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Tourism

» Tourism has become one of the biggest industries in the world and can be deemed as an
economic sector (Baggio, 2013).

» It is an industry that is growing rapidly internationally and regionally, and has a direct
impact on economic, environmental and social aspects (Sinclair-Maragh & Gursoy, 2016).

» Tourism has become a driving force in sustainable development, encouraging many
developing countries to promote tourism policies (World Tourism Organization [UNWTO], 2013).
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Tourism

» Tourism has various positive influences on economic growth which can contribute to the
creation of job opportunities, generate income for local people and motivate them to
increase their production (Brouder, 2012).

Negative impacts

Tourism plays a significant role in CO2 emissions by using transportation, accommodation and
other facilities which make tourism one of the important contributors to climate change
(Egilmez & Tatari, 2012; Law et al., 2012).

The presence of tourists in a destination leads to higher production of solid and liquid waste,
which can cause serious problems for destinationsthat lack a suitable infrastructure.




Tourism Stakeholders

* Tourists

* Tour Operators/Travel Agencies/Tourist Offices
* Tourism employees, professionals and consultants
* Local Residents

* NGOs

* Accommodation

* Museums

* Libraries

* Monuments

* Archeologicalsites

» Municipalities/Local Authorities
* Post offices

* Banks

* Eating

* Amusement

* (Calendarof Events

e etc.
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Tourism Stakeholders

Important: Not all the stakeholders have equal power and interest in a
particular tourism project.

Therefore: Planners have to identify the most important stakeholders in

tourism development so that they can devise an appropriate communication
strategy.

Definition of stakeholder mapping/analysis

Stakeholder mapping/analysis is the process of understanding the stakeholders. It
identifies stakeholder expectations and power and helps business planners in
understanding political priorities (Johnson, Scholes, and Whittington, 2006).
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Tourism industry complexity
& variety engineering




Tourism industry complexity & Systems Thinking

The high quality maintenance of a destination requires:
The observation and control of the activities and elements of the place.

This can be a difficult task since tourism destinations:

* Are complex systems,

* Have numerous interactions between the sectors operating within the destinations,
* There are multiple stakeholders, with varied and at times conflicting interests.

The complexity of the problems in tourism systems emerges from:

* The variety of interests of the different stakeholders

* The dynamicand non-linearnature of the interactionsbetween the different components
of the systems.



Tourism industry complexity & Systems Thinking

What we need

A holistic, well-managed and systematic plan
in order
to develop and promote the destination as a whole
and to ensure its sustainability.
Methodology

Systems thinking and a holistic approach is the most appropriate methodology to promote
understanding of tourism and tourism systems on the grounds that the components of
tourism interact with each other and offer the same end product as attraction and experience
for tourists.

Simulation Modeling (SD or AB) may be used to capture and analyze the dynamic and
complex nature of systems.



Variety engineering

M2 M3

M1 Channel 1

Sender M: Message Receiver
, A T: Transducer B
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Variety engineering (Modified from Beer 1985)
Transducer : d Variety %{]— Transducer

Amplifier

Performance Criteria

ENVIRONMENTAL VENUE RELATIONAL VENUE INNER VENUE
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Variety engineering (Modified from Beer 1985)

R.V. of accessibility, .
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Performance Criteria
Tourists Good Communication
TourOperators Reasonable Requirements Travel Agency
Tourist Offices Common Benefit Promotion
ENVIRONMENTAL VENUE RELATIONAL VENUE INNER VENUE
' ™
e
R.V. of Sampling Market Research ‘I N .| R.\W.of translating results into
Process Programme /| 7| Touristic product's changes




Variety engineering (Modified from Beer 1985)
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