(2.0E-09) (0.00127) | (0.40632) (8.7E-09)
[2.66957] | [-2-47775]| [3-36419]| [-1:34947]
D(RT(-2)) 1.69E-09 | -0.001256 -1.602334 6.86E-09
(2.0E-09) | (0.00127) | (0.40719) (8.7E-09)
[0.84467] | [-0.98687] | [3.93506] | [0.79085]
D(UNEMP(-1)) 0.225265 -111990.3 | -70875634 | -0.106784
(0.09320) (59251.2) | (1.9E+07) | (0.40402)
[2.41708] | [-1.89009] | [3.73796] | [-0.26430]
D(UNEMP(-2)) 0.083210 -91378.76 | -50971594 0.233557
(0.07947) | (50523.8) | (1.6E+07) | (0.34451)
[1.04706] | [1.80863] | [3.15259] | [0.67793]
C 0.601232 184881.4 | -24258230 | -0.599284
(0.16664) | (105944.) | (3.4E+07) |  (0.72241)
[3-60796] | [1.74509] | [-0.71552] | [-0.82956]
R-squared 0.707987 0.693589 0.645987 0.621322
Adj. R-squared 0.488977 0.463781 0.380477 0.337313
Sum sq. resids 1.531484 6.19E+11 6.34E+16 28.78205
S. E. equation 0.357244 227122.2 72681675 1.548710
F-statistic 3.232671 3.018119 2.433006 2.187687
Log likelihood -1.903786 | -295.8805 -422.7844 -34.17245
Akaike AIC 1.082162 27.80732 39.34403 4.015677
Schwarz SC 1.578091 28.30325 39.83996 4.511606
Mean dependent 0.278531 144987.6 4437727. -0.559091
S. D. dependent 0.499741 310161.8 92341354 1.902463
Determinant resid
covariance (dof adj.) 3.72E+25
Determinant resid
covariance 3.29E+24
Log likelihood -745.8486
Akaike information
criterion 71.80442
Schwarz criterion 73.98651

Source: Authors’ elaboration using Eviews software. V12

The long-term relationship resulting from the cointegration relationship can therefore be
expressed as follows:
SDG =5.85e-03*INV + 2.78e-02*RT - 0.629*UNEMP + 88.23
Based on the obtained results on long-term cointegration equilibrium, we find that,
overall, the coefficient of determination is reliable (R?=0.707987) and it reflects the
significant explanation of sustainable development by selected variables, namely
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unemployment in the tourism sector, incomes generated by tourism, and investment in the
tourism sector.

The VECM long-term relationship reveals that private tourism investment (INV) has a
positive but very weak long-term effect on sustainable development in Algeria, with a
coefficient of 0.00585. Despite the positive and significant impact, one million DZD increase
in private tourism investment raises the SDG index by only 0.00585 units over the long run.

Tourism receipts (RT) have a positive and statistically significant long-term effect on
sustainable development in Algeria, with a coefficient of 0.0279—approximately 4.8 times
larger than that of tourism investment (INV). Economically, this means that a one million
DZD increase in tourism revenues improves the overall SDG index by 0.0279 units.
Operating tourism thus contributes more to sustainable development than does
investment itself, as revenues generate tax income for the state, employment earnings for
households, and demand for local suppliers. However, the effect's absolute magnitude is
still small, indicating that tourism receipts may be concentrated in a small number of
regions (such as coastal areas, Algiers, and Tassili), that redistribution mechanisms toward
the social and environmental pillars are weak, and that the import content of tourism
consumption is probably high, limiting local multiplier effects.

Unemployment (UNEMP) has a strong negative long-term effect on sustainable
development in Algeria, with a coefficient of —0.6292. Economically, this means that a 1
percentage point increase in unemployment reduces the SDG index by 0.63 units—a large
and detrimental impact. Unemployment thus appears as a major structural barrier to
sustainable development. High unemployment undermines the economic pillar through
lower GDP per capita, reduced innovation, and labor market inefficiency; weakens the
social pillar by increasing poverty, worsening health outcomes, and reducing access to
basic services; and indirectly harms the environmental pillar, as unemployed populations
may overuse natural resources such as firewood or engage in informal hunting and land
clearing.

We can say, in general, that the impact is positive but with weak contribution. Both
investment and tourism receipts improve SDG, but elasticities are very small. This is due to
the small selected sample (only 22 observation). This could be considered a study
limitation. The deduced short-term relationship is given by:

ASDG=-0.378%D (SDG(-2)) + 5.33E-09*D (RT(-1)) + 0.225*D (UNEMP(-1)) + 0.601

In the short term, only the SDG index itself adjusts toward equilibrium. Tourism
variables (INV, RT) are not responsive to sustainable development imbalances. This
suggests policy incoherence: When SDG deviates from target, tourism investment and
receipts do not react to help restore balance.

4.5. Diagnostic checking

Verification of the residuals' homoscedasticity, autocorrelation, and normality is necessary
for the validation and robustness tests for our estimated model. The following tests are
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employed to confirm these attributes: The Breusch-Godfrey, Jarque-Bera, and Breusch-
Pagan-Godfrey tests.

4.5.1. Residuals autocorrelation test

Both tests confirm that there is insufficient evidence to detect serial correlation in the
residuals, insofar as F-statistic p-value = 0.5269 is greater than 0.05, and Obs*R-squared p-
value = 0.3646 is greater than 0.05 (Table 8).

Table 8. Residual autocorrelation test

Breusch-Godfrey Serial Correlation LM Test
F-statistic 0.426999 | Prob. F(1,11) 0.5269
Obs*R-squared 0.822086 | Prob. Chi-Square(1) 0.3646
Source: Authors’ elaboration using Eviews software

4.5.2. Normality test

We cannot reject the null hypothesis of normality of the residuals as long as the Jarque-
Bera p-value = 0.299255 greater than 0.05, so we conclude that the residuals are normally
distributed (Figure 2).

Figure 2. Residuals normality test

5
Series: Residuals
Sample 2003 2024
4 Observations 22
Mean 1.94e-15
3 Median 0.026671
Maximum 0.404848
Minimum -0.683969
5 Std. Dev. 0.270051
I Skewness -0.804862
Kurtosis 3.202652
14 Jarque-Bera  2.412921
Probability 0.299255
0

-0.6 -0.4 -0.2 0.0 0.2 0.4
Source: Authors’ elaboration using Eviews software

4.5.3. Heteroscedasticity test

The null hypothesis is consistently not rejected by any of the three tests. The variance of
the residuals is constant or homoscedastic. Heteroscedasticity is not evident.
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Table 9. Residual heteroscedasticity test

Heteroscedasticity Test: Breusch-Pagan-Godfrey
F-statistic 0.307457 | Prob. F(12,9) 0.9697
Obs*R-squared 6.396532 | Prob. Chi-Square(12) | 0.8948
Scaled explained SS | 2.095934 | Prob. Chi-Square(12) | 0.9992
Source: Authors’ elaboration using Eviews software

4.5.4. Robustness test

Theinverse roots lie within the unit circle, and all the moduli are less than 1, which indicates
the absence of the unit root. The estimated VECM(1.1) is therefore stationary, and the
model is perfectly stable; thus, the used variables form a stationary dynamic system.

Figure 3. Robustness test
Inverse Roots of AR Characteristic Polynomial

-
o

1.0 4

00— . . .

o
o

1
.

1.0

~

'1:’ T T T T T
15 10 -0 0.0 0 1.0 1

o
o
o

Source: Authors’ elaboration using Eviews software

5. Conclusions

The econometric study shows that tourism entrepreneurship has a positive impact on
sustainable development (SDG) in Algeria, suggesting that tourism and entrepreneurship
share common goals of socio-economic development at the global and local levels, social
inclusion, and protection of cultural and environmental heritage. The premise that tourism
entrepreneurship significantly and favorably affects sustainable development and
economic growth in Algeria is supported by the model estimation findings. Although
currently limited (not exceeding an annual average of 3-4% of GDP) and generating
approximately USD 1.6 billion in direct revenue from visitors in 2023, it indicates significant
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economic activity of tourism businesses in Algeria. The development of this promising
sector requires investment in infrastructure and a long-term strategy aimed at promoting
tourism. In addition, the obtained results indicate an impact that extends to other variables
that are positively correlated with the development of tourism entrepreneurship, including
tourism incomes and employment in the tourism sector. The findings of this study also
reveal a bitter reality: despite the positive impact of tourism entrepreneurship and the
government's willingness to boost this sector, the various strategies adopted by Algeria to
promote the development of tourism have revealed their shortcomings, even their failures.
This observation clearly highlights the insignificant position attributed to the tourism
sector, particularly after the health crisis of 2019. Indeed, the socialist-inspired
development model adopted in Algeria after gaining its independence can explain the low
weight of tourism. The aim of this model was to establish an integrated economy capable
of meeting the needs of the population, with a crucial role assigned to industrializing
industries. The prosperous hydrocarbon situation has led Algeria to neglect international
tourism as a source of foreign income at a time when its coffers are full thanks to oil
revenues. Available studies and analyses highlight several constraints that still limit the
impact of tourism entrepreneurship on economic growth in Algeria:

limited financing for tourism SMEs,

lack of adequate infrastructure,

insufficient vocational training and digitalization of the sector,

e administrative complexity and investment conditions.

These factors are hindering the rapid expansion of tourism entrepreneurship and its
direct impact on economic development in Algeria.
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ABSZTRAKT

A humdneréforras-menedzsment (HRM) kulcsfontossagu a szallodak versenyképessége szempontjabdl,
ugyanakkor korlatozottak az ismeretek arrdl, hogy a vezetdk kiilonb6z8 kontextusokban miként integraljak
a gyakorlatokat olyan koherens rendszerekbe, amelyek befolydsoljdk a munkavallaléi motivacidt,
elégedettséget és elkotelez8dést. A tanulmany kvalitativ esettanulmdanyokra épiil, kilenc marokkdi és
magyarorszagi, négy- és Otcsillagos szdlloda HRM-folyamatait vizsgdlja szdllodaigazgatdkkal és HR-
vezetBkkel késziilt félig strukturalt interjuk segitségével. Az elemzés Deci és Ryan onmeghatdrozds-
elméletére épiil. Eredményeink szerint a magas ,,érettségli” szdllodak - kiilondsen a nemzetkdzi lancok -
integralt, formalis HR-rendszereket és kapcsolatorientalt gyakorlatokat alkalmaznak, mig a kisebb, fliggetlen
szdllodak széttagoltabb, tulajdonos altal vezérelt modellek szerint miikddnek. A kutatas egy HRM-érettségi
kontinuumot vazol fel a szallodaipar szamara, és ramutat, hogy a HR-gyakorlatoknak a markapozicionaldssal
és a munkavallaléi pszicholdgiai sziikségletekkel vald Gsszehangoldsa er@sitheti a motivaciét, az
elkotelezettséget és a szolgaltatasmindséget a feltorekvd és atmeneti fazisban 1év6 szdllodak piacan.
Kulcsszavak: elkételezettség, szdllodaipar, humdner6forrds-menedzsment, motivdcid, elégedettség
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1. Introduction

Human resource management (HRM) is central to hotel competitiveness because service
quality depends on employees’ motivation, satisfaction, and willingness to go the extra
mile (Dominguez-Falcdn et al., 2016). Persistent turnover, labour shortages, and intense
customer contact make effective HR practices a strategic rather than purely administrative
issue (Chandran & Abukhalifeh, 2021). In emerging and transitional markets, resource
constraints and owner-driven short-termism can further limit investment in people despite
managers recognising its importance (Agbodo-Otinpong, 2015). Prior studies link core HR
practices such as training, rewards, participation, and supportive leadership to positive
employee and organisational outcomes in hospitality and show that HR systems are most
powerful when internally consistent, mutually reinforcing, and aligned with business
strategy (Plessis et al., 2016; Khassawneh & Mohammad, 2021). However, much of this
work is quantitative, focuses on single countries or chains, and treats HR practices as
isolated variables rather than broader configurations that vary by context (Boxall & Macky,
2009; McGinley et al., 2021).

This study responds with a qualitative multi-case analysis of HRM in four- and five-star
hotels in Morocco and Hungary. Morocco represents a developing hospitality market
where international chains coexist with locally owned establishments. The sample includes
four chain hotels and one boutique hotel, allowing comparison between standardised
corporate systems (including HR) and more informal, relationship-based approaches
(Chandad & Rochdane, 2025). Hungary offers a contrasting Central European context, with
chain-affiliated urban five-star hotels and independent regional properties, in which formal
HR processes are limited and owner influence is strong, consistent with evidence that
Hungarian SMEs often lack dedicated HR specialists and rely on informal, owner-led HR
practices (Finna & Krajcsak, 2011). Semi-structured interviews were conducted with general
managers and HR managers in nine hotels (five in Morocco and four in Hungary), focusing
on recognition and rewards, training and careers, communication and employee voice,
working conditions and well-being, empowerment and participation, and the strategic
integration of HR. These domains draw on HRM and motivation research and map onto the
self-determination theory (SDT) needs for autonomy, competence, and relatedness, which
predict high-quality work motivation and well-being across settings (Deci & Ryan, 2000;
Olafsen & Deci, 2020).

Guided by this framework, the study addresses three research questions:

e How is information about career opportunities, organisational strategy, and
performance expectations communicated between hotel management and employees?

e Which human resource management practices most strongly shape employees’
motivation, job satisfaction, and organisational commitment?

e To what extent, and through which mechanisms, are employees empowered to
share their opinions and ideas and to participate in decision-making processes within the
hotel?
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2. Literature review
2.1. Strategic human resource management in hospitality

In the hospitality sector, strategic human resource management (SHRM) is described as a
key mechanism for aligning people practices with organisational objectives and service
demands. SHRM typically involves coordinated recruitment, training, performance
recognition, and career development systems that aim to improve service quality and long-
term performance (Agbodo-Otinpong, 2015; Eshete & Birbirssa, 2024). Digitalisation
further shapes SHRM in hotels, as modern technology and data-driven HR tools support
more efficient communication, monitoring, and decision-making, helping firms respond to
competitive market pressures (Radovic¢ et al., 2025).

2.2. Employee motivation

Camilleri et al. (2024) highlight employee motivation as central to service delivery in
hospitality, as motivated staff are more likely to show discretionary effort, responsiveness,
and pro-service behaviours. Both intrinsic factors (autonomy, meaningful tasks, career
opportunities) and extrinsic drivers (fair pay, formal recognition) shape motivation in
hotels, while low wages, unstable contracts, and limited training reduce morale and
productivity, underscoring the vulnerability of hospitality jobs to unfavourable conditions
(Al-Badarneh & Malkawi, 2025). Practices such as personalised recognition, supportive and
transformational leadership and visible pathways for development are associated with
stronger engagement. self-determination theory (SDT) explains these effects through the
needs for autonomy, competence, and relatedness, which are strengthened when HR
practices empower employees, build skills, and foster supportive relationships (Akbudak,
2024; Camilleri et al., 2024). Herzberg et al.’s (1959) motivator-hygiene theory further
distinguishes hygiene factors (pay, supervision, working conditions) that prevent
dissatisfaction from motivators (recognition, achievement, responsibility, growth) that
drive positive motivation, clarifying why improving basic conditions alone often fails to
produce highly motivated employees in hospitality. In hospitality specifically, irregular and
often unpredictable shifts, high emotional labour demands, and persistently high turnover
rates create conditions that erode motivation if not actively countered by supportive HR
practices, making motivation-focused investment a retention necessity rather than a
discretionary add-on (Michael & Fotiadis, 2022)

2.3. Employee satisfaction

Job satisfaction is widely recognised as a key outcome for both employee retention and
service performance in hotels. Transparent internal communication, fair and competitive
compensation, and ongoing opportunities for skills development are frequently identified
as important factors influencing satisfaction (Debreceni et al., 2025; Saito et al., 2025),
while respectful treatment, realistic promotion opportunities, and supportive working
conditions further shape employees’ perceptions of their jobs (Duarte & Silva, 2023).
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Across various contexts, structured training, supportive work environments, and clear
alignment between roles and the hotel’s mission are associated with higher satisfaction
and lower turnover intentions (Nwokorie, 2021). Based on SDT, studies show that
satisfaction increases when needs for autonomy, competence, and relatedness are met
through participation in decision-making, constructive feedback, and teamwork (Camilleri
et al., 2024). However, many empowerment studies treat empowerment as a formal
managerial practice rather than examining whether employees actually feel
psychologically ‘safe’ enough to exercise autonomy in decision-making.

In hotel settings, occupational well-being initiatives that support employees’
psychological health and work-life balance, together with supportive management and
opportunities for growth, are associated with higher motivation and more positive
employee attitudes (Ali et al., 2025). These working conditions are consistently associated
with higher turnover intentions in the hospitality sector, underscoring the need to
integrate work-life balance considerations into HRM systems (Deery & Jago, 2015). Even
though employee well-being has received growing attention in hospitality research, the
literature continues to emphasise operational and physical dimensions of well-being more
strongly than psychological and emotional support mechanisms.

2.4. Employee commitment

Meyer and Allen’s (1991) three-component model frames commitment as affective
(emotional attachment), continuance (cost-based), and normative (obligation-based). This
framework has been widely applied in hospitality to explain why employees remain with
their organisations for emotional, economic, or moral reasons. Hotels that involve
employees in decision-making, communicate career pathways clearly, and maintain
consistent internal communication tend to report stronger commitment and lower
attrition (Ji & Han, 2021; Ghani et al., 2022). Existing studies frequently acknowledge the
importance of communication in employee management but rarely conceptualise
communication itself as a strategic HR mechanism through which organisational goals,
career opportunities, and performance expectations become meaningful to employees.

Research comparing luxury chains and smaller hotels indicates that large, branded
properties frequently rely on standardised appraisal systems and comprehensive benefits
to sustain loyalty, whereas smaller hotels place more emphasis on personalised
development, close-knit teams, and a strong sense of belonging (Marinakou &
Giousmpasoglou, 2019). The provision of high-quality service can result in the satisfaction
of both hotel employees and guests (Németh, 2025).

The reviewed literature directly informs this study's three research questions.
Communication practices and their role in transmitting career and performance
information underpin RQ1; the interplay between formal rewards, intrinsic drivers, and
sector-specific pressures underpins RQ2; and the literature on empowerment and voice
provides the basis for RQ3. By synthesising these strands through SDT across two national
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contexts, the study extends existing knowledge beyond single-country quantitative
designs.

3. Methodology

The study investigates how managerial practices in human resource management (HRM)
shape employee motivation, satisfaction, and commitment in high-quality hotels in
Morocco and Hungary. A qualitative multiple-case design was adopted, using semi-
structured interviews with HR managers and senior hotel managers to obtain in-depth
insights into HR practices, communication processes, and empowerment initiatives. This
approach is suitable for exploring complex, context-dependent managerial practices that
cannot be fully captured through standardised questionnaires.

In line with the exploratory aims, a purposive sampling strategy was adopted to select
four- and five-star hotels that were recognised locally for service quality and
professionalised management. The intention was not to obtain a statistically
representative sample, but to capture variation in HRM maturity across contrasting
organisational forms (chain versus independent, urban versus regional, luxury versus
resort) in two hospitality markets. This logic of case selection reflects the view that rich,
information-intensive cases are well suited for examining how HRM practices are bundled
in different hotel contexts, rather than for estimating population-level effects.

The participating hotels included luxury chains, international, boutique, wellness,
resort, and independent 4- and 5-star properties in Morocco and Hungary, where
interviews were conducted with HR managers, general managers, and management
assistants between October 2025 and January 2026. The selected hotels vary in size,
location, and classification, and are all high-quality properties; their characteristics are
summarised in Table 1. Selection criteria prioritised properties with established reputations
for service excellence, ensuring that the sample reflected both the standardised practices
of multinational chains and the flexibility of boutique operations.

The participating hotels were chosen according to three criteria: operation in the four-
or five-star segment, an established reputation for service excellence in their region, and
the availability of managers directly responsible for HR-related decisions. This design
introduces a comparative perspective between Morocco and Hungary, but it does not aim
to disentangle country-level effects from organisational-level effects statistically. National
context is therefore treated as a background condition that shapes how individual hotels
design and implement HRM systems, rather than as a variable that can be isolated from
ownership, size, and location.
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Table 1. Characteristics of participating hotels

Identification | Classification Size Main features

4-star Business hotel with meeting facilities and
Hotel 1 (MA) | (chain) =~ 174 rooms | suites

5-star =~ 100 | Seaside luxury chain with event and
Hotel 2 (MA) | (chain) rooms | leisure facilities

5-star =~ 255 | Luxury chain with modern amenities for
Hotel 3 (MA) | (chain) rooms | high-profile guests

5-star Boutique hotel with minimalist design
Hotel 4 (MA) | (boutique) <50 rooms | and upscale amenities

5-star =~ 255 | Luxury chain combining modern elegance
Hotel 5 (MA) | (chain) rooms | with traditional design

5-star Wellness hotel with personalised
Hotel 6 (HU) | (wellness) =~ 83 rooms | programmes, medical check-ups, and spa

Restored historic hotel with classic

5-star =~ 100 | interiors, small spa, and waterfront
Hotel 7 (HU) | (reconstructed) rooms | access

4-star =~ 260 | Resort with pools, wellness/sport areas,
Hotel 8 (HU) | (resort) rooms | activities and family services

Modern wellness hotel with clean-lined

4-star =~ 127 | interiors, compact spa area, and easy

Hotel 9 (HU) | (countryside) rooms | access to local thermal baths

Source: own editing

As the study aims to explore a managerial perspective, it focuses on general managers and
HR managers because they design and coordinate the HR policies and practices that
employees experience daily. While this perspective is important for understanding how
HRM systems are intended to function, it also has limitations, as managers may present
their organisations in a favourable light and their views may only partially reflect those of
frontline employees. To mitigate this risk, accounts were compared across hotels and
ownership types, and we explicitly acknowledge the absence of direct employee data as a
limitation and an avenue for future research.

Interviews were conducted in private and lasted 40-60 minutes. Three interviews were
recorded and transcribed verbatim; the remaining six were documented through detailed
notes taken during the session. A semi-structured interview guide was used, organised
around HR practices that the literature identifies as key drivers of employee motivation,
satisfaction, and commitment in hospitality: recruitment and selection, recognition and
reward, training and development, feedback and communication, and well-being and
work-life balance. Open-ended questions and follow-up probes were used to allow
respondents to elaborate on specific initiatives, perceived outcomes, and contextual
constraints. Interviews were analysed manually through deductive thematic analysis.
Following established guidance on thematic analysis, we first familiarised ourselves with
the transcripts and notes, then generated parent codes related to recognition and
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rewards, training and development, communication and employee voice, working
conditions and well-being, empowerment and participation, and the strategic integration
of HR. Within each parent code, emergent subcodes were developed from the data (e.g.,
formal training programmes, career opportunities, etc., as sub-codes for training and
development). These codes were iteratively grouped into broader themes and organised
in a case-by-theme matrix that facilitated comparisons between Moroccan and Hungarian
hotels and between chain and independent properties. Coding was conducted by the
primary researcher, with a selection of coded segments reviewed by a second researcher
to ensure interpretive consistency. The development of themes was guided by the
theoretical framework of SDT. The interviews addressed the following research questions:

e RQ1: How is information about career opportunities, organisational strategy, and
performance expectations communicated between hotel management and employees?

e RQ2: Which human resource management practices most strongly shape
employees’ motivation, job satisfaction, and organisational commitment?

e RQ3: To what extent, and through which mechanisms, are employees empowered
to share their opinions and ideas and to participate in decision-making processes within the
hotel?

4. Results

This section presents the results of a thematic analysis of semi-structured interviews with
human resource and hotel managers from four and five-star hotels in Morocco and
Hungary. The analysis explores how HR practices shape employee motivation, satisfaction,
and commitment in two national hospitality contexts, and how managers perceive their
contribution to organisational effectiveness.

The Moroccan sample included four international chain hotels and one locally owned
boutique hotel, providing insights across different organisational structures within a
developing hospitality market. The Hungarian sample ranged from established five-star
properties to independent regional hotels.

Interviews in both countries followed a semi-structured approach focused on
recognition, empowerment, and well-being. Six main themes emerged consistently across
both national contexts:

—_

. recognition and rewards systems

training and career development
communication, feedback, and employee voice
working conditions and well-being
empowerment and participation

SRRV

. strategic integration of HR practices.
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4.1. Recognition and reward system

Systematic reward systems promote perceived fairness and transparency, while
interpersonal appreciation addresses deeper social and psychological needs. In Morocco,
all four chain hotels use formal recognition programmes (annual awards, employee-of-the-
month schemes, appraisal-linked incentives), whereas the boutique relies mainly on
spontaneous acknowledgement and symbolic gestures.

In Hungary, recognition is also a key driver of morale, but systems vary in
sophistication. One five-star wellness hotel combines annual evaluations, day-to-day
praise, and peer-voted end-of-year awards (e.g., “Guests’ Favourite”, “Hero of Flexibility”),
using guest feedback and weekly department-head meetings to highlight exemplary
behaviour. Another five-star hotel runs an employee-of-the-month scheme tied to service
charge distribution and upselling commissions, directly linking recognition to revenue and
service quality. The countryside hotel relies mainly on guest questionnaires, naming staff,
and a basic employee of the month benefit, with the incoming GM acknowledging that
broader structures do not yet exist. Across both contexts, managers see recognition as
central to morale, pride, and reduced turnover intentions, blending structured rewards
with everyday appreciation.

4.2. Training and career development

Moroccan participants considered training essential for service quality and motivation.
Chain hotels use standardised corporate learning frameworks, e-learning, and formal
progression pathways, sometimes including international rotation and leadership
development tracks, while the boutique relies more on mentoring and cross-functional
exposure. The wellness hotel makes continuous learning part of its brand, offering English
courses, communication training, and support for medically oriented staff to attend
external programmes.

Another five-star property invests in language training and guest journey workshops
while developing an in-house revenue manager, illustrating targeted “key role”
development rather than broad-based investment. Several Hungarian managers cultivate
internal labour markets by advertising all vacancies internally and developing “number
two” successors for each department, including a potential successor to the general
manager, to ensure continuity and visible career paths. In contrast, the countryside hotel
reports no promotion opportunities and has only budgeted, not yet delivered, staff
training, highlighting the structural constraints facing small independents.

Overall, training is a shared priority but with notable resource and scope differences.
Moroccan chains emphasise standardised international curricula and regional support,
reflecting their integration into global brand systems, while Hungarian hotels, facing post-
pandemic labour shortages, prioritise succession planning and internal labour markets.
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4.3. Communication, feedback, and employee voice

Transparent communication and consistent feedback are common priorities in Morocco.
Chain hotels use formal systems such as annual appraisals, digital dashboards, and
engagement surveys, while the boutique relies on daily briefings and open-door
interaction; managers also note younger staff prefer continuous feedback to periodic
reviews. These patterns show that communication acts as both managerial control and
motivational resource: formal systems institutionalise fairness and documentation, while
informal exchanges sustain immediacy, trust, and psychological safety.

In Hungary, practices range from relational, everyday feedback to emerging formal
tools like satisfaction surveys. The wellness hotel integrates feedback through informal
conversations, one-to-ones, departmental meetings, and an annual loyalty survey, while
another hotel has introduced yearly employee surveys whose anonymised results are
synthesised by the general manager and shared in quarterly staff meetings, alongside a
canteen suggestion box. Yet several interviewees stress that hierarchy and “old era”
attitudes (“shut up, do your job”) limit psychological safety; employees hesitate to
approach senior leaders, and their voice is often confined to issues such as pay or staff
food.

Taken together, Moroccan hotels appear more advanced in digital engagement tools
and survey infrastructure, reflecting stronger corporate investment in standardised HR
systems, whereas Hungarian properties rely more on relational, face-to-face mechanisms
but acknowledge hierarchical barriers to genuine voice.

4.4. Working conditions and employee well-being

All five Moroccan managers viewed well-being as integral to satisfaction and performance.
Chain hotels run company-wide programmes covering health insurance, on-site meals, and
structured rest-breaks, while the boutique emphasises relational well-being, flexibility, and
empathetic scheduling around personal circumstances; managers also acknowledge
workload peaks and long shifts as persistent pressures.

Hungarian managers likewise see well-being as central but describe a mix of basic
provisions, health-oriented initiatives, and gaps. The health-focused wellness hotel offers
on-site medical consultations, discounted tests and treatments, regular movement
activities (e.g., Pilates, Nordic walking), and tailored daily meals, whereas other properties
provide warm meals, uniforms, laundry, staff use of spa/fitness areas, and reduced-rate
medical checks via local partners. Work schedules show both constraints and partial
flexibility. In one countryside hotel, employees choose compressed 12-hour shifts to secure
longer time off, while in luxury hotels, some back-office staff use occasional home office
days, but front-line roles remain fully on site. Mental-health-specific support is largely
absent, with interviewees noting past norms that treated psychological well-being as
private and current initiatives focusing mainly on physical health, benefits, and work-life
balance.
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Overall, well-being practices indicate shared commitment but different emphases:
Moroccan hotels prioritise foundational benefits and relational empathy, whereas
Hungarian properties, especially the wellness hotel, integrate wellness into brand identity
through medical partnerships and movement programmes. In both contexts, long,
irregular hours remain a structural challenge, and mental-health support is
underdeveloped, reflecting industry norms that prioritise physical over psychosocial care.

4.5. Empowerment and participation

In Morocco, patterns vary by structure: chain hotels retain hierarchy but delegate limited
decision-making to supervisors, especially for guest service adjustments within set
budgets, whereas the boutique’s flat hierarchy grants frontline staff broader discretion;
managers agree that this enhances responsiveness, confidence, and ownership.

In Hungary, empowerment practices are emerging but constrained by traditional
hierarchies. Some hotels solicit ideas through team meetings, suggestion boxes, and
informal conversations, stressing trust and a climate where goals and weaknesses can be
discussed, yet employees seldom join major decisions, and formal shared decision
mechanisms are weak, particularly in smaller or newly opened hotels.

Overall, empowerment in both countries involves gradual expansion of autonomy
within boundaries set by hierarchy and leadership culture: Moroccan chains delegate guest
service decisions, while Hungarian properties experiment with idea boxes and conflict
resolution protocols. Structural features such as flat hierarchies and budget discretion
enable empowerment, but its effect hinges on leadership attitudes and psychological
safety, so participative management often remains aspirational, especially in independent
properties.

4.6. Strategic integration of HR practices

Managers in both countries increasingly described HR in strategic terms, but the level of
integration varied within and across hotels.

In Morocco, interviewees framed HRM as a strategic partner contributing directly to
service quality. Chain hotel managers highlighted HR metrics such as training hours,
turnover rates, and engagement scores in performance dashboards, while the boutique
manager portrayed HR as a “cultural architect” focused on teamwork and loyalty. Large
chains relied more on data-driven HR analytics, whereas smaller establishments sought
strategic impact mainly through culture and cohesion, supporting the idea that
performance improves when people practices align with organisational objectives.

In Hungary, HRM was likewise treated as a strategic lever, though links to business
strategy differed. The wellness hotel aligned language training, communication
workshops, and tailored health programmes with its positioning as a five-star, health-
centred establishment, while the recently reconstructed five-star hotel embedded HR in
financial strategy by investing in key talent (e.g., an internal revenue manager), building
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successors, and tying up-selling rewards to revenue and profit. By contrast, the countryside
hotel showed low HR maturity: the GM reported almost no systems for appraisal, voice or
career progression and described an owner mentality where employees should be
“grateful” for their jobs, whereas retrospective accounts from the former HR led hotel
illustrated how vision and mission workshops and internal labour market policies could still
link HR to organisational direction in traditional settings.

Strategic HR integration thus shows the widest variation across the cases. Leading
hotels in both countries align HR practices with brand positioning, guest experience, and
financial performance. Moroccan chains achieve this through HR analytics and dashboards,
whereas Hungarian hotels through employer branding and development of key roles, while
independent and newly opened hotels struggle to embed HR strategically and often follow
owner-centred, transactional models.

Overall, the level of strategic HR integration appears to depend more on organisational
size, resources, and managerial orientation than on national context alone. Table 2
summarises common patterns and distinguishing features across the six themes in
Moroccan and Hungarian hotels.

Table 2. Common patterns and distinguishing features across the six themes in Moroccan and

Hungarian hotels

Theme area

Common pattern

Distinguishing

Distinguishing

service quality and
competitiveness

international
rotations and
mentoring in chains;
mentoring and cross-
functional exposure
in the boutique

(MA & HU) features (MA) features (HU)
Recognition Universal motivator linked | Structured Peer-voted awards in
to morale and lower programmes in the wellness hotel;
turnover chains; relationship- revenue-linked
based gestures in the | commissions in upscale
boutique hotels; limited,
informal recognition in
the countryside hotel
Training Core HR investment for Global curricula, Brand-linked language

training, succession
planning and key-role
development;
resource-constrained
training in the
countryside hotel

Communication

Transparency and

feedback valued; younger

staff favour continuous
feedback

Mix of formal
reviews, digital
dashboards,
engagement surveys
and informal dialogue

Reliance on face-to-
face communication
and university-
partnered surveys,
with hierarchical
barriers limiting open
dialogue
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gradually; effectiveness
depends on leadership
and culture

in chains; wider
discretion in the
boutique; some
budget authority

Well-being Seen as linked to Policy driven benefits | Medical partnerships,
satisfaction and in chains; empathy- wellness activities and
performance based scheduling in compressed shifts for

the boutique; flexibility, alongside
insurance and meals | gaps in mental-health
support

Empowerment | Autonomy expanding Controlled autonomy | Idea boxes and conflict

resolution protocols
with limited uptake;
structural limits in

independent hotels

Strategic HR Integral when aligned

with organisational goals

HR analytics and
metrics in chains;
cultural stewardship
and team loyalty in
the boutique

Employer branding and
health centred
positioning in the
wellness hotel;
revenue-manager and

upselling focus in the
reconstructed hotel;
low HR maturity and a
“grateful employee”
mentality in the

countryside hotel

Source: own editing

5. Discussion

The thematic results unveil how hotels in Morocco and Hungary design their HR practices
and what distinguishes more and less advanced approaches to people management. The
six themes identified align with Deci and Ryan's SDT (2000), which emphasises autonomy,
competence, and relatedness as essential psychological needs driving intrinsic motivation.
Recognition and rewards enhance competence and relatedness, training builds
competence, and empowerment supports autonomy. This section interprets the findings
through the lens of HRM maturity and provides responses to the three research questions.
The presentation of the results reflects the comparisons of the hotel types involved in the
study: chain and independent, urban five-star properties and a countryside hotel to show
how context, ownership, and managerial philosophy shape HR systems.

5.1. Differences in HRM maturity across the two countries

Table 2 shows that Moroccan chains and the two Hungarian five-star properties exhibit high HRM
maturity, with strong practices across all six themes, whereas the Hungarian resort and
countryside hotels show more partial, emerging patterns. In the chains and top-tier Hungarian
hotels, HR is treated as a strategic partner, with engagement surveys, dashboards, and HR
indicators “always linked to our business targets”. By contrast, the countryside GM describes a
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legacy mindset where employees should be “grateful to work for us”, showing how ownership
and location constrain the institutionalisation of strategic HR. This gradient supports arguments
that chain vs. independent, urban vs. rural, and upscale vs. standard settings shape the extent to
which HR systems are formalised and integrated with business strategy, while also revealing that
even in low-maturity settings, individual managers may hold people-centred values but face
resource constraints and entrenched attitudes.

5.2. Communication of strategy, careers, and performance expectations (RQ1)

Across the sample, the sophistication of communication practices mirrors the overall HRM
maturity of each property. In high-maturity hotels, communication is a deliberate, structured act:
investments like the decision to “invest a lot of money into one person... to do the revenue
management on long term for us” signal to staff which careers the organisation values, while
dashboards and surveys make performance expectations tangible in daily operations. Career
opportunities are communicated through equally deliberate means: high-maturity hotels
advertise all vacancies internally, develop ‘number two’ successors for each department, and
offer formal progression pathways including international rotations and leadership
development tracks, making career pathways visible and institutionalised rather than implicit. In
low-maturity settings, by contrast, the countryside GM’s acknowledgement that “outside of
hotel chains, HR activities receive practically no emphasis” reflects an absence of systematic
communication: information about long-term goals or career opportunities is rarely formalised
and tends to be transmitted informally, if at all. The contrast reveals that communication
maturity and HRM maturity are not merely correlated; rather, communication is the mechanism
through which strategic intent either reaches employees or remains confined to management.
The findings extend Meyer and Allen’s (1991) framework by demonstrating that communication
itself is a critical mediating mechanism. Career systems and developmental opportunities only
strengthen attachment when they are made visible, credible, and institutionally embedded
through communication practices.

5.3. HRM practices shaping motivation, satisfaction, and commitment (RQ2)
5.3.1. Balancing formal systems and human connection

Across both countries, the strongest hotels combine formal HR systems with relational,
everyday practices rather than relying on one or the other. For instance, Moroccan chains
operate annual performance awards and appraisal-linked bonuses, yet managers also insist
that “authentic day-to-day appreciation” is crucial for morale. Similarly, the Hungarian
wellness hotel has structured end-of-year awards but emphasises “continuous feedback
and recognition based on the daily work, and the feedback of guests”, treating mistakes
as “a chance to learn and enhance skills”.

This pattern aligns with Herzberg’s motivator-hygiene theory and SDT: formal rewards
and benefits provide fairness and security, while interpersonal recognition, mentoring, and
supportive communication satisfy deeper needs for competence and relatedness. The
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contribution is to show, in a hospitality context, that high engagement appears where
formal systems are not purely bureaucratic but are animated by personal attention,
storytelling in meetings, and visible role-modelling by managers.

5.3.2. Well-being as more than perks

All hotels recognise the importance of well-being but operationalise it differently.
Moroccan chains offer “company-wide well-being programmes encompassing health
insurance, on-site meals, and structured rest break policies”, whereas the Moroccan
boutique and several Hungarian hotels stress flexibility and empathy in scheduling as a way
of caring for people. The Hungarian wellness hotel goes further, providing annual medical
consultations, discounted laboratory tests, movement activities (e.g., Pilates, Nordic
walking), and tailored meals for staff, clearly linking its internal well-being offer to its
external health-focused brand. Yet support specific for mental health- remains limited. One
former HR manager recalls that “back then, nobody cared about mental well-being... it
was said that this is for home”, and even in more advanced cases, well-being is still framed
mainly in physical or benefit terms. This suggests that hospitality HRM is moving from basic
security (meals, insurance, shifts) toward more holistic well-being, but has not fully
integrated psychological and emotional dimensions, a gap that the study makes visible and
that future practice can address. The results support the findings of the study Ali et al.
(2025), while also identifying an important implementation gap. The evidence suggests
that well-being initiatives in hospitality are most effective when they move beyond
transactional employee benefits and become integrated into broader organisational
cultures of support, communication, and development. In this sense, HRM maturity
appears closely connected to the extent to which employee well-being is treated not
merely as an operational necessity, but as a strategic and relational component of
organisational sustainability and employee retention.

5.4. Employee empowerment, voice, and participation in decision-making (RQ3)

Empowerment and participation are the most uneven themes, especially in Hungary.
Moroccan chains grant “limited decision-making authority to supervisors [...] within set
budgets,” while the boutique allows frontline staff wider discretion because of its flat
hierarchy. In Hungary, managers declare open doors, install idea boxes, and one GM runs
quarterly all staff meetings with anonymous questions, yet employees still mainly complain
about “staff food” and “salary” and fear approaching top management. These findings
extend SDT by showing that formal channels for autonomy are insufficient if psychological
safety and historical norms (“shut up, do your job”) are not addressed. Across cases,
empowerment appears as a staged process: it begins as controlled autonomy (small
decisions, suggestion schemes) and only becomes meaningful when line managers
consistently invite ideas, mediate conflicts fairly, and model a “voice-friendly” culture. The
countryside hotel illustrates the starting point of this trajectory, with “no such processes”
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for employee opinions or decision-making, despite the GM’s personal belief in work-life
balance and professional development. The findings align well with Deci and Ryan’s (2000)
SDT, and further suggest that HRM maturity in hospitality can be understood partly
through the extent to which organisational structures and leadership practices enable
autonomy, competence, and relatedness in everyday work.

5.5. Implications of the emerging patterns to theory

The current study contributes to hospitality HRM literature by showing that effective
people management depends not simply on the existence of HR practices, but on how
strategically integrated, consistently communicated, and relationally embedded those
practices are within hotels. The study also extends existing research by identifying
communication and psychological safety as key mechanisms through which HR practices
become meaningful and effective. In addition, the research highlights that HRM maturity
varies more strongly according to ownership structure, managerial philosophy, and
organisational resources than national context alone. Methodologically, the qualitative
multi-case design adds depth to hospitality HRM research by revealing how formal systems
and relational leadership practices interact in everyday hotel operations.

To synthesise the main cross-case patterns, Table 3 summarises the key dimensions,
common patterns, and implications of the findings.

Table 3. Summary of discussion insights

Dimension Key pattern across cases Main implications from this
study
HRM maturity Hotels form a continuum from highly HR maturity is strongly shaped
levels developed (Moroccan chains, Hotel 6 by ownership and context
(HU), Hotel 7 (HU)) to emerging (Hotel | (chain vs. independent, urban
9 (HU)), with Hotel 8 (HU) in the vs. countryside), and even “low
middle. maturity”” hotels may have

managers who are personally
committed to better HR but
lack systems.

Formal systems Strongest hotels combine structured Effective motivation in hotels
and human programmes (awards, appraisals, depends on integrating formal
connection surveys) with daily, interpersonal rewards with genuine everyday
recognition and support. appreciation and coaching, not
relying on procedures alone.
Empowerment Empowerment is the most uneven Building psychological safety
and voice theme; formal channels (idea boxes, and developing participative
open doors, limited discretion) exist, leadership are critical if
but fear and “old era” hierarchies employee voice is to move
reduce real voice. beyond complaints about pay
or food.
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Well-being focus All hotels value well-being, but most Hospitality HRM is still early in
focus on physical security and benefits addressing mental-health and
(meals, insurance, shifts); only a few psychosocial aspects of well-
move towards holistic health (medical being, pointing to a clear area
checks, movement programmes). for improvement and further
research.
Strategic High-maturity hotels use HR metrics and | The cases demonstrate
integration of HR | targeted investments (e.g. revenue- concrete ways HR canactas a
manager training, rotation schemes) to | strategic partner, while smaller
support business goals and brand hotels rely more on culture and
positioning. cohesion as their route to
competitive advantage.

Source: own editing

6. Conclusion and limitations
6.1. Theoretical and practical implications

Taken together, the nine hotels form a continuum of HRM development rather than a
simple split between good and bad practice. At one end, Moroccan chains and the two
Hungarian five-star properties show strategically aligned HR systems where recognition,
training, voice, well-being, empowerment, and strategy reinforce each other. In the
middle, the resort hotel has strong legacy systems in recognition, development, and well-
being but only partial empowerment, while the countryside Hungarian hotel represents an
early stage with limited formal training, feedback, voice, and strategic HR structures.
Mapping cases along this continuum provides hotel HR leaders with a practical tool to
diagnose their maturity level and decide where to invest next, and illustrates for
researchers how classic HRM theories play out differently across chain vs boutique, urban
vs regional, and high-star vs recently upgraded hotels. Theoretically, the findings extend
self-determination theory and Meyer and Allen's commitment framework by
demonstrating that neither autonomy, competence, and relatedness nor affective and
normative commitment are fixed outcomes of individual practices; rather, they emerge
from the coherence and maturity of the broader HR system in which those practices are
embedded.

6.2. Limitations

The study has several limitations. First, the small, purposive sample of four- and five-star
hotels in two countries limits the generalisability of the findings to other regions, hotel
categories, or tourism sectors. Second, data come mainly from general and HR managers,
so the results reflect managerial views; frontline employees might assess the same
practices differently, and future studies will focus on employees’ perspectives. Third, the
qualitative, cross-sectional design captures perceptions at one point in time and cannot
show how HRM changes across seasons, crises, or leadership transitions. Finally, the
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analysis focuses on a predefined set of HR practices (recognition, training, communication,
well-being, empowerment, and strategic integration), while other domains, such as
recruitment, job design, and work-family policies, were not examined in depth.

Future research should address these limitations by collecting employee-level data to
assess whether frontline staff perceive the same practices as managers reported, and by
extending the sample across additional national contexts and hotel categories.
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ABSTRACT

The research aims to identify the key experiential dimensions influencing tourist satisfaction, loyalty and
destination recommendation. Data were collected through a structured questionnaire administered to
tourists participating in cheese-making workshops and farm visits. Factor analysis revealed four dimensions:
gastro loyalty, cheese workshops, sustainability governance and farm interaction. The findings indicate that
hands-on participation in traditional dairy production, interaction with local producers and animals and
clearly communicated sustainability practices significantly enhance tourists ’understanding of local
gastronomic culture and overall experience. The study emphasizes the role of authentic, farm-based

gastronomic experiences in strengthening sustainable rural tourism development.
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ABSZTRAKT

Akutatas célja azoknak a legfontosabb éiménybeli dimenzidknak a feltdrdsa, amelyek befolyasoljak a turistdk
elégedettségét, hliségét és az ti cél ajanlasat. Az adatokat strukturalt kérddiv segitségével gylijtottik dssze,
amelyet sajtkészitd mihelyeket felkeresd és farmldtogatdsokon részt vevd turistdk toltottek ki. A
faktoranalizis négy dimenziét tart fel: gasztrondmiai hiiség, sajtkészitd mdhelyek, a fenntarthatdsdg
iranyitdsa és a gazdasdgokkal vald interakcid. Az eredmények arra utalnak, hogy a hagyomdnyos tejtermék-
eldallitasban vald aktiv részvétel, a helyi termel&kkel és dllatokkal vald interakcid, valamint a fenntarthatdsagi
gyakorlatok egyértelmld kommunikdldsa jelentfsen javitja a turistdk helyi gasztrondmiai kulttraval
kapcsolatos megértését és dltalanos élményét. A tanulmany hangsilyozza az autentikus, gazdasdgokon

alapulé gasztrondmiai éimények szerepét a fenntarthatd falusi turizmus fejlesztésének erdsitésében.
Kulcsszavak: autentikus gasztrondmiai turizmus, sajt- és kajmak-kdstold programok, farmturizmus,
gasztrondmiai turizmus, helyi étkezési kultira
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1. Introduction

Gastronomy tourism in Alpine regions allows visitors to engage with farm life, traditional
practices and local culinary heritage. In Tyrol, small and medium farms use gastronomy
tourism to diversify income while preserving landscapes and cultural identity (Verduna et
al., 2020; Hurdawaty et al., 2025). Local products, especially cheeses and dairy specialties,
combined with workshops and tastings, enhance visitor satisfaction and support social and
economic sustainability (Sthapit et al., 2023). Tourist motivations are linked to authenticity,
cultural value and experiential uniqueness, positioning local gastronomy as a key driver of
destination attractiveness and loyalty (Obradovi¢ et al., 2023; Angelakis et al., 2022).

Sustainable practices preserve rural landscapes and link food production with tourism
experiences. Cheese embodies a “taste of place” shaped by nature, traditional methods
and heritage, adding experiential value through farm visits and tastings (Pamukcu et al.,
2021). Tyrol illustrates integration of traditional production into agritourism, enhancing
authenticity and rural development. Workshops and tastings strengthen engagement,
reduce seasonality and support local economies (Yasar & Glmrikcd, 2022; Kokkranikal &
Carabelli, 2024; Kalenjuk Pivarski et al., 2024). Authentic local products increase destination
attractiveness and encourage revisit intentions (Bassi et al., 2021).

Traditional dairy supports cultural and social sustainability through community
involvement, while authenticity includes production, setting, storytelling and tourist
participation (Rodrigues et al., 2023; Kovalenko et al., 2023). Young consumers perceive
mountain products as sustainable, traditional and healthy (Bonadonna et al., 2022; Dimassi
et al., 2025). Cheese quality depends on seasonal grazing and influences sensory
characteristics (Lonardi & Unterpertinger, 2022). Challenges include skills, service quality
and infrastructure, while multifunctional rural tourism integrates agriculture, culture and
education to enhance visitor satisfaction and economic sustainability (Wallnéfer et al.,
2024).

2. Literature review

Gastronomy tourism enables visitors to engage with local culture through food,
workshops, farm visits, markets and events, supporting heritage, rural life and landscape
preservation (Yasar & GUmrikcl, 2022). Farm-based tourism promotes socio-economic
benefits, environmental stewardship and rural livelihoods, often reinforced by quality and
sustainability certifications (KneZevi¢ et al., 2025; Stalmirska, 2024). In Tyrol and other
Alpine regions, gastronomy tourism integrates farm activities, cheese production, tastings
and participatory experiences, enhancing economic viability, cultural preservation and
destination authenticity (He et al., 2021; Grillini et al., 2025). As suggested by Hurdawaty et
al. (2025), authenticity in local food experiences contributes to memorable tourism
experiences and positively affects tourist’s behavioral intentions, including revisit intention
and destination loyalty. H1 assumes that satisfaction with authentic, high-quality and
educational farm-based cheese and kaymak degustation experiences strengthens tourist’s
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understanding of local food culture and fosters loyalty through positive word-of-mouth,
recommendation and revisit intention.

Rural tourism relies on farm diversification and local engagement, linking gastronomy
to sustainable practices, biodiversity and small-scale farm support (Dixit & Prayag, 2022). It
strengthens environmental responsibility, visitor satisfaction and cultural identity, even
though over-commercialization may threaten authenticity (Yasar & Glmriik¢i, 2022; Grillini
et al., 2023; Byrne & Zabetakis, 2023).

Food culture motivates travel and shapes experiences through authenticity, tradition
and local connection, while erosion of authenticity weakens destination identity. Mountain
landscapes provide cultural ecosystem services but face pressures from land-use change,
climate, population growth and recreation, requiring sustainable management (Percan et
al., 2023; Rana et al., 2024). H3 assumes that transparent communication of sustainable
farming and ecological production practices increases tourists’ trust, positive destination
evaluation and perceived suitability of the gastronomic tourism model for application in
other destinations. Studies indicate that sustainability communication influences
behavioral intentions through perceived credibility and destination commitment
(Bhattacharyya et al., 2024). In addition, transparency in communicating sustainability
practices helps reduce uncertainty and strengthens tourists ’overall evaluation of a
destination, contributing to more positive attitudes toward sustainable tourism models
(Tolkes, 2020).

Tourists seek authentic, immersive experiences. Local food strengthens emotional
attachment, heritage preservation and destination attractiveness (Beltramo et al., 2024;
Duglio et al., 2022). H2 claims that hands-on participation in cheese-making workshops
enables experiential learning and strengthens perceived authenticity by allowing direct
engagement with traditional dairy production processes. According to Vujko et al. (2025),
authenticity in gastronomic tourism is experiential in nature, as it emerges through direct
engagement with local production practices, where tourists actively participate rather
than passively observe. Alpine destinations like Tyrol build identity on landscapes, rural
lifestyles and traditions, making sustainable, experience-oriented products essential. Slow
tourism promotes ethical, immersive and educational travel. Food venues support
authenticity, local identity and experiential value, linking slow tourism and slow food
movements (Baimoratova et al., 2023; Fusté-Forné et al., 2021). In Tyrol, farm-based
experiences like cheese workshops, tastings and culinary activities foster engagement with
traditional production, culture and sustainability (Huang et al., 2023; Brdar, 2021). H4
presumes that direct interaction with producers, animals and the farm environment
enhances authenticity perceptions, emotional connection and positive attitudes toward
the local community and destination. Studies highlight that hands-on engagement and
social interaction with farmers contribute to deeper understanding of rural lifestyles and
strengthen emotional bonds between visitors and the local community (Wu et al., 2023).
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3. Research methods

This study follows a post-positivist epistemology, which considers tourists ’perceptions of
slow tourism and slow food practices, including engagement with local gastronomy, farm-
based activities, sustainability governance and community interaction, as measurable and
modelable, while acknowledging that full objectivity is unattainable. Knowledge is
probabilistic and theory-informed, aiming to identify stable patterns through empirical
investigation. Accordingly, a quantitative, survey-based design was adopted to explore
visitor experiences in rural and gastronomic tourism.

Data were collected in December 2025 via an online questionnaire on Google Prolific.
The final sample included N = 423 respondents with a balanced gender distribution (51.8%
male, 48.2% female) and broad age representation (36-45, 26-35, 46-55). Most respondents
had secondary or higher education, including university and postgraduate degrees and
comprised both domestic and international visitors. This indicates that the survey captured
a diverse sample of visitors to Tyrol.

The survey included 29 items, of which 16 were retained and grouped into four latent
dimensions via exploratory factor analysis: (F1) Gastro loyalty, (F2) Cheese workshops, (F3)
Sustainability governance, (F4) Farm interaction, each with four items capturing
experiential, cultural and sustainability constructs.

Factor 1: Gastro loyalty items measure satisfaction with local food quality, educational
programs, gastronomic identity and intention to recommend the destination, reflecting
emotional attachment and behavioral loyalty.

Factor 2: Cheese workshops items assess participatory learning, skill acquisition,
instructor expertise and traditional souvenir crafting, highlighting hands-on engagement
with local food heritage.

Factor 3: Sustainability governance items capture perceptions of sustainability
practices, ecological farming, clarity of information and perceived transferability of
practices, emphasizing institutional and communicative aspects of slow tourism.

Factor 4: Farm interaction items measure direct engagement with producers, animals,
farm environment, host hospitality and authentic connection with the community,
reflecting social and relational components of rural tourism.

The dataset’s suitability for factor analysis was confirmed via KMO = 0.901 and
Bartlett’s Test: Approx. x* = 8498.299, df = 435, p < 0.001. Maximum Likelihood extraction
with eigenvalues > 1 retained four factors explaining 46.41% of variance, with varimax
rotation yielding a balanced factor distribution. Items loaded coherently: Gastro loyalty on
satisfaction and recommendation; Cheese workshops on participatory learning; Farm
interaction on social and experiential engagement; Sustainability governance on ecological
awareness and practices. These results confirm the reliability and conceptual coherence of
the factors, providing a robust empirical basis for analyzing gastronomic, social and
sustainability dimensions of farm-based tourism in Tyrol.
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4. Research results

The demographic profile of tourists participating in gastronomic and farm-based
experiences in Tyrol (N = 423) indicates a heterogeneous and balanced sample across
gender, age, education and country of origin, providing a reliable foundation for the
analysis of visitor experiences and engagement in gastronomic and rural tourism activities
(Table 1-4). Gender distribution was nearly equal, with 51.8% male (n = 219) and 48.2% female
(n = 204). Respondents represented a wide range of age groups, including 36-45 years
(25.3%), 26-35 years (23.6%), 46-55 years (21.7%), 56-65 years (14.9%), 18-25 years (8.3%) and
66 years and above (6.1%). Educational attainment was relatively high, with 43.5% holding a
college or university degree, 25.8% holding an MSc or PhD degree, 25.1% having completed
high school and 5.7% reporting elementary education as their highest level of education.
The sample included both domestic and international visitors. Germany accounted for the
largest share of respondents (38.8%), followed by Austria (21.0%), the Netherlands (15.1%),
Switzerland (9.9%), Italy (8.7%) and the United Kingdom (6.4%). Overall, the demographic
characteristics suggest that the survey captured a diverse group of participants across key
socio-demographic categories.

Table 1. Gender composition of the respondents

Frequency Percent Valid percent Cumulative percent
Male 219 51.8 51.8 51.8
Female 204 48.2 48.2 100.0
Total 423 100.0 100.0

Source: Authors’ data

Table 2. Age composition of the respondents

Frequency Percent Valid percent Cumulative percent

18-25 35 8.3 8.3 8.3
26-35 100 23.6 23.6 31.9
36-45 107 25.3 25.3 57.2
46-55 92 21.7 21.7 79.0
56-65 63 14.9 14.9 93-9
Over 66 26 6.1 6.1 100.0
Total 423 100.0 100.0

Source: Authors’ data

Table 3. Educational composition of the respondents

Frequency Percent Valid percent Cumulative percent
Elementary school 24 5.7 5.7 5.7
High school 106 25.1 25.1 30.7
College/Faculty 184 43.5 43.5 74.2
MSc/PhD 109 25.8 25.8 100.0
Total 423 100.0 100.0

Source: Authors’ data
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Table 4. Origin of the respondents

Frequency Percent Valid percent Cumulative percent

Germany 164 38.8 38.8 38.8
Austria 89 21.0 21.0 59.8
Netherlands 64 15.1 15.1 74.9
Italy 37 8.7 8.7 83.7
Switzerland 42 9.9 9.9 93.6
UK 27 6.4 6.4 100.0
Total 423 100.0 100.0

Source: Authors’ data

Table 5 shows the Kaiser-Meyer-Olkin (KMO) measure and Bartlett’s Test of Sphericity. The
KMO = 0.901 indicates excellent sampling adequacy, confirming that the variables’
correlation structure is highly suitable for factor analysis. Bartlett’s Test is significant
(Approx. x* = 8498.299, df = 435, p < 0.001), showing the correlation matrix is not an
identity matrix and that meaningful relationships exist among items. Together, these
results confirm the dataset’s appropriateness for factor analysis and support the
identification of distinct dimensions related to tourists’ gastronomic experiences,
sustainability perceptions and farm-based interactions.

Table 5. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .901
Approx. Chi-Square 8498,299
Bartlett's Test of Sphericity df 435
Sig. .000

Source: Authors’ data

Table 6 presents the results of factor analysis using the Maximum Likelihood extraction
method, illustrating the total variance explained by the extracted factors. Based on the
criterion of eigenvalues greater than 1, four factors were retained, together explaining
47.75% of the total variance. The first factor accounts for 21.66%, while the second, third,
fourth and factors contribute 8.99%, 8.75%, and 8.35%, respectively, indicating that each
factor meaningfully explains visitors’ perceptions and experiences. Varimax rotation
redistributed variance more evenly across factors (7.96-10.08%), enhancing interpretability
and confirming the stability and coherence of the extracted dimensions. Overall, the
results suggest a meaningful four-factor structure that captures multiple dimensions of
visitors’ perceptions and experiences related to gastronomic and farm-based tourism in
Tyrol and provides a basis for subsequent analyses.
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Table 6. Total Variance Explained (Maximum Likelihood Extraction)

. . Extracted . Rotated .

Initial % of Cumulative . Cumulative . Cumulative

Factor . . Variance Variance
Eigenvalue | Variance % . Extracted % . Rotated %
(%) (%)

1 6.499 21.664 21.664 19.90 19.906 10.075 10.075
2 2.698 8.994 30.659 7.252 27.158 10.004 20.079
3 2.625 8.750 39.408 6.861 34.019 9.935 30.014
4 2.503 8.345 47.753 6.074 40.093 8.429 38.443

Source: Authors’ data

The rotated factor matrix in Table 7 shows a clear and theoretically consistent grouping of
variables into four factors: Gastro loyalty, Cheese workshops, Farm interaction and
Sustainability governance. Varimax rotation produced a well-defined structure with high
loadings on respective factors and minimal cross-loadings, enhancing interpretability and
reliability. Gastro loyalty is defined by food appreciation, gastronomic understanding,
overall satisfaction and recommendation intention, reflecting the role of high-quality local
food and educational components in shaping emotional attachment and loyalty. Cheese
workshops is characterized by workshop engagement, skill acquisition, instructor
expertise and souvenir crafting, highlighting hands-on, educational experiences. Farm
interaction emphasizes interaction with producers, host hospitality, contact with animals
and community connection, capturing social and emotional dimensions of farm-based
tourism. Sustainability governance is defined by sustainable production, ecological
promotion, transparent sustainability information and perceived transferability to other
destinations, underscoring tourists’ awareness and appreciation of environmentally
responsible practices. Overall, the matrix confirms the coherence and robustness of the
four-factor model, providing a solid foundation for hypothesis testing and further analysis
of gastronomic, social and sustainability-oriented dimensions in Tyrol.

Table 7. Rotated Factor Matrix

Factors
Cheese Farm Sustainability
Gastro loyalty . .
workshops interaction governance
Workshop engagement 21 .702 .087 .061
New skills 117 .709 123 .090
Instructor expertise 118 724 .099 .074
Souvenir crafting 135 .642 .077 31
Producer insight .088 130 .683 .060
Host hospitality 124 .092 .674 110
Animal interaction 153 129 .715 .076
Community connection .052 104 .720 .059
Sustainable production .088 109 .060 .638
Ecological promotion .057 -.027 .055 .695
Sustainability information .033 .034 .058 .662
Model transfer 119 .118 .083 .647
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Quality satisfaction .665 .050 .064 .067
Food appreciation .726 136 .088 124
Gastro understanding .708 180 .082 109
Recommendation intention 713 183 123 141

Source: Authors’ data

Gastro loyalty (Factor 1) indicates high tourist satisfaction with food quality and educational
programs. Participation in workshops and tasting authentic local products enhanced
appreciation of Tyrolean culinary heritage, authenticity and sustainable practices,
particularly due to the rarity of such foods in modern markets. Experiencing homemade
cheese and kaymak, a traditional Balkan dairy product, combined with production
observation and interaction with locals, strengthened cognitive and emotional
engagement with rural life. These sensory, educational and social experiences increased
overall satisfaction, emotional attachment and destination recommendation, confirming
H1 and demonstrating that farm-based gastronomy strengthens visitor loyalty and long-
term destination competitiveness.

Cheese workshops (Factor 2) revealed high satisfaction with informative and engaging
cheese-making activities. Hands-on participation strengthened social interaction,
connection with local residents and appreciation of traditional skills, particularly among
urban visitors. Workshops supported cultural preservation, personal involvement and
experiential learning, while instructor expertise and self-made souvenirs enhanced
authenticity. These results confirm H2, highlighting participatory cheese-making as a key
driver of authentic gastronomic experiences.

Sustainability governance (Factor 3) shows that tourists perceive local cheese and
kaymak production as a sustainable tourism model that supports environmental
responsibility, local economies and resource preservation. Farms clearly communicate
ecological practices, confirming Tyrol as a model of good practice and supporting H3.
Direct participation strengthened emotional engagement and the perceived value of
sustainability, while findings indicate that successful replication requires education,
governance and careful planning.

Farm interaction (Factor 4) indicates high visitor satisfaction with authentic insight into
local life through participation in daily routines and traditions. Direct host interaction
created lasting memories, valued more than material souvenirs, while hospitality and
knowledge sharing proved essential for positive experiences. These interactions enhance
authenticity, visitor satisfaction and long-term destination competitiveness.
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Figure 1. Structural model of experiential tourism dimensions and their interrelationships
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The results in Figure 1 indicate an excellent overall model fit. The chi-square test is non-
significant (x* = 103.348, df = 98, p = .336), with a x?/df ratio of 1.055, suggesting minimal
discrepancy between the model and the observed data. Absolute fit indices confirm this
result, with low RMR (.009) and high GFI (.970) and AGFI (.959). Incremental fit indices
further demonstrate outstanding performance (CFl = .999, TLI = .999, IFl = .999, NFI =
.980), indicating that the proposed model substantially outperforms the independence
model. Parsimony-adjusted indices (PNFI =.801, PCFI =.816) show that strong fit is achieved
without unnecessary model complexity. The RMSEA value is exceptionally low (.011; 90%
Cl: .000-.029; PCLOSE = 1.000), reflecting a very close approximation to the population

Source: Authors’ data

covariance matrix.

All latent constructs exhibit strong internal consistency, with composite reliability
values well above conventional thresholds. The average variance extracted for each
construct exceeds recommended cut-off values, indicating that the latent variables
account for a substantial share of variance in their measures relative to measurement error.
These results provide clear support for the convergent validity of the measurement model
and confirm its adequacy for subsequent structural analysis (Table 8).
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Table 8. Composite Reliability and Convergent Validity

. o Average Variance Extracted
Construct Composite Reliability (CR)
(AVE)
F1 0.924 0.752
F2 0.925 0.753
F3 0.934 0.780
F4 0.916 0.731

Source: Authors’ data

Interpretation (Fornell-Larcker): Discriminant validity is supported because, for every
construct, VAVE (diagonal) is substantially larger than the absolute value of inter-construct
correlations in the corresponding row/column. Here, VAVE values are ~0.855-0.883, while
correlations are extremely small (|r| < 0.05), indicating very strong separation among
constructs under the Fornell-Larcker rule (Table 9).

Table 9. Fornell-Larcker criterion

F1 F2 F3 F4
F1 0.867 -0.050 -0.030 -0.010
F2 -0.050 0.868 0.010 0.030
F3 -0.030 0.010 0.883 -0.030
F4 -0.010 0.030 -0.030 0.855

Source: Authors’ data

The heterotrait-monotrait (HTMT) ratios indicate a very high level of discriminant validity
among the latent constructs. All HTMT values are substantially below the conservative
threshold of 0.85, suggesting that the constructs are empirically distinct and do not exhibit
problematic overlap. The extremely low HTMT coefficients further confirm that the latent
dimensions capture conceptually and statistically independent aspects of the measured
phenomenon (Table 10).

Table 10. HTMT Ratios

F1 F2 F3 F4
F1 — 0.058 0.050 0.032
F2 0.058 — 0.031 0.037
F3 0.050 0.031 — 0.047
F4 0.032 0.037 0.047 —

Source: Authors’ data

5. Discussion

The findings confirm that farm-based gastronomic experiences in Tyrol represent far more
than a complementary tourism activity. They constitute a mechanism for preserving local
traditions, strengthening cultural identity and creating meaningful interactions between
visitors and host communities. The high levels of visitor satisfaction indicate that
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contemporary tourists increasingly seek participatory and educational experiences rather
than passive consumption of local food. By engaging directly in cheese and kaymak (a
traditional fermented milk) production, visitors become active participants in local culture,
gaining a deeper understanding of traditional knowledge, production processes and rural
ways of life. Such experiences contribute to the safeguarding of intangible cultural
heritage while enhancing the attractiveness and competitiveness of rural destinations. This
is supported by the findings of Beltramo et al. (2024), who demonstrated that the
preservation and promotion of local food heritage play a crucial role in maintaining cultural
authenticity, reinforcing regional identity and increasing the attractiveness of mountain
tourism destinations.

The results support previous studies emphasizing that authentic gastronomic
experiences can strengthen tourists ’'emotional connection with a destination and increase
the perceived value of their visit (Zrni¢ et al., 2021). In the case of Tyrol, gastronomy
functions as a bridge between tourism and local culture, transforming traditional
agricultural practices into valuable tourism resources without compromising their
authenticity. The interaction between visitors and local producers emerged as a
particularly important element of the experience, demonstrating that personal contact
and storytelling significantly enrich tourism products and differentiate them from
standardized commercial offerings, as highlighted by Hurdawaty et al. (2025).

Tyrol provides an outstanding example of how rural destinations can successfully
integrate gastronomy, agriculture, cultural heritage and tourism into a coherent and
sustainable development model. The destination demonstrates that local food products
can become strategic tourism assets when supported by quality interpretation, visitor
participation and community involvement. Consequently, the Tyrolean model offers
valuable lessons for numerous rural destinations possessing similar natural, agricultural
and cultural resources. Mountainous regions, traditional farming communities and
destinations with strong gastronomic identities can adapt and replicate many elements of
this approach to diversify their tourism offer, increase local income and strengthen the
preservation of traditional practices, confirming the conclusions of Percan et al. (2023)
regarding the contribution of farm tourism to sustainable rural development.

However, the successful implementation of such experiences is not without
challenges. One of the primary risks is the potential commercialization of local traditions.
As tourism demand increases, there is a possibility that authentic practices may be
modified primarily to satisfy visitor expectations, leading to the gradual loss of their
original cultural significance. Excessive tourism development may also place pressure on
local communities, agricultural resources and rural landscapes, potentially threatening the
very authenticity that attracts visitors. Furthermore, small rural communities often face
limitations related to infrastructure, accommodation capacity, transportation accessibility
and the lack of professional tourism skills among local residents.

Despite these challenges, the evidence from Tyrol suggests that the benefits
substantially outweigh the potential drawbacks when tourism development is carefully
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planned and managed. The destination illustrates how experiential gastronomy can
simultaneously contribute to economic development, cultural preservation, community
empowerment and visitor satisfaction. Therefore, Tyrol should be viewed not only as a
successful tourism destination but also as a benchmark model for rural areas seeking to
transform local gastronomic heritage into a sustainable and competitive tourism product.
Rural destinations endowed with comparable natural landscapes, traditional food
production practices and strong cultural identities can draw inspiration from the Tyrolean
approach and adapt its principles to their own contexts, thereby enhancing destination
attractiveness while preserving the authenticity of local heritage for future generations.

6. Conclusion

This study investigated farm-based gastronomic tourism in Tyrol, with a focus on cheese
and kaymak workshops, local food tasting and direct interaction with rural hosts. The
results strongly confirm that experiential gastronomy represents a central pillar of
contemporary rural tourism development, where authenticity, participation and cultural
immersion function as key determinants of tourist satisfaction and loyalty. These findings
are in line with previous research emphasizing that food-based experiences in rural and
mountain destinations significantly enhance destination image, emotional engagement
and revisit intentions through co-creation of value and direct engagement with local
culture.

The identified dimensions, Gastro Loyalty, Cheese Workshops, Sustainability
Governance and Farm Interaction, validate existing theoretical perspectives on
experiential and sustainable tourism. In particular, the results reinforce the argument that
experiential learning, authentic food production and host-guest interaction are
interdependent mechanisms that jointly shape perceived authenticity and destination
competitiveness in rural contexts.

The findings indicate that rural destinations aiming to develop similar models must
prioritize structured host education, interpretation skills and sustainable service design,
alongside investment in rural infrastructure and accommodation capacity. Equally
important is the establishment of destination governance mechanisms that ensure
coordination between farmers, tourism providers and local authorities, enabling
consistent quality and long-term sustainability of gastronomic offerings.

Despite these contributions, the study is limited by its single-destination focus, which
restricts generalizability. Additionally, the cross-sectional nature of the analysis does not
capture long-term behavioral outcomes such as actual revisit behavior or the durability of
loyalty over time. Future research should therefore adopt comparative multi-destination
designs and longitudinal approaches to better understand how experiential gastronomic
tourism influences long-term tourist behavior and destination resilience.

Overall, Tyrol represents a benchmark model for rural gastronomic tourism
development, demonstrating that when authenticity, sustainability and experiential
learning are systematically integrated, rural destinations can simultaneously strengthen
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cultural preservation, increase economic benefits and enhance global competitiveness.
This positions farm-based gastronomy not merely as a supplementary tourism product, but
as a strategic development tool for rural regions with similar natural and cultural resources.
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ABSTRACT

Rural events generate numerous socio-economic benefits for communities and contribute to local economic
growth and development. However, to fully realise these benefits, systematic and strategic leveraging should
be prioritised in event planning and management. This study aimed to assess the potential of rural sporting
events to serve as vehicles for local development. A positivist research paradigm was employed, and
quantitative research methods were applied to collect questionnaire surveys (n=248) from event attendees
at a rural horse racing festival. The IBM SPSS software was used to analyse the data. Key findings revealed
that the annual event attracts many repeat visitors, whose main motivations for attendance are the horse
race, the fashion show, and socialising. The event was viewed as a crucial tool for job creation, attracting
investors and boosting the economy, thus revitalising the small rural town in which it is hosted. The local
government is challenged to harness these benefits by developing a strategy to optimise them.

Keywords: event leveraging, local economic development, rural events, South Africa, sport tourism

Received: 10 April 2026
Accepted: 24 June 2026
Published: 6 July 2026

This open access article may be used under the international license terms of CC BY-NC-ND 4.0.
https://creativecommons.org/licenses/by-nc-nd/4.0/

@ISO

148


mailto:siyabulelan@uj.ac.za
mailto:nozntlantsana@gmail.com
https://creativecommons.org/licenses/by-nc-nd/4.0/

Turisztikai és Vidékfejlesztési Tanulmanyok: 11. évfolyam 2. szam, 2026: 148-169.

VIDEKI LOVASVERSENYEK A HELYI FEJLESZTES SZOLGALATABAN: AZ
ISMETELT LATOGATASOK ES A TARSADALMI ERTEK VIZSGALATA

'Siyabulela Nyikana 2<], 2°Nozuko Ntlantsana

'Egyetemi docens, Johannesburgi Egyetem, K6zgazdasdgtudomadnyi Kar, Turizmus és Vendégldtds Intézet,
Dél-afrikai Kéztdrsasdg; siyabulelan@uj.ac.za, ORCID: 0000-0002-4785-5167
*Doktorjelélt, Tshwane Technoldgiai Egyetem, Pretoria, Dél-afrikai 6ztdrsasdg;
nozntlantsana@gmail.com, ORCID: 0000-0003-2257-3005

ABSZTRAKT

Avidékirendezvények szamos tarsadalmi-gazdasagi hasznot hoznak a k6z6sségek szamdra, és hozzajdrulnak
a helyi gazdasagi névekedéshez és fejlédéshez. Ahhoz azonban, hogy ezeket az el6nydket teljes mértékben
ki lehessen akndzni, a rendezvénytervezés és -szervezés soran kiemelt figyelmet kell forditani a
szisztematikus és stratégiai hasznositdsra. E tanulmany célja az volt, hogy felmérie a vidéki
sporteseményeknek a helyi fejlesztés eldmozditdsaban rejl§ potencidljat. A vizsgalat sordn pozitivista
kutatdsi paradigmat alkalmaztunk, és kvantitativ kutatdsi mddszerekkel kérd6ives felmérést (n=248)
végeztiink egy vidéki lovasverseny-fesztival résztvevdi kérében. Az adatok elemzéséhez az IBM SPSS
szoftvert haszndltuk. A legfontosabb eredményekbdl kideriilt, hogy az éves rendezvény sok visszatérd
[dtogatdt vonz, akik szdmadra a részvétel f6 motivdcidi a lovasverseny, a divatbemutaté és a tarsasagi élet. A
rendezvényt a munkahelyteremtés, a befektetOk vonzadsa és a gazdasdg fellenditése szempontjabdl
kulcsfontossagu eszkdznek tekintették, amely igy Uj életre kelti azt a kis vidéki varost, ahol megrendezésre
keriil az esemény. A helyi 6nkormdnyzat el6tt az a feladat all, hogy stratégiat dolgozzon ki ezeknek az
elénydknek az optimalizalasara.
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1. Introduction

There has been increasing focus on tourism events as a form of economic development
strategy in both Global North and South contexts (Knott et al., 2015; Kruger & Saayman,
2016; Nyikana, 2017). This is because the primary objective of events is typically economic,
with the expectation that they will stimulate or develop the local economy by attracting
foreign investment, new ventures, or increased tourist spending (Thomson et al., 2019;
Nyikana & Tichaawa, 2020). Similarly, socio-cultural advantages can also arise from tourism
events, such as improved infrastructure and amenities, increased tourist numbers, as well
as marketing and branding opportunities, amongst others (Damster, 2005; Thomson et al.,
2013). According to Potwarka & Snelgrove (2017), numerous benefits are proposed by
those advocating for the regular hosting of tourism events, including increased local
business spending, job creation, heightened tourism, enhanced destination image and
notoriety, legacy facilities and programmes, and strengthened community pride and
socialisation.

Antchak et al. (2021) suggest that one of the key motivations for regular events hosting
is their ability to foster lasting connections between individuals and groups within
community settings. These events stimulate the local economy in various ways, particularly
through the visitors they attract to host towns (Ferreira et al., 2022; Nyikana & Tichaawa,
2024). According to Connell et al. (2015), another important aspect of events is their ability
to boost tourism demand during the traditional off-peak periods of tourism consumption.
In this way, events can offset the losses typically experienced during quieter times, as they
draw more visitors to the destination (Nyikana et al., 2014).

Recently, festivals and sporting events have gained popularity, especially in rural
settings, due to these benefits (Bazzanella et al., 2023; Slabbert et al., 2009). The authors
argue that such festivals serve as bridge-builders, preserve traditions, and promote rural
economic renewal, while also fostering a sense of coherence for both local residents and
visitors. These rural areas are often characterised by poor communities, limited
infrastructure, and minimal economic activity, making such festivals even more significant.

In this study, we posit that these festivals can serve as critical levers for rural local
economic development. In this regard, the research seeks to assess the potential of rural
sporting events to contribute to socio-economic development and growth in rural areas.
This paper argues that there is an information gap regarding rural events, and thus, the
potential of these events to contribute to local economic development is often
understated. As underscored by Tzoumaka et al. (2022), the analysis of sporting events has
largely been neglected in the context of small rural destinations whose unique socio-
economic dynamics are in need of visitors to these events. They argue that the lack of
empirical evidence on the impacts of sporting events in rural contexts delays development
in these areas. This is in spite of the fact that rural sporting events may have a higher
propensity to contribute to direct economic impacts on the local economy and serve as
better-suited products for sustainable tourism development in these areas. Thus, the main
research question for the study was
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What is the socio-economic impact of rural sporting events on local economic
development in rural areas, and to what extent is this impact empirically understood and
documented?

The first part of the article presents a literature review on sport tourism, rural festival
leveraging, and experience co-creation. This is followed by a description and justification
of the methodology employed in this study. The findings are then presented, followed by
a discussion, with the conclusion drawn from the study's results.

2. Literature review
2.1. Overview of sports tourism

According to Ziakas (2023), the sports tourism sector has gained significant momentum
over the last two decades, emerging as a popular driver for economic development and
diversification worldwide. Sports tourism can be defined as trips taken for leisure (non-
commercial) purposes to participate in or observe sports activities that occur outside one's
place of habitual residence and may or may not involve competition (Jiménez-Garcia et al.,
2020). This form of tourism has experienced exponential growth in the last two decades
and offers an all-encompassing experience, drawing millions of tourists to destinations
globally (Bazzanella et al., 2023; Chersulich Tomino et al., 2020; Cho et al., 2019; Langarita
& Cazcarro, 2022; Nyikana & Tichaawa, 2024).

Ziakas (2023) suggests that many urban destinations aim to grow their economies
through the regular hosting of sporting events, thereby contributing to the sustainable
socio-economic development of these destinations. Acha-Anyi (2023) also observes how
these destinations view sporting events, as part of sports tourism, as a vital tool for
enhancing visitor experiences and communicating brand messages about the destination.
Nyikana and Tichaawa (2024) argue that in developing countries, sports tourism events
serve as a strategic vehicle for socio-economic development. They highlight that such
events contribute to improved infrastructure, job creation, marketing, and branding, as
well as increasing the number of visitors and tourists to local areas. Importantly, these
events often encourage visitation to local areas by tourists who might not have otherwise
visited (Mchunu et al., 2021; Nyikana et al., 2014; Tzoumaka et al., 2022). At the local level,
Jeong & Kim (2020) emphasise the significance of sporting events in the lives of
communities, providing recreational and entertainment opportunities while offering a
unique experience for visitors to feel as though they are participating in an authentically
indigenous activity. The uniqueness of sporting events fosters a blend of local community
members and visitors, enabling them to co-create their experiences.

2.2. Sports tourism and experience co-creation

Sporting events have become a core strategy in city development plans and are no longer
merely a complementary activity (Langarita & Cazcarro, 2022; Mchunu et al., 2021;
Tzoumaka et al., 2022). As a result, they are increasingly recognised for providing truly
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memorable experiences for attendees (Nyikana & Tichaawa, 2023). Many destinations are
actively seeking to host events that deliver memorable experiences, achieved by
incorporating more participative and interactive activities during the event (Campos et al.,
2015). This suggests that the event attendee plays a crucial role in shaping long-lasting
memories, as they are directly involved in creating their experiences at each moment of
the event (Campos et al., 2015; Nyikana & Tichaawa, 2023). Therefore, event and festival
attendees act as co-creators of their own experiences, influencing their perceptions and
memories of the festival, and, to some extent, the destination as a whole. In the context
of this study, we argue that co-creation theory is vital for identifying festival activities that
engage the interests, attention, and imagination of attendees. Understanding these
activities enables event organisers to better comprehend co-creation in the context of the
Berlin November Festival, which should inform management and marketing strategies and
practices for the sustainable development and management of the event.

2.3. Rural events and leveraging in context

Akama (2011) emphasises that rural events bring the local community together, and as
such, they can be leveraged to ensure community involvement in making the event a
success. This involvement can take various forms, such as local employment policies,
business promotion, decentralised decision-making, local governance on specific
development-related issues, and other activities that support the interests of citizens.
According to Saayman & Rossouw (2011), events and festivals have played a critical role in
South Africa's cultural and socio-economic development trajectory. They highlight that
these events provide crucial support to thousands of livelihoods and make key
contributions to the local economic development of many areas, especially rural ones.
From a rural perspective, festivals are an essential vehicle for achieving socio-economic
development (Mema, 2010; Radicchi, 2013; Tzoumaka et al., 2022). This is because rural
areas are typically characterised by low-income neighbourhoods, chronic poverty, and a
lack of basic services (Phori et al., 2024). Events, and the strategic leveraging of them, are
therefore viewed as important tools to strengthen the economies of these areas while
improving the social standard of living for citizens (Hjalager & Kwiatkowski, 2018; Langarita
& Cazcarro, 2022; Nkunzi, 2024). Nkunzi (2024) argues that sporting events and rural
festivals generate new revenue streams, increase visitor numbers to rural areas, and
promote sustainable practices. Importantly, these festivals can stimulate economic
growth, create entrepreneurial opportunities for youth and women, improve the overall
viability of rural communities, provide educational platforms for green consumerism, and
ultimately enhance livelihoods (Nyikana & Tichaawa, 2024).

Apleni & Henama (2020) emphasise that rural events can be leveraged to attract the
municipality’s interest in the host area. Municipal engagement in event planning not only
enhances the region's reputation but also supports event management (Potwarka et al.,
2020). The involvement of the municipality promotes infrastructure development in rural
areas and the implementation of new policies that ensure the sustainability of the rural
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tourism industry through sporting events (Potwarka et al., 2020). As a result, rural events
will expand rapidly, as they are recognised for motivating communities to collaborate with
the tourism industry and other stakeholders to ensure their success (Mahon & Hyyryldinen,
2019).

Leveraging rural events can also help promote local attractions. This can be achieved
by advertising events in conjunction with tourist attractions, so visitors are aware of what
the area offers beyond the event itself (Hayduk, 2019). The multiplier effect of tourism
should be considered, as events that attract large numbers of attendees from various
locations can promote tourism growth (Ziakas, 2023). This, in turn, will expose previously
unknown local attractions, boost tourism in the area, and encourage entrepreneurship.
Since entrepreneurship is often linked to long-term economic growth, wealth creation, and
social advancement (Hayduk, 2019), leveraging rural events for these outcomes is highly
beneficial. Moreover, as entrepreneurial traits and dispositions tend to be enduring over
time, it may be valuable to cultivate them in the local population of the rural event host
area (Cope, 2005).

Based on the above literature, the authors put forward the theoretical expectation
that festival attendees are driven by specific motivations to attend an event. These
motivations can be pull or push factors but are largely linked to the experiences (expected
experiences for first-time attendees) with the event in previous attendances. The
experiences are co-created between all the attendees and therefore will influence how
they perceive the socio-economic and environmental implications of the event on the
destination. Thus, the motivations and experiences with the event may influence how
attendees view the impacts of the festival on the destination.

3. Methods
3.1. Research context

This study was conducted in the small town of Berlin, located in the Eastern Cape province
of South Africa. Established in 1857 by Carl Pape and German settlers, the town is situated
approximately 20 km east of Qonce (formerly King Williams Town) and was named after
the German city of Berlin (Raper, 1987). The Berlin November Horse Racing event takes
place annually in this town and has become a significant cultural and sporting festival,
attracting thousands of participants each year. It has grown into one of the premier events
in the country, offering a unique opportunity to share and experience the pride and
strength of this rural showcase (Berlin November, 2024). Over a three-day weekend, the
event celebrates indigenous horse racing, featuring the province's top jockeys and
heritage. It also includes various activities such as music festivals, fashion shows, food
festivals, traditional arts, and cultural displays, creating a truly memorable experience for
attendees (Eastern Cape Parks and Tourism Agency, 2019).
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3.2. Design and approach

This study was conducted using a positivist research philosophy and a quantitative
research design. Given the dearth of research on rural festivals generally, the researchers
gleaned through the literature for the most commonly addressed themes for event studies
(Samhere, 2017; Nkunzi, 2024) in order to design the research instrument. The instrument
was modelled and adapted against these, in line with the objectives of the study. A 5-point
Likert scale was used to measure the motivations to attend the festival, the festival
experiences as well as general socio-economic and environmental perceptions of the
festival.

The sample population consisted of attendees at the Berlin November Horse Racing
Festival. The festival attracts approximately 30,000 attendees annually. Using this
estimated attendance and a sample size calculator, a sample size of n=270 was determined,
with a 90% confidence level and a 10% margin of error. A spatially based, systematic
sampling method was employed to target potential respondents. This sampling technique
is commonly used in situations involving highly temporary populations (e.g., sporting
events and crime scenes or accidents) (De Vos et al., 2005). The systematic sampling
method involves selecting every nth member of the population, with the first respondent
chosen randomly and every nth subject selected thereafter. The researcher must
predetermine the nth interval before data collection. In this study, fiel[dworkers were
stationed in different areas of the horse racing track (Figure 1), and the first respondent
was randomly selected. Every 5th respondent passing by was then approached for
participation, and this process was repeated until all survey questionnaires were
completed. A total of 248 surveys were collected during the data collection period.

3.3. Analysis of results

These were captured and analysed using IBM Statistical Package for Social Sciences (SPSS).
Simple descriptive statistics and frequencies were used to present the findings.
Respondents were presented with a series of statements on a 5-point Likert scale, ranging
from 'Strongly Disagree', 'Disagree’, 'Neutral', 'Agree', to 'Strongly Agree'. To analyse the
findings, some categories on the scale ('strongly disagree' and 'disagree', as well as
'strongly agree' and 'agree') were combined to represent a single percentage of either
agreement or disagreement. This approach allows for a clearer interpretation of the overall
sentiment of the respondents.
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Figure 1. Map of Berlin, Eastern Cape Province
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3.4. Socio-demographic profiles of attendees

A summary of the demographic profiles of the event attendees surveyed in this study is
provided in Table 1. The plurality of attendees were young, falling between the ages of 31-
40 years (39.1%), followed by those between 25-30 years (21.4%). These findings suggest
that the majority of attendees at rural sporting events are relatively young to middle-aged
adults, which may reflect the physically active nature of sporting events that tend to attract
younger demographics. Besides these, the older age groupings (i.e. 41-50 years and 51 years
and above) collectively accounted for 27.8% of respondents, while the youngest cohort (18-
24 years) represented 11.7%, indicating a moderate spread across age groups with a clear
concentration in the economically active middle-age bracket. In terms of educational
background, the findings reveal that there were diverse educational backgrounds, with the
largest group holding a post-high school professional certificate (26.6%), closely followed
by those with a high school-leaving certificate (25%). This suggests that the majority of
attendees had attained at least a secondary level of education, pointing to a moderately
educated visitor profile. Notably, those with undergraduate and postgraduate degrees
collectively accounted for 38.4% of the sample, indicating a significant presence of highly
educated attendees, while those with no formal education or only primary schooling
represented a small minority at 10%, reflecting the broad appeal of the event across
different educational backgrounds.
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In terms of employment status, the plurality of respondents were employed full-time,
comprising 44% of the sample, followed by the self-employed at 21%, which together
suggest that most attendees had a stable source of income and thus the financial means
to participate in and spend at the event. The presence of unemployed respondents at 16%
is noteworthy in the context of a rural sporting event, as it may reflect the local
community's participation and the event's accessibility to economically vulnerable groups.
Students and part-time employees collectively accounted for 16.6% of the sample, while
retired individuals represented the smallest proportion at 2.4%, further reinforcing the
earlier finding that the event predominantly attracted younger to middle-aged,
economically active individuals. Collectively, these demographic findings show an
interconnected picture of the typical attendee at rural sporting events in South Africa.
There is a logical link between the prevalence of the young to middle-aged attendees with
the employment profile, as these tend to be individuals who are established or growing in
their careers. This economic activity likely affords attendees the disposable income
necessary to travel to and spend at a rural sporting event, which has positive implications
for the event's potential contribution to local economic development.

This visitor profile suggests that the event attracts a relatively affluent and educated
visitor base, which may translate into higher spending patterns at the event and in the
surrounding rural community. However, the 16% unemployment rate among respondents
adds an important nuance, suggesting that the event also draws participation from
economically marginalised individuals, possibly from the local rural community itself. This
highlights the event's inclusive character and underscores its potential as a tool for broad-
based local economic development, reaching beyond just economically active visitors to
engage vulnerable community members as well.

Table 1. Demographic profiles of respondents

Demographic item Percentage of total
Gender
Female 50.0
Male 46.8
Prefer not to say 2.0
Non-binary 1.2
Age
18-24 years 1.7
25-30 years 21.4
31-40 years 39.1
41-50 years 14.1
51years and above 13.7
Highest level of education obtained
Post-high school professional certificate 26.6
High school-leaving certificate 25.0
Undergraduate degree 20.2
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Postgraduate degree 18.2
No formal education 6.0
Primary schooling completed 4.0
Employment status

Employed full time 44.0
Self-employed 21.0
Unemployed 16.0
Employed part-time 8.5
Student 8.1
Retired 2.4
Province of residence

Eastern Cape 82.4
Gauteng 5.6
Western Cape 4.8
KwaZulu-Natal 2.4
North-West 2.4
Limpopo 0.8
Free State 0.8
Northern Cape 0.4
Mpumalanga 0.4

Source: Authors’ data

4. Results
4.1. Average spending and previous attendance at the event

In exploring the potential of the event to contribute to local economic development goals
within its rural setting, it was essential to assess first-time versus repeat attendance.
Existing studies suggest that the question of previous attendance achieves two primary
objectives (Nyikana et al., 2014). Firstly, it allows researchers to appreciate that attendees
who are returning for a second or subsequent time have a clear idea of what to expect.
These repeat visitors can make comparisons and provide valuable feedback on both the
event and the destination, which can inform improvements and future planning. Secondly,
the ability of the event and destination to leave a lasting impression on newcomers is
crucial in converting first-time attendees into repeat visitors, both to the event and possibly
to the destination as a whole.

As shown in Table 2, a significant majority of attendees were repeat visitors to the
event (69.4%), with 12.9% having attended once before and 56.5% attending multiple times.
This demonstrates the event's strong retention rate, indicative of its appeal and the
satisfaction of returning attendees. A notable proportion of attendees (30.6%) were first-
time visitors, highlighting the opportunity to convert them into repeat attendees in the
future. Their potential return depends largely on their overall satisfaction with both the
event and, to some extent, the destination.
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Table 2. Previous attendance

Previous attendance | Percentage of total
This is the first time 30.6
Once before 12.9
2-5 times before 43.6
6-9 times before 12.9

Source: Authors’ data

As a follow-up to this question, attendees were asked to indicate the amount of money
they were spending at the event in South African Rands. The results showed a range of
spending amounts, but the average spend was calculated at ZAR 3,362.36 (equivalent to
USD 181.96 and EUR 166.59). The difference between the highest and lowest amount spent
at the festival prompted the researchers to conduct a test of normality. To this end, the
Kolmogorov-Smirnov and Shapiro-Wilk tests of normality were conducted. These tests are
commonly used in event studies to assess whether the average spending follows a normal
distribution or if it is skewed, as illustrated in Figure 2 below. The sentiment was that,
generally speaking, events of this nature can be a mixture of high spenders and budget
spenders, and as such, an average amount should be calculated. This would allow for an
estimation of the economic potential of the festival through spending calculations.
However, the average amount may not be a reflection of the actual reality, as the high
spenders (who can be a minority of the attendees) may skew the average amount from
the reality of the majority of spenders. A test of normality enables the researchers to check
for any discrepancies with the average amount calculated in this regard (Table 3).

Table 3. Test of Normality

Kolmogorov-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic | df Sig.
Q5 .367 228 <.001 .286 228 <.001

*Lilliefors Significance Correction. Source: Authors’ data

The test of normality suggests that if the Sig. value of the Shapiro-Wilk Test and the
Kolmogorov-Smirnov Test is greater than 0.05, the data is normally distributed, and if it is
below 0.05, then the data significantly deviates from a normal distribution. In this study,
these tests indicated that the average amount spent at the event does not follow a normal
distribution and is, in fact, skewed, D(228) = 0.28, p = 0.001. This skewness could be
attributed to the event's diverse audience, which, while largely rural and attracting low-
income spenders, includes designated VIP sections that are priced significantly higher.

For instance, access to the Prime Lounge VIP section costs an average of ZAR 2,200
(USD 122.90 and EUR 111.09). The inclusion of multiple activities such as a fashion show,
food festival, music festival, and other memorable experiences further explains the
variance in spending. Attendees who partake in all the activities will likely spend more than
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those who attend solely for the horse race as spectators. This wide range of spending
behaviour likely contributes to the skewness observed in the data.

4.2. Reasons for attending the event

The next section of the survey aimed to identify the key reasons that influenced attendance
at the event. This was tied to the various aspects of the event mentioned earlier, as some
attendees may have been more interested in certain aspects than others. Respondents
were presented with a series of statements on a 5-point Likert scale, ranging from 'Strongly
Disagree', 'Disagree’, 'Neutral', 'Agree', to 'Strongly Agree'.

For the purpose of analysing the findings, some categories on the scale ('strongly
disagree' and 'disagree', as well as 'strongly agree' and 'agree') were combined to
represent a single percentage of either agreement or disagreement. This approach allows
for a clearer interpretation of the overall sentiment of the respondents.

The first statement related to the purpose of enjoying live sports (horse racing) as a
driver for attending the festival. The findings suggest that this was a significant purpose,
as an overwhelming majority of respondents (71.8%) indicated that they were motivated by
the horse racing on offer to attend [with a mean of 2.04 and a standard deviation of 1.643].
Regarding the purpose to enjoy the fashion show during the festival, most attendees
(65.7%) also considered this an important reason, with a mean of 2.28 and a standard
deviation of 1.674. Additionally, there were other notable reasons linked to the enjoyment
of the music and food available at the festival (51.2%), although these were less influential
compared to other reasons, with a mean of 2.01, as shown in Table 4.

Table 4. Reasons for attendance at the Berlin November Festival

Reasons for attending the Berlin Festival | SD D N A SA M | STDD
| attended for the enjoyment of live

sports (horse racing) 4.4 | 8.5 15.4 | 10.9 | 60.9 | 2.04 1.64
| attended for the enjoyment of the

fashion show 9.7 | 9.7 15| 10.5| 55.2| 2.28 1.67
| attended for the enjoyment of music

and food aspects 24.6 | 85| 15.8 10.1 411 | 2.01 1.55

Note: SD = Strongly Disagree; D = Disagree; N = Neutral; A = Agree; SA = Strongly Agree; M = Mean;
STD D = Standard deviation. Source: Authors’ data

4.3. Festival attendees’ experiences with the event

Beyond the above reasons, the attendees were asked to rate their experiences with the
event as seen in Table 5. Memorable festival experiences are a good predictor and
influencer of repeat visitation to a destination and an event. The findings in this regard
revealed that generally, positive sentiments were expressed regarding the opportunity to
engage with the athletes (56.9%). However, notable negative experiences were observed
regarding the event providing a truly unforgettable experience (56.9%), and the possibility
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of a surprise live performance from famous artists (22.6%). The relatively high
dissatisfaction regarding the event providing a truly unforgettable experience may be
attributed to the gap between attendee expectations and the actual event delivery. Rural
sporting events, particularly those seeking to grow their profile, may struggle with limited
resources and infrastructure to create the kind of immersive, high-quality experience that
attendees have come to expect from larger, well-established urban events. This
expectation gap could be further compounded by the increasing influence of social media,
where attendees are constantly exposed to highlights of premium sporting events
globally, inadvertently raising their experiential benchmarks beyond what a rural event can
realistically deliver at its current stage of development. For the attendees, the most
important experience was that of the festival providing an atmosphere for relaxation
(81.5%). Overall, the festival is noted to provide positive experiences for the attendees,
endearing itself as a truly memorable festival based on the experiences enjoyed by the
attendees.

Table 5. Attendee experiences at the festival
Experiences of attending the
Berlin Festival

SD D N A SA M STDD

There were opportunities to

engage with the athletes 15.7 | 8.9 | 18.6 8.1 48.8 | 2.31 1.66
The event provided an
unforgettable experience 48.8 | 8.1 | 18.6 8.9 | 15.7 2.1 1.60

Surprise live performances
(e.g., music performances) 56.0 | 8.1 13.3 8.9 13.7 | 2.07 1.59

There are more opportunities
for socio-cultural exchange,
socialising and networking 63.7 | 5.6 | 10.4 8.1 12.1 | 2.05 1.67

Berlin November creates an

atmosphere of relaxation 6.9 | 1.6 101 | 31.9 | 49.6 | 4.16 1.12
Note: SD = Strongly Disagree; D = Disagree; N = Neutral; A = Agree; SA = Strongly Agree;
M = Mean; STD D = Standard deviation. Source: Authors’ data

4.4. Perceived impacts of the Berlin November Festival

The next part of this section focused on determining the perceived socio-economic and
environmental (ecological) impacts of the festival on the local economy. Table 5 presents
the perceived socio-economic and environmental impacts of the Berlin November Festival.
A majority of attendees (69.3%) felt that the festival created opportunities for socio-cultural
exchange, socialising, and networking. This was in line with the general observations on
the importance of events as platforms for socialising and fostering socio-cultural
exchanges (Nyikana et al., 2014). On another positive note, the vast majority of attendees
(88.3%) opined that the festival created employment opportunities for local community
members, with a positive mean of 4.27 and a standard deviation of 1.128. Similarly, there
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were positive views expressed regarding the festival's ability to create investment
opportunities for local businesses (86.3%). It was unsurprising, therefore, to find that the
majority of attendees (84.3%) also felt that the festival provided a significant boost to the
local economy of Berlin. These findings are consistent with those of Ngumbela (2023), who
argues that the festival contributes significantly to economic development and women
empowerment through entrepreneurship opportunities and economic growth. The sheer
volume of spectators, estimated to be approximately 30,000 every year points towards
increased spending in the local economy and enhancing the opportunities for local
businesses (Ngumbela, 2023).

Strong positive sentiments were also reported on the festival's role in infrastructural
development in the Berlin area, with a large majority of attendees (73.5%) expressing this
view. Similarly, an overwhelming majority (84.3%) believed that the festival was crucial in
creating trading and business opportunities for local businesses, supported by a mean of
4.17 and a standard deviation of 1.115. In the existing literature on festivals and community
development, Acha-Anyi (2023) and the Eastern Cape Parks and Tourism Agency (2019)
have suggested that festivals play a major role in redeveloping and repositioning regions.
In this study, highly positive sentiments were noted regarding the role of Berlin November
in helping redevelop the region, with a mean of 4.14 and a standard deviation of 1.162.
However, concerns were raised by attendees regarding the festival's impact on the
standard of living and the cost of goods and services for locals. Most attendees (72.9%) felt
that the festival increased these aspects, potentially burdening the local community (Table
6).

Table 6. Perceived impacts of the Berlin November Festival
Impacts of the Berlin Festival | SD | D [ N | A | SA | m [ sTDD
Socio-economic impacts of the festival

Berlin November creates

employment opportunities
for locals 8.1| 0.8 2.8 | 33.1| 552 | 4.27 1.12
Berlin November creates

investment opportunities for

local businesses 8.1| 0.4 52| 37.5| 48.8| 4.19 1.1
Berlin November boosts the
local economy 6.0 | 2.0 7.7 | 33.5| 50.8| 4.21 1.08

Berlin November contributes
to infrastructural

development 1.3 | 5.6 9.7 | 33.5| 39.9| 3.85 1.31
Berlin November creates
trading opportunities for
local businesses 6.9 | 2.4 6.5| 35.5| 48.8| 4.7 1.1

Berlin November can help
redevelop the region 73| 3.2 81| 31.5| 50.0| 4.14 1.16
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Berlin November increases
the standard of living of
locals 89| 52| 12.9| 20.8| 43.1| 3.93 1.25
Berlin November creates
opportunities for socio-
cultural exchanges and
networking 6.9 | 2.4 7.3 | 30.2| 532 4.21 1.13
Inspires unemployed youth in

Berlin to explore

opportunities presented by
tourism 9.3 | 0.8 5.2 | 33.5 51.2 | 4.17 1.18
Berlin November markets

Eastern Cape and Berlin to
tourists 6.5 | 2.0 52| 31.0| 55.2| 4.27 1.09
Berlin November promotes

local tourist attractions

(including cultural and

heritage sites) 6.9 | 0.8 7.7 | 30.6 | 54.0| 4.24 1.10
Environmental impacts of the festival

Berlin November is an
environmentally friendly

event 6.5 | 1.6 10.1 | 34.7 | 47.2 4.15 1.09
Berlin November raises
environmental awareness 6.5| 4.0| 14.5| 32.7| 42.3| 4.00 1.14

Berlin November promotes
the conservation and
preservation of the natural
environment 7.3 | 4.0 16.1 | 30.2 | 42.3| 3.96 1.18
Note: SD = Strongly Disagree; D = Disagree; N = Neutral; A = Agree; SA = Strongly Agree;
M = Mean; STD D = Standard deviation. Source: Authors’ data

One of the most highly ranked impacts of Berlin November in this study was the
opportunities it continues to create for socio-cultural exchange and networking for
businesses. This was identified as one of the festival's greatest benefits to the local
business community, with a high mean score of 4.21 and a standard deviation of 1.132. This
is especially significant considering Hayduk’s (2019) emphasis on the importance of
leveraging festivals to foster business development opportunities. This was also linked to
the festival's impact in inspiring unemployed youth to capitalise on tourism opportunities.
Many attendees believed that the festival plays a crucial role in motivating youth to explore
entrepreneurial opportunities, with a positive mean score of 4.17 and a standard deviation
of 1.187.

Knott et al. (2015) have argued that festivals and events can play a vital role in the
marketing and branding of destinations. In this study, the festival’s role in effectively
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marketing and branding Berlin, and the Eastern Cape province at large, received positive
ratings, with a mean score of 4.27. Similarly, the festival’s promotion of local tourist
attractions and sites was positively rated, with a mean score of 4.24. This is particularly
important in the context of this study, as many of these local attractions are cultural and
heritage sites that play a significant role in the history of rural areas in the province.

5. Discussion

Sporting events have grown to become important components of destination
development and economic growth over the past few decades. From an urban destination
perspective, such events have been integrated as central elements of destination
management and development plans, particularly in the areas of urban regeneration,
infrastructural development, employment creation, and destination branding. In recent
years, rural areas have also shown a growing interest in regularly staging sporting events,
with an increasing tendency to use them as platforms for local economic development,
aimed at revitalising struggling economies that traditionally relied heavily on agriculture
and similar industries (Phori et al., 2024; Radicchi, 2013; Saayman & Rossouw, 2011).
However, in developing countries like South Africa, the hosting of these events and
festivals remains sporadic, with little strategic planning for the optimal maximisation of
these platforms to achieve sustainable local development goals (Nyikana & Tichaawa,
2024). As a result, the obvious benefits of these events for rural areas appear to be
coincidental, opportunistic, and uncoordinated, with the events often leveraging
themselves. This study sought to assess the potential of rural sporting events to serve as
vehicles for local development, using a popular horse racing and fashion show festival as a
case study.

The study found that, from a socio-demographic perspective, a significant portion of
festival attendees were female, although there was a close split with male attendees. Many
of these attendees were relatively young, aged between 18 and 40 years, and were well
educated. As expected, most were employed full-time, part-time, or self-employed, with
the majority being from the Eastern Cape province. Given that most attendees were local
and lived relatively close to the festival (mostly within the host province), one would
expect a lower propensity for additional spending on items such as food and
accommodation. However, the findings suggested that there was indeed notable spending
due to attendance at the event. In terms of previous attendance, many attendees were
repeat visitors to the festival and the small town of Berlin, though there were also a
significant number of first-time visitors as well. One of the most striking findings was the
average amount spent at the festival, with ZAR 3,362.36 being the average, which, in the
context of rural festivals, is considered high. The Kolmogorov-Smirnov and Shapiro-Wilk
tests for normality confirmed that this spending amount was skewed and did not follow a
normal distribution. While various factors could explain this skewness, the most logical
explanation appeared to be the presence of VIP sections, which are typically highly priced,
along with the products and services offered in those sections. For instance, tickets for the
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Prime Lounge VIP in the latest edition of the festival were priced at EUR 111.09 or USD
122.90 (ZAR 2,200). When considering such amounts, along with additional spending on
food, drinks, and other products, the average spending could easily increase, as observed
in the findings.

In terms of the main motivations driving attendance at the festival, key factors
included the horse racing, fashion show, music, and the quality of food on offer. Other
attendees felt that the opportunity to engage with athletes (specifically jockeys from rural
areas) and the festival's ability to provide a truly unforgettable experience were significant
motivators for their attendance. One unique aspect of this festival is its emphasis on rural
development. The horse racing is traditional and rooted in indigenous heritage, with many
of the horses and jockeys coming from rural areas around the town and province, rather
than from well-known breeders and stables. The attraction for festival attendees in
engaging with these 'athletes' could be linked to a passion for rural youth empowerment.
Additionally, attendees highlighted several positive socio-economic aspects linked to the
festival's impacts. Many felt that the festival creates employment opportunities for local
people and brings about investment opportunities for local businesses. Consequently,
there is a general sentiment that the festival makes a significant contribution to the local
economy and provides a platform for local businesses. Attendees also felt that the festival
was important for the redevelopment of the region, aligning with the organisers' view that
Berlin November has become a signature event capable of boosting and developing the
rural areas of the province.

The study also found that the festival plays a crucial role in creating a platform for
socio-cultural exchanges and networking opportunities for businesses. These networking
opportunities, in turn, enable unemployed youth to explore tourism-related opportunities.
Additionally, the festival is vital for marketing and branding the area to tourists. According
to Berlin November (2024), marketing and branding are key to the festival's development,
aligning with the goal of positioning Berlin and the Eastern Cape province as desirable
destinations for domestic and regional tourists. The festival has brought many tourists to
the small rural town, who may not have visited otherwise. Similarly, the province has
benefitted, as people from across the country and neighbouring Southern African
countries attend the festival. Many attendees noted that the festival promotes local
attractions, particularly cultural and heritage sites, which are significant in the history of
rural areas in the province. Finally, attendees expressed positive views regarding the
festival’s minimal negative environmental impact. They felt that it was organised in an
environmentally friendly manner, raising environmental awareness and promoting the
conservation and preservation of the natural environment.

It is evident that the Berlin November festival has great potential to foster lasting
connections between visitors and the local community of Berlin. Similarly, the festival has
demonstrated its potential to stimulate the local economy and boost tourism demand in
the small rural town and its surroundings. In this way, the struggling rural economy can be
revived through the festival and other events, ensuring sustainable local economic
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development. However, for this to be achieved, an effective leveraging strategy for the
festival’s benefits must be developed and implemented. Reflecting on the theoretical
framework of sport tourism and experience co-creation, the study argues that the festival
offers unique features that leave lasting memories among attendees. As a result, many
attendees return annually and continue to contribute to the local economy based on their
previous satisfaction with the festival and the destination’s offerings. Event organisers
should therefore focus on promoting the specific aspects that attract attendees and
incorporate these into the festival's marketing strategy. Additionally, unique aspects of the
festival and the destination, especially the cultural and heritage attractions, should be
integrated into the festival's marketing plans. This approach would leverage the festival
beyond the event itself, extending its benefits to the local economy. We argue that to
maximise the benefits for the local economy, systematic and strategic leveraging plans
should be prioritised in the festival’s planning and management. Such a strategic approach
would facilitate the development of event-driven initiatives aimed at the purposeful
rejuvenation of rural areas.

This study makes a modest contribution to events literature, by bringing focus to the
often-neglected aspect of sporting events in rural regions. Considering the positive impacts
highlighted, and the clear potential for these events to contribute to the rejuvenation of
ailing rural economies, more empirical research is needed on the effective leveraging
strategies for events in this regard. This study serves as a departure point for more such
studies, particularly those that can assess these festivals from a multi-stakeholder
perspective. From a managerial point of view, the study findings can serve as a guide for
managers and regional planners in working out the most effective economic strategies for
the growth and development of their respective rural economies. Similarly, others can look
at how the potential of these events can contribute to diversifying and complementing
their local economic development activities. While this study may be useful for other rural
areas, we challenge them to explore not only the short-term, but also the longer-term
implications of events such as these. The argument in this regard is that they should strive
to minimise the negative impacts, whilst optimising the positive benefits from such events,
with alonger-term view of transforming their towns into tourist attractions with an events-
driven approach to development.

6. Conclusion

This study assessed the potential of rural sporting events as a catalyst for local
development, using a major festival hosted in a rural setting as a case study. The research
was prompted by the noticeable neglect of rural festivals in existing literature and the
broader lack of assessment regarding the role of such events in fostering local
development. The central argument was that, without understanding the impact of rural
sporting events on local development, event organisers, policy-makers, and other relevant
authorities may lack the appropriate investment models for rural areas. More importantly,
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the absence of knowledge about the associated benefits and impacts of these festivals on
local communities could result in a lack of clarity in devising effective leveraging strategies.

The findings revealed that rural sporting events generally have positive impacts on the
contexts in which they are hosted. From a rural economic development perspective, these
events play a significant role in creating employment, attracting investment, and
contributing to marketing and branding efforts, among other tangible benefits. Essentially,
the study highlighted that festivals like the Berlin November offer rural areas potential
revitalisation strategies in terms of economic, socio-cultural, environmental, and
destination branding components. The responsibility now lies with relevant stakeholders
to ensure they invest in rural sporting events as a key pillar of their development policies
and strategies for these areas.

That said, the study was limited to analysing the role of rural sporting events from the
perspective of festival attendees, which may have constrained the results. Future research
should adopt a qualitative approach, engaging a wider range of stakeholders for a more
comprehensive assessment of the festival's impacts. Additionally, there have been
growing concerns about the risks to animal welfare linked to events such as horse racing.
This could impact the image of the event in future and may result in changes in the overall
organisation of the event, to perhaps exclude the aspect of horse racing. This would have
an implication for the conclusions and recommendations made above. Finally, the study
only presents a simple descriptive analysis of the findings. No further testing was
conducted, which may limit the understanding of the relationships between the different
variables. However, the aim of the study was to gain a general idea of the motivations,
experiences, and perceived impacts of the festival with a view to gauging the possibilities
of the festival as a catalyst for local development in the rural setting it is hosted in.
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