e-ISSN: 2458-7583

JOURNAL OF TOURISM
THEORY AND RESEARCH

Volume: 10— Issue:2 (September 2024)

e Sustainability in tourism and hospitality: Artificial intelligence role in eco-friendly practices in Indian
hotels

e Online e-sports event viewers' intention to visit the destination

e Overbooking and customer reactions in tourism: Evidence from restaurants

e Examining the contribution of tourism to employment in the European Union

e Expected benefits segmentation of international tourists participating in Zimbabwe safari tourism




Journal of Tourism Theory and Research
Online, https://dergipark.org.tr/tr/pub/jttr

Volume: 10(2), 2024

ISSN: 2548-7583

Editor-in-Chief

Prof. Dr. Mahmut Demir
Isparta University of Applied Sciences, Isparta, Tiirkiye

Editor

Prof. Dr. Sirvan Sen Demir

Stileyman Demirel University, Isparta, Tiirkiye

Assistant Editors

Assoc. Prof. Dr. Yusuf Giinaydin (Tourism Management)
The Final University, TRNC

Dr. Mehmet Selman Bayindir (Gastronomy and Culinary Arts)
Kirklareli University, Kirklareli, Tiirkiye

Assist. Prof. Dr. Onur Sen (Tourism & Recreation Management)
Georgia State University, Atlanta, USA

Dr. Cristina S. Clarke (Linguistics)
The University of Manchester, Manchester, UK

Editorial Advisory Board

Prof. Ali Siikrit CETINKAYA, Ph.D., Selcuk
University, Tiirkiye

Prof. Alla OKHRIMENKO, Ph.D., Kyiv National
Un. of Trade and Economics, Ukraine

Prof. Balayar ALIYEV, Ph.D., Baltic Academy
University of Latvia, Latvia

Prof. Ermira QOSJA, Ph.D., Universiteti Euro-
pian i Tiranés, Albania

Prof. Jeong-Gil CHOI, Ph.D., Kyung Hee Uni-
versity, S. Korea

Prof. Parikshat Singh MANHAS, Ph.D., Univer-
sity of Jammu, India

Prof. Assm SALDAMLI, Ph.D., Bolu Abant LB.
University, Tiirkiye

Prof. Cihan COBANOGLU, Ph.D., University of
S.Florida Sarasota-Manatee, USA

Prof. Dogan GURSOY, Ph.D., Washington State
University, USA

Prof. Celina MANITA, Ph.D., University of
Porto, Portugal

Prof. Ewa OZIEWICZ, Ph.D., University of
Gdansk, Poland

Prof. Kevin NIELD, Ph.D., Sheffield Hallam
University, UK

Prof. Marianna SIGALA, Ph.D., University of
South Australia, Australia

Prof. Muzaffer UYSAL, Ph.D., Virginia Poly-
technic Institute & State University, USA

Prof. Oktay EMIR, Ph.D., Anadolu Univer-
sity, Tiirkiye

Prof. Ljudmil GEORGIEV, Ph.D., New Bulgar-
ian University, Bulgaria

Prof. Juan José Padial BENTICUAGA, Ph.D.,
University of Malaga, Spain

Prof. Yina Donald ORGA, Ph.D., The Federal
Polytechnic, Nigeria

Prof. Yusuf AYMANKUY, Ph.D., Balikesir Uni-
versity, Tiirkiye

Prof. Zerrin Toprak KARAMAN, Ph.D., Dokuz
Eyliil University, Turkey



Contact

Address: Isparta University of Applied Sciences, Tourism Faculty, Egirdir- Isparta - Tiirkiye
Phone: +90 (246) 2147100
Fax: +90 (246) 2147100
E-mail: editor.jttr@gmail.com
web: https://dergipark.org.tr/en/pub/jttr

Unless otherwise indicated, all materials on these pages are copyrighted by the JTTR. All rights re-
served. No part of these pages, either text or image, may be used for any purpose. Therefore, reproduc-
tion, modification, storage in a retrieval system, or retransmission, in any form or by any means, elec-
tronic, mechanical or otherwise, for reasons other than academic and scientific use, is strictly prohibited
without prior written permission. JTTR is context of TUBITAK DergiPark Project.

Legal Responsibility: The authors and translators are responsible for the contents of their paper.

Focus and Scope: Journal of Tourism Theory and Research is a peer-reviewed online journal that
publishes original research papers. JTTR welcomes submissions related to academic and scientific
practices, approaches, applied research studies, critical reviews on major issues, development of new
technologies and tools in tourism in English.

Peer Review Process: All author(s) submitted manuscripts are subject to initial appraisal by the
section editors to peer review as a double-blind by at least two independent and expert referees. For
the article to be published, at least two referees agree on the publication of the work.
Indexes & Databases:

e ISI - International Scientific Indexing

e ESIJI - Eurasian Scientific Journal Index

e OAIJI- Open Academic Journals Index

o CiteFactor

e Google Scholar

e [PIndexing

o ResearchBib-Academic Research Index

e ISI - International Scientific Indexing

e ESJI - Eurasian Scientific Journal Index

e OAIJI- Open Academic Journals Index

e CiteFactor

e Google Scholar

e [PIndexing

e ResearchBib-Academic Research Index

e DRII - Directory of Research Journals Indexing

e SIS - Scientific Indexing Services

e JournalSeek

e SOBIAD

e Tirkiye Turizm Dizini

e ASOS Index



Cover-Contents
Research article

Sustainability in tourism and hospitality: Artificial intelligence role in eco-
friendly practices in Indian hotels

Madhu Kumari, Sandeep Guleria, Suneel Kumar

i-iii

46-56

Research article
Online e-sports event viewers' intention to visit the destination

Toprak Kizilrmak Pirci, Ali Dalgi¢

57-67

Research article
Overbooking and customer reactions in tourism: Evidence from restaurants

Edward Kenneth Lebaka

68-74

Research article
Examining the contribution of tourism to employment in the European Union

1lze Erzsebet

75-82

Research article

Expected benefits segmentation of international tourists participating in Zim-
babwe safari tourism

Emmanuel Brighton T Muraicho, Kemal Birdir, Sevda Sahilli Birdir

83-94




Journal of Tourism Theory and Research
Volume:10, Issue:2, 2024

Research article

Sustainability in tourism and hospitality: Artificial intelligence role in eco-friendly practices
in Indian hotels

Madhu Kumari, Sandeep Guleria, Suneel Kumar



Journal of Tourism Theory and Research
Online, https://dergipark.org.tr/tr/pub/jttr

Volume: 10(2), 2024

ISSN: 2548-7583

Sustainability in tourism and hospitality: Artificial intelligence role in eco-friendly prac-

tices in Indian hotels

Madhu Kumari', Sandeep Guleria® and Suneel Kumar®

!Chandigarh University, India, https://orcid.org/0009-0006-7300-3597

’Department of Tourism, Chandigarh University, India, https://orcid.org/0000-0001-5836-1691
*Department of Commerce, Shaheed Bhagat Singh College, University of Delhi, India, https://orcid.org/0000-0002-8412-3993

Abstract

This study explores the impact of artificial intelligence (Al) on the growth and competitiveness of regional tourism and hospitality
destinations. Al's application has both positive and negative effects on sustainable tourism. On the positive side, Al enhances acces-
sibility to tourist sites, provides detailed information about attractions, simplifies understanding of costs and amenities, boosts local
economies, and increases federal income. A notable downside is the replacement of human workers by machine learning technologies,
which may necessitate remedial measures such as training. This review examines Al's foundational IT principles, current applications,
and systems in the industry, focusing on the hotel sector. It concludes with an overview of Al'’s challenges in this field, proposes a
research agenda, and suggests future directions for Al development in tourism and hospitality.

Keywords: Artificial intelligence, Eco-friendly practices, Tourism competitiveness, Hospitality

1. Introduction

The tourism and hospitality industries are inherently focused
on providing services and engaging with people. Therefore,
to gain customers' loyalty and satisfaction, the aim is to guar-
antee that consumers maintain favorable perceptions con-
cerning the caliber of services rendered by companies oper-
ating within this industry. In this context, providing tourists
with excellent service is becoming increasingly crucial
daily. Robotic technology and artificial intelligence applica-
tions are increasingly utilized in travel and hospitality to en-
hance operational efficiency and deliver superior services.
These technologies are becoming increasingly prevalent,
particularly in the lodging, food and beverage, travel, and
transportation sectors. Despite some criticism from stake-
holders, these technologies are becoming increasingly prev-
alent in various sectors. The benefits and drawbacks of these
technologies on service quality in these industries are still
debated, but businesses are increasingly adopting them. The
use of robotic technologies in tour guiding and physical lo-
cations like airports and museums is also a significant aspect
of these industries. Despite the debates, these technologies
are crucial for businesses to adapt and thrive in the ever-
evolving market. Furthermore, it is imperative to underscore

the utilization of these technologies in tour guidance and tan-
gible environments like airports and museums.

The tourism and hospitality industries invest in robotic
technology and artificial intelligence to maximize opera-
tions and improve service delivery. This research evaluates
the domain of robotics and artificial intelligence by looking
at the advancement of technologies and present uses. It in-
cludes chatbots and robots, the identification of faces, lan-
guage translation, optimization of solutions, and other appli-
cations of artificial intelligence. The study aims to fill gaps
in the literature and provide practitioners with valuable in-
formation. Big data, computing power, and algorithms are
the foundation of artificial intelligence (AI). The last few
years have witnessed noteworthy progress in all three of
these domains because of several trends that have combined:
(1) the development of Al algorithms; -, (2) a notable rise in
processing power; -, and (3) The development of new, more
efficient information sources and architectures for the pro-
cessing and storage of massive quantities of data, within the
context of big data. Due to these developments, the Fourth
Industrial Revolution has witnessed substantial advance-
ments in robotics and artificial intelligence (AI) systems (Li
et al.,, 2019).

*Corresponding author
E-mail: drsuneel.sbsc@gmail.com

Article info: Research Article

Received: 31 July 2024

Received in revised form: 23 August 2024
Accepted: 25 August 2024

Ethics committee approval:
* The Ethics Committee Approval was obtained from Eurasian Research Center (ERC) Scientific
and Ethics Committee, Taraz, Kazakhstan, with the decision numbered 64-2 and dated 21.08.2024.

Citation: Madhu Kumari, M., Guleria, S. & Kumar, S. (2024). Sustainability in tourism and hospitality: Artificial intelligence role in eco-friendly practices
in Indian hotels. Journal of Tourism Theory and Research, 10(2), 46-56. https://doi.org/10.24288/jttr.1523976




Journal of Tourism Theory and Research, 10,2 (2024)

Artificial intelligence (Al) is revolutionizing travel and
tourism by integrating various systems, such as voice recog-
nition, natural language processing, robots, personal travel
assistants, and language translation applications. These sys-
tems are crucial for travel, as they make travel decisions,
such as destinations, transportation, lodging, and activities.
Travel agencies and organizations need help matching prod-
ucts to demand due to the vast pool of potential clients. This
can also help travelers navigate unfamiliar environments,
such as customs, languages, habits, and food. It can also help
businesses customize experiences to visitors' preferences.

Despite the rapid adoption of Al, there are few real-
world examples of its use in the industry. Artificial intelli-
gence (Al) is incorporated into systems for data processing
in real-world scenarios. During the design stage, many con-
figurations, including speech recognition, robots, conversa-
tional systems, and forecasting systems, will soon permeate
every facet of the travel and tourist industry, emphasizing
employment, privacy, and the provision of necessary con-
nections. Intelligent automation and artificial intelligence
are keywords in the tourism industry. Assessing the design,
visualization, creation, and implementation of artificial in-
telligence solutions for travel and tourism companies is a
complex task due to the intricacies of intelligent automation.

As discussed by Zhao et al. in their 2011 research, Al is
aware of the kinds of systems that the tourism industry may
rely on and how best to build them for visitors in the future.
The issue is that Al systems require a lot of energy and focus
to maintain the structure. This justifies developing an intel-
ligent automated system to enhance the travel and tourism
industries. The tourism sector is increasingly focusing on in-
tegrating intelligent automation, environmental, social, and
governance (ESG) standards, artificial intelligence (Al), and
the Internet of Things (IoT) to enhance its operations. Al is
transforming tourism by improving traveler experiences and
understanding through advanced technologies. This study
investigates how Al interacts with emerging technologies to
uphold ESG standards and address common traveler issues,
as well as its potential to boost enthusiasm for travel among
tourism departments and clients, as suggested by Yue et al.
(2012).

Integrating Al with other forms of intelligence is essen-
tial for creating sustainable, smart, automated systems in
tourism. Various academic disciplines, including human-
computer interaction, anthropology, psychology, behavioral
science, and design research, are exploring Al automation’s
impact on the tourism industry (Ionescu et al., 2019; Mar-
telaro & Ju, 2018). Researchers like Churchill et al. (2018)
and Tuomi et al. (2019) advocate for an interdisciplinary ap-
proach that combines Al automation and speculative tech-
niques to improve tourism. Designing tourist experiences
should consider all phases of travel, from planning to post-
trip evaluation, focusing on enhancing engagement and at-
tendance. Lindvall et al. (2018) highlight the potential for Al
to improve or replace visitor interactions, potentially trans-
forming tourist destinations and social structures. Further

research is necessary to establish the causal relationship be-
tween Al and automation in tourism, even though Al sys-
tems, IoT, and ESG investments can contribute to a more
sustainable tourism future. Designing intelligent automation
environments using Al concepts could shape the future of
travel.

2. Literature review

The focus of useful Al design is creating technological solu-
tions for long-standing design issues in information systems,
cognitive and behavioral sciences, and psychology. These
solutions might provide insight into travelers' recurring be-
havioral issues, such as lack of self-control, inattentiveness,
or cognitive decline. Al systems should be required to pre-
vent users from making poor decisions that result in medio-
cre actions to address these problems (Tussyadiah, 2020). To
achieve this objective, digital nudging (Schneider et al.,
2018) and nudge theory aspect engagement (Thaler & Sun-
stein, 2009) may be implemented in the tourism industry
(Tussyadiah et al., 2019; Tussyadiah & Miller, 2019). ESG
investors should get ready for the deployment of human-
computer interaction as a lens, according to Tussyadiah's
(2017) quantitative analysis (Law & Tung, 2017). Loureiro
et al. (2021) conducted a study that leverages guests’ signif-
icance on intelligent voice assistants (IVAs), their relation-
ship with them, and the human-VAT bond in the hospitality
sector. Positive effects on customer satisfaction eventually
lead to the desire to use digital platforms, corroborated by
internet research on tourists' use of travel agencies and their
ongoing development plan (Filieri et al., 2021).

It is essential to prioritize critical artificial intelligence
technologies to ensure effective Al solutions' development,
as Russell et al. (2015) and Tadapaneni (2020) emphasized.
Here’s a reframed version of your text with the citations in-
tegrated smoothly: “Various factors, including resilience to
demands, vulnerabilities, errors, and cyber security risks,
must be considered, as highlighted by He et al. (2019), Luo
et al. (2020), Shao et al. (2020), Fan et al. (2021), Khan et
al. (2021), and Wang et al. (2021). To optimize data usage,
prevent privacy breaches, and promote a sustainable envi-
ronment, ESG norms should be established, as suggested by
Lords (2018), Sethu (2019), and Tussyadiah et al. (2019).

Theoretical frameworks such as the gravitational lensing
theory by Mori (2017) and Murphy et al. (2019), technolog-
ical phobia by Brosnan (2002), and social inclusion through
technology by Wang and Wu (2021), among others, provide
a foundation for understanding and advancing Al technolo-
gies." These theories provide a deeper understanding of how
staff and visitors feel about intelligent robots in tourism ser-
vice settings. According to Kurtessis et al. (2017), manage-
ment or organizational support theories may persuade em-
ployees to accept intelligent automation in the workplace. Li
et al. (2019) examined employee intentions, while Tus-
syadiah and Park (2018) and Lu et al. (2019) investigated
customer opinions and intentions regarding the utilization of
smart devices. The aspects that impact an organization’s
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acceptance of innovation must be identified to expedite and
ease the introduction of smart automation in the tourist sec-
tor. Therefore, understanding the barriers to sector ac-
ceptance may be aided by being aware of the limitations on
innovation dissemination inside enterprises.

The management literature has information on trans-
formative leadership (Bass, 1990; Haeruddin et al., 2021).
Research has shown that this type of leadership plays a role
in expediting the advancement of company technology, as
evidenced by studies conducted by Frambach and
Schillewaert (2002), MacVaugh and Schiavone (2010), and
El-Kassar et al. in a forthcoming publication. It also details
the tenets that encourage innovation adoption and dissemi-
nation inside organizations. Integrating intelligent automa-
tion with the strategic aims of commercial and public tour-
ism organizations and the competitive landscape across in-
dustry sectors should be the subject of further research (Ry-
dzik & Kissoon, 2021). To encourage adoption, ESG inves-
tors work with the current administration to provide money
and advocacy.

According to Oyewole (2021), offering training pro-
grams for prospective users can help break down barriers
and encourage the responsible integration of intelligent au-
tomation within the organization. Before capitalizing on the
potential benefits and drawbacks of intelligent automation in
the tourism industry, it is essential to assess the effects of
automation on society, employees, visitors, and the industry
as a whole. To ensure sustainability, it is critical to
acknowledge the effects and roles of intelligent systems
within the tourism sector, as emphasized by Gretzel (2011)
and Gajdosik and Valeri (2022). Furthermore, Lin et al.
(2011) name safety and errors, law and ethics, and societal
repercussions as the three domains of ethical concern that
arise from the implementation of robotics. Visitor contact
with intelligent devices is essential to guarantee service
safety and reduce potential injury.

The changes smart automation can bring to the tourism
industry are also a central research focus. These changes can
include adjustments to organizational decision-making pro-
cedures when portfolio managers are replaced by artificial
intelligence (Javelosa, 2017) and the inadvertent conse-
quences of judgments made with Al assistance (Jarrahi,
2018). Collaborative decision-making, task distribution, and
the involvement of specialized scientists are emphasized by
Lariviére et al. (2017) as crucial steps in evaluating the eth-
ical implications and societal impact of intelligent systems
before their development. Automation revolutionizes the
travel industry, enhancing client and staff roles and work
performance. It can increase profits, revenue redistribution,
gender issues, and wealth.

However, concerns include potential unemployment and
loss of knowledge due to over-reliance on technology (Ches-
sell, 2018; Lin et al., 2011; Pham et al., 2018; Samuels,
2021). Let's make the sentence human-friendly: “The idea of
technological singularity sparks significant worries about

what could happen as intelligent machines advance. It sug-
gests that technology might get beyond our ability to man-
age, potentially surpassing human capabilities and leading
to the downfall of human society” (Eden et al., 2012; Roli et
al., 2021). The same is true when assessing the social im-
pacts, especially those related to guest-host interactions and
community support for expanding tourism. To make busi-
ness estimation and forecasting more effective, combining
machine learning with other strategies like envisioning fu-
ture possibilities and influencing future developments
(Hajer & Pelzer, 2018; Szant6, 2018; Szant6 et al., 2020) can
be helpful. This viewpoint is backed by Ahmed et al. (2010)
and Kamolov et al. (2021).

Academic research could ideally uncover ways that
clever automation may help the tourism sector become more
resilient to future changes. The next stage is to identify the
different approaches to minimizing adverse effects and opti-
mizing the positive effects of automation in the tourist in-
dustry after learning about the numerous benefits and poten-
tial problems associated with deploying intelligent automa-
tion. The concept of sustainability transition, as discussed by
Markard et al. (2012), Safarzynska et al. (2012), Turnheim
et al. (2015), Yue et al. (2021), and Bauer et al. (2022), is
vital for researching how artificial intelligence (Al) can sup-
port eco-friendly progress in tourism. Intelligent automation
may significantly impact tourism by reducing the need for
in-person interactions between tourists and local personnel.

However, failure to address environmental conservation
and social welfare, including adherence to ESG standards,
could jeopardize the shared values necessary for a cohesive
social structure (Bao et al., 2020; Han et al., 2019; Pan &
Yue, 2021; Yue et al., 2020; Zhuma et al., 2020). This study
explores how robots and Al can tackle emerging issues, em-
phasizing the need to shift perspectives on intelligent agents.
Computational systems can enhance public understanding of
physical and biological limits, promote responsible behav-
ior, and educate individuals (Fusté & Jamal, 2021; Kopacek
& Hersh, 2015). Research should focus on developing sci-
entific, cultural, and technological tools to advance trends
that benefit individuals and society while preventing the
misuse of Al and robotics (Fusté & Jamal, 2021; Kopacek &
Hersh, 2015). Creating resilient Al involves incorporating
robotics principles to establish effective feedback loops
(Tussyadiah, 2020).

3. Methodology

The Ethics Committee Approval was obtained from Eura-
sian Research Center (ERC) Scientific and Ethics Commit-
tee, Taraz, Kazakhstan, with the decision numbered 64-2
and dated 21.08.2024.

The approach is to conduct a literature review. The au-
thor completes the vocabulary of concepts and theories dur-
ing the literature study stage by reading and comprehending
the theories used as guidelines and references, which they
find in various books, journals, and online sources. This
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gives them a solid foundation and knowledge base to solve
the problems discussed in the research and acquire research
pertinent to the issue. The author employs several methods,
including the following, as beneficial supporting infor-
mation to locate or gather the data required for this study: 1.
A note. In February 2024, we thoroughly examined the Web
of Science database to get first-hand information regarding
tourism and hospitality. The formula that was ultimately ap-
plied was "artificial intelligence" or Al or robotics" and
"tourism" or "hospitality" in the title, abstract, author key-
words, and keywords plus. Afterward, the document type
(review article) was used to narrow the search.

There were 123 manuscripts found in all. Following ap-
plying the inclusion and exclusion criteria, 102 citations
were found in the literature search. Subsequently, evidence
screening was done using the title and abstract examination.
Working in pairs, the two researchers assessed the titles and
abstracts of the papers that the search found relevant in order
of relevance. Disputes over the choice of studies and data
extraction were settled by debate and agreement. Fifty-five
results were removed after screening because they didn't
match the study's goal. The qualitative synthesis incorpo-
rated 33 documents into summaries, while 14 reports were
irretrievable. The identification, screening, retrieval, and in-
clusion stages of the review decision process are depicted in
the inclusion decision flowchart shown in Figure 1. This
flowchart complies with the PRISMA (Preferred Reporting
Items for Systematic Reviews and Meta-Analyses) stand-
ard.

Figure 1. Identification of studies via databases and registers

=
=
*5 Records identified Records removed before
b= from N screening:
E Database (n =123) Date <2019 (n = 21)
=

{

Records screened Records excluded**
-
" (n=102) (n=55)
g 1
9
@\ Repo:tez::‘llliht for Reports not retrieved
_)
@=47) @=19

{
= - .
3 Studies included in
= review
<9
= (n=33)

4. Discussions

According to Garcia et al. (2023), the tourism and hospitality
industry stands to gain significantly from Al advancements.
Al-driven chatbots and virtual assistants can instantly and
personally address consumer inquiries, boosting customer

satisfaction and reducing response times. Machine learning
algorithms can analyze consumer preferences and behaviors
to offer tailored travel recommendations, including sugges-
tions for routes, accommodations, and activities. Addition-
ally, Al can streamline operational efficiency by enhancing
back-end functions such as inventory management and sup-
ply chain logistics. By analyzing historical booking data, oc-
cupancy rates, and pricing trends, Al provides critical in-
sights for revenue management. Moreover, Al can assess en-
vironmental impacts, waste management, and energy con-
sumption to identify areas for improvement and promote
sustainable practices within the industry.

4.1. Defining artificial intelligence

It would be fascinating to define intelligence first before de-
fining Al The capacity to comprehend one's surroundings
and the phenomena that arise, to make the most of prior
learning, and to integrate existing knowledge to address
novel challenges effectively are all considered components
of intelligence (Rudas & Fodor 2008). Li and Hung (2018)
state that a typical definition of artificial intelligence is a
group of technologies capable of simulating human intellect
in problem-solving situations. Similar to how aeroplanes
achieve the same goal of flying as birds but employ entirely
different processes, artificial intelligence (AI) aims to
achieve the same goal of thinking as humans while employ-
ing distinct processes. The definition of artificial intelligence
(AI) has changed over time (Buhalis et al., 2019). Initially,
Al was defined as possessing intelligence. More recently, Al
has been defined as having the capacity to act independently
on vast data (Sterne, 2017).

The four categories of Al that Hintze (2016) described
are referred to by Buhalis et al. (2019). Reactive Al is the
first kind; it lacks memory and historical context. The finest
illustration of reactive Al is Deep Blue. The second kind is
Al with restricted memory or selective/limited recall. The
way a self-driving automobile handles its surroundings is
one example. The theory of mind is the third kind. Robots
capable of simulating emotions and social interactions rep-
resent an advanced category of artificial intelligence (Al).
The current challenges in Al involve enhancing system
memory, emotional and intuitive processing, and decision-
making abilities based on past experiences (Bhalidis et al.,
2019; Gretzel, 2011; Hintze, 2016). A recent concept, "Hy-
brid AL" defined by Wirth (2018), describes Al as more ad-
vanced than weak Al but not as advanced as strong Al. The
travel and tourism industry requires strong Al and hybrid Al
to effectively manage the diverse tasks and components nec-
essary to deliver optimal visitor experiences.

4.2. The present application of artificial intelligence in the
travel and hospitality sectors

The study analyses the growing implementation of artificial
intelligence systems, particularly in-service robots (Samala
et al., 2020), in the travel and tourism sector to enhance pro-
duction and gain a competitive edge, highlighting their
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relevance (Tung & Au, 2018: 2685). The study highlights
the growing importance of robotic technologies in travel and
hospitality, with Japan's Henn-na Hotel being the first to use
humanoids as robot receptionists. To assist visitors, handle
their baggage, and offer reception services, the Henn-na Ho-
tel uses very effective robots for transportation in the divi-
sion front office (Lewis, 2016). Bell boy, the robot. One of
the service robots, "Sacarino," welcomes guests like a robot
bellhop (Zalama et al., 2014). Along with answering taxis,
showing patrons to the restaurant or rooms, finding infor-
mation they've requested online, providing information on
things to do in the city and around the hotel (such as restau-
rant menus and opening hours), and offering video confer-
encing services, Sacarino also gives information to clients
about hotel services. The hotel lobby has a dedicated charg-
ing station where it may be used to power itself (Park, 2020;
Pinillos et al., 2016; Zalama et al., 2014).

In addition, Yotel New York has put into service
YOBOT, the first robotic bag carrier in the world designed
like an arm (Yotel New York, 2020). In collaboration with
IBM and Robot Concierge Hilton, IBM developed "Con-
nie," a robot whose informative abilities are powered by ar-
tificial intelligence with the Watson Foundation. A human-
oid robot concierge named Connie gives visitors details
about the hotel and surrounding neighborhood (Davis, 2016;
Hilton Worldwide, 2016; Park, 2020). With the help of arti-
ficial intelligence, Connie can respond to questions from vis-
itors about hotel amenities and suggest local activities. As a
result of constant interaction with customers, Connie is al-
ways learning new information and becoming more
equipped to handle queries in the future (Ivanov et al., 2017:
1506). Italy's first robot concierge, "Robby Pepper," debuted
in 2018. Pepper was a Japanese creation from Softbank Ro-
botics that spoke German, English, and Italian. The hotel
was located close to Italy's Lake Garda, Barry, Pele,
2018"Robby Pepper" and "Connie" offer visitors compre-
hensive advice on where to go, what to do, and when to re-
main at the hotel depending on the conditions and the dates
of their check-out.

"Mario" is the name of another robot concierge at the
Ghent Marriott Hotel in Belgium (Chestler, 2016; Reviewer,
2016). Bartender Robot, Tussyadiah, et al. (2020) suggest
that a robot bartender might resemble a humanoid or take the
shape of a robotic arm. Its two robotic arms are located be-
neath the bottles in the center of the bar (Berezina et al.,
2019: 205). Robotic Butler/Delivery Robot: One example of
a robotic butler/delivery robot that brings orders to rooms
instead of human workers is seen at Aloft Hotels, a branch
of the Starwood hotel firm (Crook, 2014; Markoff, 2014;
Park, 2020). Another illustration is "Wally," the Residence
Inn Marriott LAX Hotel's delivery robot (Tung & Au, 2018:
2685). Hotel Jen in Tanglin also employs two delivery ro-
bots called "Jeno" and "Jena." Wearing uniforms, they are
stationed in the lobby area and travel at an average speed of
2.5 km/h, slower than a person's walking pace, to fulfill
guest orders (Lin, 2017). According to Ivanov et al. (2017:

1506), these robots can perform various tasks such as taking
guest orders, alerting them upon arrival, navigating the hotel
premises, and even operating the elevator.

In addition, hotel employees use an order delivery robot
to process requests from guests for more towels or tooth-
brushes. In the hospitality industry, robots and drones in-
creasingly enhance efficiency and customer experience. The
"Robie" robot helps with tasks like moving trash and heavy
goods, substituting the work of 3.5 full-time employees (Lin,
2017). The robot chef “Ausca" can prepare omelets and eggs
at the M Social Singapore Hotel, potentially expanding its
cooking capabilities (Crook, 2014; Lin, 2017). Other robots,
such as those for making sushi, burgers, noodles, and sau-
sages, are also employed in various food preparation tasks
(Filloon, 2016; Sushirobo.com, 2020; Troitino, 2018). Ad-
ditionally, robotic waiters and buses assist in busy eateries,
though there are concerns about job displacement due to the
excessive use of robots (Ivanov & Webster, 2020). The
Tanuki restaurant in Dubai uses a robot host to enhance
guest interactions and promote unique offers (Ivanov &
Webster, 2020; Berezina et al., 2019), while robot guides
provide information in museums and exhibitions (Y0ldz,
2019). Drones are utilized for food and beverage delivery,
as seen with Timbre @ The Substation and Domino's Pizza’s
commercial drone delivery in Auckland (Lui, 2016; Mill-
ward, 2015). Drones also support destination marketing and
eco-friendly practices by improving energy efficiency
(Donaire, Gal & Gulisova, 2020; Hwang & Kim, 2019;
Hwang et al., 2019; Stankov et al., 2019).

4.3. Chatbots

Software that allows users or customers to speak with the
system in their tongues is known as a Chabot. Abu Shawar
and Atwell's study from 2007, on page 29, examines. It is a
self-service technological application named "virtual agent”
and "chatterbot." It may appear on the company's websites
or mobile applications (Melidn-Gonzalez et al., 2019: 1-2).
According to the same study's analysis of Trip-Advisor re-
views, chatbots are widely used by patrons of lodging facil-
ities, dining establishments, and transportation and enter-
tainment hubs. Marriott International uses a chatbot on Fa-
cebook Messenger to facilitate reservations for any of its
4,700 properties (Phaneuf, 2020).

4.4. Facial recognition

Biometric technology relies on analyzing individuals'
unique physiological or behavioral characteristics, such as
the patterns in their eyes, iris, fingerprints, facial features,
palm shape, and voice. These technologies enhance people's
quality of life by eliminating repetitive tasks using biometric
data. Among these biometric technologies is facial recogni-
tion technology. Within the tourist sector, users and custom-
ers make use of these technologies. At the UK's Gatwick
Airport, travelers utilize facial recognition technology to
self-scan their faces for passport checks (Ivanov & Webster,
2019). Similarly, customers at Maryland's Food Grill can
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swiftly place orders and complete payments in fewer than 10
seconds thanks to face recognition technology (Marston,
2017). At a KFC restaurant in Beijing, a kiosk employs fa-
cial recognition technology to serve meals tailored to cus-
tomers' gender, age, and mood (Wu, 2017). At Fairmont Sin-
gapore and Swissotel the Stamford, facial recognition tech-
nology enables Marriott Hotels in China (Revfine, 2020) and
Marcus Hanna (Rajagopal, 2019) to check in and leave
quickly. In China, visitors to Alibaba's Fly Zoo Hotel may
choose and reserve their accommodations using face recog-
nition technology (Wolfe, 2019). Assuming that the travel
and hospitality sector will increasingly adopt facial recogni-
tion, technology might not be accurate, even though the
global market for such technologies was valued at USD 4.05
billion in 2017 and is forecasted to reach USD 7.76 billion
by 2022 (Hristova, 2019).

4.5. Language translators

A tourist's biggest issue while traveling overseas is the lan-
guage barrier. A language translator is one of the most es-
sential technological software for facilitating local-language
communication and participation in tourism activities in a
given place. These days, several apps may assist with lan-
guage barriers; one of the most well-known is "Google
Translate." When visiting a nation where they are not fluent
in the language, tourists can use Google Translate to con-
verse with locals in their tongue. Using Google Translate,
tourists can translate sentences from their native tongue into
the local language. Alternatively, people may translate
phrases spoken by others into their language using the appli-
cation, making conversation easier to understand. Apart
from Google Translate, travelers can utilize other applica-
tions such as Say Hi (an Amazon company), Microsoft
Translate (Microsoft, 2020), and i-Translate Translator (an
Apple application) (i-Translate, 2020) to assist them in com-
prehending menus at restaurants and hotels.

4.6. Optimization services

According to Samala et al. (2020), service companies can
leverage artificial intelligence to improve their offerings by
employing the Maximum Likelihood Estimation approach.
The travel and hospitality industries commonly employ op-
timization services, focusing on enhancing service for tour-
ist demand forecasts and tariff and rate forecasting. Compa-
nies that implement a dynamic pricing strategy use this
method to estimate and modify prices in response to spikes
or dips in demand.

4.7. Fare and rate forecasting

Artificial intelligence technologies are optimization instru-
ments in the tourism and hospitality sectors, particularly in
fare and rate forecasting. Machine learning algorithms and
Al applications now enable the evaluation of room occu-
pancy rates. Various methods for predicting room occu-
pancy rates are utilized, including the PRISMA model
(Chow et al., 1998), the neural network approach (Law,

1998), big data analysis (Pan & Yang, 2017), and Bayesian
compression approaches (Assaf & Tsionas, 2019). For hotel
room rates, Al technologies offer advantages as well. In re-
sponse to budget-conscious travelers, websites assist in de-
termining the best time to purchase, ensuring tourists obtain
the most value for their money (Martin, 2018; Schwahn,
2017). "Now is the right time to buy airline tickets for the
best deals." According to Huang et al. (2019), corporate
websites such as Hopper and Kayak help travelers foresee
unpredictable prices in the travel and hospitality industry.

4.8. Tourism demand forecasting

Predictions of tourism demand frequently depend on models
of artificial neural networks known as multi-layer percep-
tron networks and deep learning (Claveria et al., 2015; Kon
& Turner, 2005; Law, 2000; Law & Au, 1999). Moreover,
support vector machines (Chen & Wang, 2007; Chen et al.,
2015; Hong et al., 2011), a composite search index (Li et al.,
2017), fuzzy time series (Tsaur & Kuo, 2011; Wang, 2004),
and support vector machines (Tsaur & Kuo, 2011; Wang,
2004) are additional techniques utilized to forecast tourism
demand and Gaussian processes (Tsang & Benoit, 2020).
These techniques make it possible to regularly predict the
demand for a given area, location, or company. Companies
then use dynamic pricing to adjust their rates to these pro-
jections. To boost demand, destinations may do more adver-
tising and marketing at times when it is anticipated that de-
mand will be low.

4.9. Search engine

According to Fesenmaier et al. (2011), search engines are
becoming a more crucial component of destination market-
ing organizations’ marketing strategies for trip planning in
the tourism and travel sector (p. 587). Travelers utilize
search engines to organize their itinerary, which includes
lodging, local attractions, excursions, dining options, and ac-
tivities. They also use the search engine suggestions to
choose which locations to visit. Travelers utilize them as op-
timization services while booking hotels or buying airline
tickets. Samala et al., (2020). Search engines such as "Av-
vio" and "U-trip" use machine learning algorithms to assist
destination marketing organizations, hotels, conference and
visitor bureaus, and airlines deliver customized travel sug-
gestions to their clientele. According to various factors, in-
cluding their interests, preferences, regions, and budgets, U-
trip offers its clients instantaneous travel options based on
their requests. Clients may then purchase based on these rec-
ommendations (Abadicio, 2019).

4.10. Consultancy services

Businesses that provide advisory services to the travel and
hospitality industries might also benefit from deploying Al
applications. Similar to search engines, these firms offer
suggestions. They collaborate closely with travel or lodging
companies, which is the sole distinction. For instance, the
Ukrainian B2BN company Altex Soft works closely with the
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hotel and tourism industries to develop specialized software
and solutions. The teams' proficiency with data and machine
learning makes this feasible. Through automation, machine
learning, and natural language processing, Altex Soft also
provides consulting services to tourism-related businesses
on booking and reservations, travel management, and airline
management (Abadicio, 2019).

5. Other AI applications used in travel and hospitality
industry

This section highlights common examples of self-service
visitor technologies in the travel and hospitality industries
and references other Al applications.

5.1. Automated machines for check-in and check-out

In the hotel sector, a relatively recent technology that saves
customers from having to go to reception is the self-check-
in and check-out information kiosk (Kim & Qu, 2014: 227).
Yotel New York allows visitors to check in swiftly and con-
veniently without waiting at the reception desk by utilizing
self-service kiosks that mirror those seen at airports, Yotel
New York, (2020). Airports also make use of these kiosks.
Travelers may check-in, print their boarding cards, and
check in their luggage at airport self-service kiosks without
needing assistance from a human (Future Travel Experience,
2013; Nicas & Michaels, 2012).

5.2. Virtual assistant with artificial intelligence

The Wynn Las Vegas 2016 intends to install Amazon's Echo
system in every room, enabling voice commands for visitors
to operate various devices. Virtual assistants can also handle
reservations for travel, lodging, and activities at the destina-
tion (Ivanov et al., 2017). "Assista," a digital assistant pro-
vided by Divan Istanbul, enables visitors to manage lighting
and temperature and obtain local information. Through the
automated tourist information system supplied by SARA in
Singapore, visitors may explore the city without needing
help from a human (Niculescu et al., 2014).

5.3. The future of tourism and hospitality: Impacts of AI and
robotic technologies

It is anticipated that in the upcoming decades, robotics and
artificial intelligence will have a significant influence on the
travel and hospitality sectors. Reception areas, food and bev-
erage divisions, laundry facilities, cleaning services, and
other areas will use these technologies more frequently. Vir-
tual assistants will allow guests to operate the temperature
control, television, air conditioning, lighting, curtains, and
innovative room equipment (Yang et al., 2020). Artificially
intelligent visual and audio systems will identify visitors'
moods and produce scenes on the walls to help them feel
more alert. Robotics and Al technologies are set to revolu-
tionize the travel and hospitality sectors, transforming how
businesses operate. These technologies include robot recep-
tionists, bellboys, concierges, and self-service check-in

kiosks. They will also be used in food delivery services,
meeting and event management, and golf tourism. Travel
firms will use Al applications for robot guides, chatbots, and
demand forecasts. In the cruise industry, robots will enhance
the guest experience by cleaning decks and rooms. Al tech-
nologies will also benefit hot air ballooning and virtual
guides for museums. However, ethical and risky issues such
as staff acceptance, cultural differences, and potential cyber-
attacks must be addressed.

5.4. Hospitality and Al's effects

Since the hospitality industry is one of the main drivers of
tourism, we decided to look into the technologies and appli-
cations previously mentioned about hotels to perform a more
in-depth examination of the impact of Al on the industry.
The hotel industry embraces Al applications for operations
and marketing, enabling robots for room cleaning, employee
selection, facility maintenance prevention, resource alloca-
tion based on guest value, and guest-centric conversations
(Demir & Demir, 2023). Al also improves inventory control,
energy use, and financial management. It also enhances per-
sonalized services, forecasting, and CRM systems. How-
ever, the vast data sets available to hotels are small, and most
data is limited to guest activity and website interactions. By
the time Al is fully developed, most human activities will be
automated, but humans will still play a limited role in the
hospitality sector. An adequate hotel fully utilizing automa-
tion, robotics, Al, and technology is at one extreme of the
spectrum. It operates with a restricted number of persons.
Because they can cut the primary costs associated with the
hospitality business, these cost-effective hotels will appeal
to budget-conscious travelers (Bowen & Morosan 2018;
Gursoy 2018). The distinct hotel is at the other end of the
spectrum; human beings will be employed to differentiate
themselves at many touchpoints. But even at these upscale
hotels, visitors will always have the choice to use Al-based
self-service technology. There will be a variety of hotel
kinds in between that have various configurations of people
and technology.

Figure 2. Al technologies and applications in tourism

THE ROBOTIZED THE AUGMENTED THE DISTINGUISHED
HOTEL HUMAN HOTELS HOTEL
The almost fully Humans combined Front office and

automated, robotized,
cost-effective, Al-based

with robots, Al and
automation

touchpoints are
humans

»
>

Tasks developed by humans in the hotel

Source: Bulchand-Gidumal, (2022).

6. Conclusions

The travel and hospitality sectors may only sometimes em-
brace robotics and artificial intelligence applications. Yet,
these technologies have progressively been kept in our daily
lives due to technological advancements. Currently, the
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issue is, “With the aid of artificial intelligence, will robots
be able to offer the services at least as well as humans?” The
answer to this issue should be considered in light of the up-
coming advancements in robotics and artificial intelligence
applications covered in-depth in the study. In actuality, the
facts are well known that the robotic technologies and Al
applications described above are mostly anticipated, created,
and implemented as a result of numerous scientific inquiries.
In addition to encountering challenges in recruiting profi-
cient personnel, stakeholders in the tourism and hospitality
sectors also need to overcome the obstacle of adopting these
technological advancements. Unmanned technologies are
rapidly gaining popularity in travel and hospitality, aiming
to replace human workers. However, the primary purpose of
these technologies is to improve service quality by providing
qualified staff. The human touch is crucial for meeting cus-
tomer expectations and wants, and artificial intelligence can-
not elicit these concepts like a human. Despite technological
advancements, “service” and ‘“hospitality” cannot exist
without humans. Robots and Al programs may be essential
components supporting tourist employees, potentially filling
new roles. Despite the prevailing cautiousness, the general
public exhibits conservatism concerning implementing ro-
botics and artificial intelligence technologies. These techno-
logical advancements benefit management, businesses, op-
erators, suppliers, employees, customers, and other stake-
holders. Applications can provide accurate tourist policy and
planning forecasts, aiding tourism revenue tax management.
Service robots can reduce labor turnover and improve ser-
vice quality, ensuring customer satisfaction and loyalty.
They can also boost output and operational costs, enhancing
marketing management and competitiveness. The need for a
more customized experience among consumers, however, is
what is driving the need for robots to provide service, par-
ticularly in the hospitality and food and beverage sectors.

Governments must develop infrastructure and legislative
rules for these technologies, while further research is needed
to maximize human-robot interaction and integrate them
into higher education programs. New technologies that meet
the needs and desires of customers can be developed by
working with engineering departments and encouraging stu-
dents to learn about robotics and Al applications (Dalgic et
al., 2024). For example, these technologies can be found in
food and beverage management or hospitality applications
such as automation tools, conveyor belts, or drones and in
the service territory’s roles of cooks, serving staff,
hosts/hostesses, and bussers. It is only via collaborative
working groups between academic circles and industry prac-
titioners that many innovations that have not been consid-
ered until now may be made possible. Similar trends may
affect transportation businesses, museums, airports, and
travel agencies, all crucial players in the tourist and hospi-
tality sectors.

Last but not least, the issue of how well guests and staff
accept new technologies should also be viewed as a severe
threat. Potential roadblocks include not tech-savvy guests,

staff reluctance to use these technologies, and unwillingness
to accept new technologies. The most significant barrier is
that these internet-based technologies give rise to ethical
concerns such as privacy and confidentiality due to their po-
tential to compromise cybersecurity. These impediments to
adopting robots and Al applications are now notable in tour-
ism and hospitality. In the future, internal and external in-
dustry stakeholders will adhere to and use these technologi-
cal advancements due to the absence of uncertainties.

6.1. Practical implications

The studies provide various proper marketing and hospital-
ity takeaways. First, it draws attention to significant prob-
lems with the deployment and application of Al in hotel
companies. Managers in the tourism and hospitality indus-
tries will need to prepare for changes in big marketing tactics
in the upcoming years. The emergence of Al-driven services
and the possibility for technology to supplant human roles
are essential factors to consider. Through highly personal-
ized experiences, Al offers chances to boost customer life-
time value (CLV), which can result in higher conversion
rates (Loring, 2018). As Paschen et al. (2020) suggested,
producing complicated, high-quality datasets will be essen-
tial to preserving a competitive advantage. Businesses will
stand out and get a competitive edge if they can create and
apply cutting-edge algorithms to leverage these datasets
(Grossberg, 2016). The ability to make these databases is
now limited to big digital companies like Google, Facebook,
Amazon, and Booking.com. Given the circumstances, it is
suggested that managers in the hospitality industry look into
creative collaborations or alliances to create intelligent eco-
systems. As Sivarajah et al. (2017) point out, small busi-
nesses may need help to compete effectively due to the high
expenses connected with big data. One of the most antici-
pated innovations in the tourism sector is the disruption of
Al-enhanced personal assistants or 24/7 digital butlers/con-
cierges (Loureiro et al., 2020; Pereira et al., 2022). The tour-
ism experience will likely be enhanced, and these Al sys-
tems will improve human performance.

Nonetheless, the research also highlights some draw-
backs, such as adverse impacts on hotel staff members' job
satisfaction, engagement, and intentions to leave the com-
pany (Koo et al., 2021; Kozinets & Gretzel, 2021). Accord-
ing to the literature, practical employee training is essential
throughout this shift (Li et al., 2019). Employees should be
able to use Al more productively and minimize any negative
consequences with this training. However, the study also
shows that the intricacy of these systems may make them
more challenging for marketers to understand when Al is in-
corporated more deeply into hotel marketing departments
(Kozinets & Gretzel, 2021). Managers must adopt novel
training strategies that provide a deeper understanding of the
underlying technology of Al in addition to covering its op-
erational elements. One strategic way to help Al implemen-
tation and improve overall functionality could be to integrate
technical experts strategically into marketing organizations.
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6.2. Limitations and future research directions

Like every research project, this study has several limita-
tions that point to areas that need to be looked at further. A
significant constraint is the possible absence of industry-spe-
cific knowledge among the Al experts contacted. It would
be advantageous for future studies to involve Al specialists
with an in-depth understanding of the travel and lodging in-
dustries. These experts could offer more pertinent and valu-
able insights into how Al interacts with marketing strategies
in these sectors, resulting in a more thorough comprehension
of the topic (Smith & Jones, 2022). Furthermore, the partic-
ular market situation in which the research was carried out
impacts the study's conclusions. Future studies should con-
sider creating focus groups in various markets with different
degrees of Al adoption to solve this. This methodology
could reveal cultural and industry-specific subtleties that
would not be seen within the confines of a single market. A
more comprehensive understanding of how Al affects mar-
keting strategies in various cultural and economic contexts
will be possible by investigating these many situations (Lee
et al., 2024).

Moreover, the study's depth may be improved by utiliz-
ing the Delphi approach, which entails repeated rounds of
expert consultations. Researchers could get a more nuanced
consensus on Al's function in marketing by involving mar-
keting experts in this way, which could disclose insights that
were missed in the early phases of the study (Williams,
2021). This iterative process may result in more reliable re-
sults and a better comprehension of Al's significance for
marketing strategy.
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Abstract

The main aim of this study is to elucidate the impact of hedonic motivations and habits of e-sports viewers on their intention to visit.
The second one is to test the mediating role of individuals' attitudes on this stated impact. The data were collected through face-to-
face and online between May 26, 2022, and November 15, 2023. At the end of the data collection process, 438 survey forms were
obtained. As aresult of the conducted analyses, it was found that hedonic motivation and habit variables have a significant and positive
impact on attitude and the intention to visit. Moreover, attitudes mediate the relationship between the intention to visit and both
hedonic motivation and habit. In the context of the obtained findings suggested to emphasize aspects that bring fun, pleasure, and
enjoyment in e-sports activities. Another recommendation is to provide information to e-sports viewers, especially through individual
or social media channels, about e-sports events and the destinations where the events are organized in promotional activities.

Keywords: Hedonic motivation, Habit, Attitude, Intention to visit, E-sport and tourism, SOR model

1. Introduction

Nowadays, technological advancements shape our lives in
many areas and increase internet usage. Along with these
developments, the tourism sector is also affected. Stakehold-
ers in the tourism sector need to keep up with this progress.
As people's interests change with new developments, differ-
ent tourism areas are being explored according to these in-
terests. In this context, a new type of tourism called e-sports
tourism has begun to attract people's interest. E-sports is de-
fined as “a new form of sport where digital games are
played individually and/or as a team on any platform, online
or offline” (Cavus, 2020). E-sports events provide many in-
dividuals with a lifestyle and income source through prize
pools in tournaments or corporate sponsorships. The e-
sports industry is rapidly growing, with millions of online
players and approximately 532 million virtual viewers
worldwide (Statista, 2023). In addition to players, teams,
and technical staff, spectators who want to meet players and
others with similar interests and watch matches live also par-
ticipate in e-sports events. This situation also highlights the
connection between sports and tourism. In 2022, ticket rev-
enue of $107.9 million was generated from 14 major e-sports

events (Newzoo, 2022). These e-sports events have become
a source of income in the destinations where they are held.

Due to the Covid-19 pandemic, many events have been
conducted online, including e-sports events. During this pe-
riod, tournaments in which world-renowned e-sports teams
participated were broadcast live on online platforms. Promo-
tional activities related to the destination were carried out
before, during breaks, and after the broadcasts of these
events held in a specific destination. In addition, in recent
years, although such events have been actively held in a spe-
cific destination with physical attendance, they are also
broadcast live on the internet, and individuals interested in
e-sports follow these broadcasts. The hedonic motivations
and habits of e-sports tournament viewers can further en-
courage individuals to participate in these events. Hedonic
motivation involves individuals' intrinsic motivation, mainly
related to pleasure and enjoyment (Goossens, 2000). The po-
tential for an activity or event to provide individuals with
entertainment, pleasure, and enjoyment or to fulfill such ex-
pectations can influence individuals' attitudes (Binkhorst &
Den Dekker, 2009; Chen & Tsai, 2007; Kim & Ritchie,
2014) and behaviors (Linderberg & Steg, 2007; Miao &
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Wei, 2016). On the other hand, habit refers to individuals
exhibiting similar behaviors at regular intervals and contin-
uously. Habits also play a role in shaping individuals' atti-
tudes and intentions to visit. (Hudson & Ritchie, 2006; Kock
et al., 2016). Both hedonic motivation and habit are signifi-
cant variables in shaping individuals' thoughts and behav-
iors.

Individuals experience specific emotions and thoughts in
response to organized e-sports events. These emotions and
thoughts are influenced by the conditions described as he-
donic motivation or habit (Binkhorst & Den Dekker, 2009;
Chen & Tsai, 2007; Hudson & Ritchie, 2006; Kock et al.,
2016). These emotions and thoughts can become semi-
standardized by being influenced by specific factors. It is
possible to characterize these standardized emotions and
thoughts as "attitudes." Attitude is described as the set of
thoughts individuals have about a specific event, object, liv-
ing being, or person. Positive attitudes can prompt individu-
als to act (Jang & Feng, 2007). If individuals have positive
attitudes towards e-sports events, through these attitudes,
they may desire to visit the venues where e-sports events are
held. In other words, attitudes are among the most important
factors influencing the intention to visit (Petrick, 2004). The
intention to visit is the final step before individuals visit, fol-
lowing certain considerations. Planning to attend a specific
event or destination can also be included in the intention to
visit (Hunter, 2006).

Hedonic motivation and habit can predominantly moti-
vate individuals internally to generate specific emotions and
thoughts. In other words, they can shape individuals' atti-
tudes. As attitudes form, it is natural for individuals to act.
Attitudes can also influence visiting intention (Jang & Feng,
2007). These circumstances are based on the Stimulus-Or-
ganism-Response (SOR) Model. Hedonic motivation and
habits, acting as stimuli, will affect individuals' internal
evaluations or organisms. In other words, they will be sig-
nificant in shaping individuals' attitudes. As an organism, at-
titude will influence the response, which we can describe as
the intention to visit. This research will evaluate e-sports
events, which have become increasingly popular in recent
years and are expanding their market share daily, within the
scope of the study. The main objective of the research is to
demonstrate the impact of individuals' hedonic motivation
and habits on their intention to visit the venue where the
event will be held by shaping their attitudes. This research is
essential in filling existing gaps in the context of e-sports
and tourism. Another significant aspect is that the model cre-
ated for the research will be tested for the first time. The re-
sults obtained serve as a guide for both academics and prac-
titioners.

2. Literature review

2.1. Hedonic motivation

Hedonic motivation entails consumption involving behav-
iors developed concerning senses, perceptions, fantasies,

and emotions (Akturan, 2012). In other words, hedonic mo-
tivation is associated with entertainment and pleasure. Con-
sumers may consume the same products or services for dif-
ferent purposes, such as hedonic purposes, or they may act
to obtain benefits to achieve a higher-level goal (Botti &
McGill, 2011). Examining consumer purchase and buying
behavior based on geographical, demographic, behavioral,
psychological variables, and motivation is important in hotel
business segmentation. This is because tourists' purchasing
decisions involve a variety of purposes such as holidays,
health, sports, sightseeing, and experiencing new cultures.
Therefore, tourists have specific expectations.

On the one hand, tourists have expectations such as sat-
isfaction with tourism products or seeking luxury (Kozak,
2014); on the other hand, they are motivated by accessible
hedonic and utilitarian outcomes (Chen & Schwartz, 2010).
Motivated consumers may prefer brands or companies that
meet consumer needs such as emotional pleasures, social
status pursuit, and social needs, offering products and ser-
vices that can be enjoyed through experiences (Bas & Sam-
sunlu, 2015). One of the fundamental reasons for consumers
to enjoy such shopping experiences is hedonic motivations
(Eken & Yazici, 2015). Thus, products evaluated primarily
based on hedonic consumption value serve as a means for
consumers to control their mood (Spangenberg et al., 1997).

In tourism, hedonic motivation is primarily associated
with factors related to pleasure, relaxation, and entertain-
ment (Dolnicar et al., 2019). Dann (1977) and Goossens
(2000) have examined motivational factors in the context of
tourism as push and pull factors. Push motivation factors
arise from individuals' internal motivating factors. Among
these factors are elements such as the desire for relaxation,
entertainment, escapism, and the search for novelty. On the
other hand, pull factors emerge in the context of the abstract
and concrete elements a destination possesses. Attractions
such as facilities, activities, and amenities are evaluated
within the scope of pull factors. Hedonic motivation, as it is
mainly related to pleasure and enjoyment, is influenced by
both push and pull motivational factors. Hedonic motivation
is primarily associated with seeking pleasure and enjoyment,
and when fulfilled, it can evoke emotional satisfaction. Indi-
viduals' feelings of pleasure and enjoyment after activities
can also influence their attitudes (Binkhorst & Den Dekker,
2009). Pine and Gilmore (1998) have stated that in the expe-
rience economy, consumers increasingly seek pleasure and
enjoyment, thus emphasizing the importance of hedonic mo-
tivation. Kim and Ritchie (2014) found in their studies ex-
amining the impact of hedonic motivation on tourists' atti-
tudes that tourists who derive pleasure and enjoyment have
a positive attitude towards the destination. Chen and Tsai
(2007) noted that hedonic motivation affects tourist atti-
tudes. It has been suggested that in entertainment-focused
visits by tourists, experiencing entertainment will lead to a
positive attitude. Individuals' enjoyment of activities will in-
fluence their attitudes and behaviors (Lindenberg & Steg,
2007; Miao & Wei, 2016).
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2.2. Habit

According to Turkish Language Association (TDK, 2006),
habit is defined as "conditioned behavior that occurs consist-
ently due to internal and external influences." Giiney (1998)
defines habit as "attitudes or behaviors acquired by a living
being as a result of repeated exposure to an effect and per-
formed automatically." Based on these definitions, it is char-
acterized as regular and repeated behaviors. In environments
where competition is intense, firms need to gather infor-
mation about consumers' purchasing habits before making
decisions about products, prices, distribution channels, and
sales promotion (Varinli & Cakir, 1999). Business and des-
tination managers should know their customers’ character-
istics, desires, and expectations, as well as their holiday hab-
its to determine appropriate marketing strategies for profit
generation, competition, product positioning, and brand cre-
ation. In other words, segmenting the market and learning
factors such as travel habits, consumption levels, and prod-
uct preferences of target market consumers are important for
obtaining a homogeneous market (Boz & Yildirim Sagilik,
2018).

It is noted that through the curiosity aroused by destina-
tions as a result of habits and the acquisition of information
about the destination, a certain attitude forms, leading to the
intention to visit the destination. The products and services
offered in the context of individuals' habits can especially
influence their intention to visit (Hudson & Ritchie, 2006).
Anything that individuals regularly use, participate in, or en-
gage with is a significant factor in determining subsequent
behavior. Along with exploring destinations through habits,
the intention to visit is also positively influenced (Bigne et
al., 2001). Habits also influence the attitudes individuals
hold. Habits are important in shaping semi-standardized
thoughts about any object, individual, living being, or be-
havior. This factor will increase individuals' intention to visit
by influencing their attitudes (Backman & Crompton, 1991;
Kock et al., 2016).

2.3. Attitude

Attitude is described as the crystallized form of individuals'
positive or negative evaluations towards an object, living be-
ing, person, or event. These evaluations lead individuals to
cognitive, emotional, and behavioral responses (Eagly &
Chaiken, 1993). In other words, individuals' knowledge,
emotional approach, or behaviors towards any object, living
being, person, or event can influence their behaviors. These
patterns that influence behavior are characterized as atti-
tudes (Hagger, 2019). Attitudes are phenomena character-
ized as crystallized patterns that are somewhat resistant to
change. However, any situation individuals encounter in
their daily lives (cognitive, emotional, and behavioral) can
shape attitudes (Torabi et al., 2022). Factors such as attrac-
tiveness and entertainment are important in shaping atti-
tudes. In this case, the perception of activities or events as
enjoyable due to hedonic motivation shapes attitudes
(Guadagno et al., 2013).

One of the fundamental factors influencing attitude is de-
mographic characteristics. Features such as gender, educa-
tional level, age, and marital status impact attitude (Gursoy
& McCleary, 2004). Perceived value and satisfaction are
also important factors in shaping attitudes. If individuals
perceive benefits from visiting a destination and are satisfied
with their experience, their attitude is positively influenced
(Petrick, 2004).

On the other hand, it has been noted in the relevant liter-
ature that destination image also affects attitude (Beerli &
Martin, 2004). From a tourism perspective, it can be stated
that individuals' attitudes can affect their spending, travel de-
cisions, satisfaction levels, and intentions to revisit (Fodness
& Murray, 1999). It can also be said that attitudes toward a
destination influence the decision to choose or not choose
that destination. The evaluations of the destination that
emerge as positive or negative semi-standardized assess-
ments can also affect the selection of the destination by in-
fluencing attitudes towards it (Jang &Feng, 2007). With the
visitation of a destination, individuals' attitudes are re-
shaped.

2.4. Intention to visit

Intention is the individual's desire and effort to perform a
behavior (Ajzen, 1991). According to another definition, in-
tention measures a person's inclination to exhibit a specific
behavior (Turan, 2011). Generally, intention is described as
the final step before behavior occurs and as a fundamental
factor influencing behavior (Hunter, 2006). Intention is
shaped by individuals' attitudes toward the behavior (Wang
& Ritchie, 2012). Individuals’ awareness and knowledge
shape attitudes. Similarly, the attitude towards a destination
can also influence the intention to visit that destination (Shin
& Jeong, 2022). The desire or likelihood of visiting a desti-
nation indicates the intention to visit (Luo & Ye, 2020). Ad-
ditionally, planning to visit a destination in the future can
also fall within the scope of visitation intention (Horng et al.,
2012).

Factors influencing the intention to visit a destination
have a complex structure. Factors such as attractions (man-
made, natural formations, activities, etc.), motivation, and
satisfaction are fundamental factors influencing the inten-
tion to visit (Crompton, 1979). On the other hand, cultural
factors also significantly impact the intention to visit. Cul-
tural characteristics can shape perceptions of the destination,
thereby positively affecting the intention to visit (Gursoy &
McCleary, 2004). In addition to these, destination image,
destination awareness, perceived value, and similar aspects
can shape the intention to visit (Wang & Hsu, 2010). One of
the most important variables affecting the intention to visit
is attitude. Various factors shape individuals' attitudes posi-
tively or negatively. As a result of this shaping, individuals
may express an intention to visit a destination. A positively
shaped attitude towards a destination will positively influ-
ence the intention to visit (Bieger et al., 2011; Chen & Tsai,
2007).
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3. Model and hypotheses
3.1. SOR model/paradigm

The SOR paradigm was introduced by Mehrabian and Rus-
sell in 1974. According to this model, environmental stimuli
and emotions influence individuals' behaviors. The model
consists of three components: Stimulus, Organism, and Re-
sponse. As Mehrabian and Russell (1974) described, the
SOR model represents the Stimulus (S) component, which
characterizes the informational load encompassing all sen-
sory variables in a specific environment and the perceived
objects and temporal relationships among them. The Organ-
ism (O) reflects individuals' internal structures and emo-
tional responses to environmental stimuli, while the Re-
sponse (R) represents approach or avoidance behaviors. The
SOR paradigm, initially recognized as a psychological the-
ory, has become widespread in consumer behavior rooted in
psychology (Wu & Li, 2018:77). According to this para-
digm, consumers planning to travel undergo a mental pro-
cess triggered by specific stimuli, resulting in certain re-
sponses.

3.2. Development of hypotheses

The SOR model has been considered in the development of
hypotheses (Mehrabian & Russell, 1974). In the SOR model,
precursor variables represent stimuli. Considering the re-
search model, these stimuli identified as "hedonic motiva-
tion" and "habituation" variables. Additionally, within the
context of the organism influenced by stimuli, the variable
of "attitude" can be identified. Finally, within the context of
the outcome variable, influenced by stimuli and organism,
the "intention to visit” variable is present. Furthermore, hy-
potheses have been developed considering the research find-
ings in the literature.

3.2.1. Relationship between hedonic motivation and attitude

Motivation is one of the most significant factors in driving
individuals towards achieving their goals. In tourism, moti-
vation defined as the motivating factors that prompt individ-
uals to act, stemming from both internal and external factors.
In tourism, motivational factors are generally classified into
push and pull motivational factors (Dann, 1977; Goossens,
2000). Push motivational factors encompass internal moti-
vators such as escape, relaxation, novelty-seeking, and en-
joyment. On the other hand, pull motivational factors in-
clude the attractions, facilities, and activities offered by the
destination, both tangible and intangible (Dann, 1977; Goos-
sens, 2000). Hedonic motivation pertains more to factors re-
lated to providing pleasure and entertainment to individuals.
The satisfaction derived from activities undertaken can in-
fluence individuals' attitudes (Binkhorst & Den Dekker,
2009). Relevant research indicates that individuals whose
expectations are met through pleasure and enjoyment tend
to have positively influenced attitudes (Chen & Tsai, 2007,
Kim & Ritchie, 2014; Lindenberg & Steg, 2007; Miao &
Wei, 2016). When evaluated within the framework of the

SOR model, hedonic motivation as a stimulus can influence
the attitude of the organism. Based on the SOR model and
relevant research findings, the following hypothesis has
been developed:

Hi: Hedonic motivation significantly and positively af-
fects individuals' attitudes.

3.2.2. Relationship between habit and attitude

Habit is characterized as behaviors repeated regularly. Indi-
viduals who habitually engage in e-sports may become curi-
ous about destinations through events held in different loca-
tions and research those destinations (Backman & Cromp-
ton, 1991; Kock et al., 2016). Satisfying with activities per-
formed at a certain frequency can positively influence indi-
viduals' attitudes (Backman & Crompton, 1991; Kock et al.,
2016). Considering the SOR model, the habit variable, act-
ing as a stimulus, may influence the attitude of the organism.
Based on the SOR model and relevant research findings, the
following hypothesis has been developed:

Ha: Habit significantly and positively affects individuals'
attitudes.

3.2.3. Relationship between attitude and intention to visit

The relationship between attitude and visit intention was ex-
amined bidirectionally. Individuals' attitudes may be influ-
enced by their expectations being met and their satisfaction
after visiting a destination (Petrick, 2004). On the other
hand, it has been indicated in research findings that positive
or negative attitudes towards a destination can also affect the
intention to visit that destination (Beerli & Martin, 2004;
Fodness & Murray, 1999; Jang & Feng, 2007). Considering
the SOR model, the attitude, categorized as the organism,
may impact the intention to visit in the context of the out-
come variable. Based on the SOR model and relevant re-
search findings, the following hypothesis has been devel-
oped:

Hs: Individuals' attitudes significantly and positively af-
fect their intention to visit.

3.2.4. Mediate role of attitude

Attitude is defined as the set of semi-permanent feelings and
thoughts individuals possess (Eagly & Chaiken, 1993). It is
common for individuals with an interest in e-sports to watch
and participate in such events through their hedonic motiva-
tion and habits (Jang & Feny, 2007; Petrick, 2004). Individ-
uals’ enjoyment and pleasure from these activities are sig-
nificant factors in their subsequent participation. Addition-
ally, their habits may lead them to intermittently or continu-
ously seek out such events. Curiosity about venues where e-
sports events are held may arise from hedonic motivation
and habit. Consequently, an intention to visit a specific event
or destination may emerge. However, it should be noted that
this effect could also be mediated by an intermediary varia-
ble, individuals' attitudes in the context of their emotions and
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thoughts. Relevant research findings support this notion
(Bieger et al., 2011; Chen & Tsai, 2007; Jang & Feng, 2007;
Shin & Jeong, 2022). Furthermore, considering the SOR
model, it is possible to evaluate hedonic motivation and
habit variables as stimuli. In the organism context, attitude
is assessed. Lastly, the response variable is the intention to
visit. Based on the SOR model and relevant research find-
ings, the following hypotheses have been developed:

Ha4: Attitude mediates the effect of hedonic motivation
on individuals' intention to visit.

Hs: Attitude mediates the effect of habit on individuals'
intention to visit.

4. Methodology

This study was conducted “the decision of Isparta University
of Applied Sciences Ethics Committee at its meeting dated
25.04.2022 and numbered 104/01.”

The population of the study consists of individuals who
follow online e-sports tournaments. The population is de-
fined as a set from which data collected for the research is
generalized through specific analyses (Biiyiikoztiirk et al.,
2012). The population is a group that is easy to define but
difficult to reach (Karasar, 2014). Therefore, reaching all in-
dividuals who watch e-sports tournaments online is nearly
impossible. In this context, sampling and sampling method
selection processes have been conducted. The sample is de-
scribed as a subgroup representing the identified population
(Sekaran & Bougie, 2013). The study sample consists of in-
dividuals who have actively or passively participated in e-
sports tournaments physically. This sample is representative
of the population.

Although there is no specific number of participants for
this sample, these individuals are assumed to be 100,000 or
more. According to the approach stated by Sekaran and Bou-
gie (2013), reaching 384 participants may be sufficient for
generalization. The study data were collected through con-
venience sampling between May 26, 2022, and November
15, 2023. Convenience sampling is one of the non-probabil-
ity sampling methods. Convenience sampling is described as
a method where anyone who wants to participate in the sur-
vey in the determined sample is included until the researcher
reaches the desired sample size (Altunisik et al., 2007). As a
result of the data collection process, 438 survey forms were
obtained. The data were collected through face-to-face and
online contact methods (online survey form, email, social
media channels, etc.).

4.1. Measures

The survey form for collecting data for the research consists
of two parts. The first part includes categorical and open-
ended questions to reveal the participants' demographic
characteristics. The second part comprises scales related to
the variables of the research purpose. The Hedonic Motiva-
tion Scale, adapted from the study by Jang (2020), is

included in the survey form. The reliability coefficient of
this scale, formed in three expression forms by Jang (2020),
was found to be 0.78 by the author. Similarly, the Habit
Scale, adapted from the research conducted by Jang (2020),
is included in the survey form. The reliability coefficient of
this scale, determined by Jang (2020), is 0.85. The Attitude
Scale was created based on the study by Bozkurt and
Avcikurt (2019). These researchers reported the reliability
coefficient of this scale, consisting of seven statements, as
0.85. Lastly, the Intention to Visit Scale was also developed
based on the research by Bozkurt and Avcikurt (2019). The
reliability coefficient of this scale, determined by Bozkurt
and Avcikurt (2019), is 0.86. Response categories for the
scales are established in a 5-point Likert rating format
(1=Strongly Disagree; 5=Strongly Agree).

4.2. Data analysis

The obtained data was primarily transferred to the SPSS
analysis program. After the data transfer, missing data anal-
ysis was conducted. In the Hedonic Motivation Scale, three
data points, in the Habit Scale, seven data points, in the At-
titude Scale, six data points, and in the Intention to Visit
Scale, five data points were filled by assigning the averages
of the relevant statements. The mean imputation method is
among the most preferred social sciences methods (Sencan,
2005). Following the imputation of missing data, outlier and
multicollinearity analyses were conducted. As a result of
these analyses, 30 data points were removed from the anal-
ysis. Consequently, the analysis continued with 408 data
points. The participants' demographic characteristics, de-
scriptive statistics of the statements, exploratory factor anal-
yses, correlation analysis, and other relevant aspects were
analyzed using the SPSS analysis program. Additionally,
confirmatory factor analysis, discriminant validity analysis,
hypothesis testing, and other relevant aspects were analyzed
using the LISREL package program and presented to the
readers.

5. Results

According to the findings presented in Table 1, when exam-
ining the distribution of genders among the participants, it is
observed that 85.3% are male and 14.7% are female. Re-
garding age distribution, it is noted that 22.6% are 19 years
old or younger, 41.6% are in the 20-24 age range, 27.4% are
in the 25-30 age range, 5.6% are in the 31-35 age range, and
2.3% are 36 years old or older. As for the educational back-
grounds of the participants, 0.2% have completed primary
education, 16.9% have completed high school, 25.2% have
completed associate degrees, 47.3% have completed under-
graduate degrees, and 10.3% have completed graduate de-
grees. When examining the income status, it is observed that
21% have incomes of 5,000% or less, 11.8% have incomes
between 5,001 - 10,000 &, 5% have incomes between 10,001
—15,000%, 6.6% have incomes between 15,001 — 20,000 £,
and 27.9% have incomes of 20,001 £ and above. Finally, in
terms of the frequency of watching online e-sports events,
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32% watch once a month, 25.9% watch 2-3 times a month,
30.8% watch 4-5 times a month, and 11.3% watch six times
or more per month.

Table 1. Demographic characteristics of the participants

Gender (n=408) n %
Female 60 14.7
Male 348 85.3
Age (n=407) n %
19 and below 92 22.6
20-24 years old 170 41.6
25-30 years old 112 27,4
31-35 years old 23 5.6
36 and above 10 2.3
Education (n=408) n %
Primary School 1 0.2
High School 69 16.9
College 103 25.2
University 193 47.3
Master & PhD 42 10.3
Income per month (n=293) n %
5.000 TL and below 85 29
5.001 - 10.000 TL 48 16.4
10.001 - 15.000 TL 19 6.5
15.001 - 20.000 TL 27 9.2
20.001 TL and above 114 38.9
Watching Frequencies (n=406) n %
One time per month 130 32
Two or three times per month 105 25.9
Four or five times per month 125 30.8
Six or more per month 46 11.3

Exploratory factor analysis was conducted on the scales.
Factor analysis is defined as “a multivariate analysis tech-
nique that reduces a large number of variables to a smaller
number of variables based on relationships between varia-
bles” (islamoglu and Almagik, 2014:395). When determin-
ing the number of factors, it was decided that “the eigen-
value should be greater than one and the corresponding fac-
tor loading should be at least 0.50 (Hair et al., 2010), the
factor should consist of at least three items, the difference in
loadings between two factors in case of overlap should be at
least 0.10 (Biiyiikoztiirk, 2002), and Varimax rotation
should be applied”. Table 2 presents the results of the ex-
ploratory factor analysis for the Hedonic Motivation Scale.
The Kaiser-Meyer-Olkin (KMO) measure of sampling ade-
quacy for the Hedonic Motivation Scale is 0.737, and Bart-
lett's Test of Sphericity indicates statistical significance
(¥*=731.203; p<0.001). These results suggest that the overall
structure of the Hedonic Motivation Scale is suitable for fac-
tor analysis.

The eigenvalue of the single-factor structure emerging
for the hedonic motivation of e-sports spectators is 2.470.
The explained variance ratio, which is considered the ade-
quacy of scale explanation, is 82.333%, and the reliability
coefficient Cronbach's Alpha is 0.892. This single dimen-
sion formed by the items in the scale is named "Hedonic Mo-
tivation.” Table 3 presents the results of the exploratory

factor analysis for the Habit Scale. The KMO value for the
Habit Scale is 0.738, and Bartlett's test of sphericity is sig-
nificant (¥>=725.748; p<0.001), indicating that the data are
suitable for factor analysis. The eigenvalue of the single-fac-
tor structure that emerged for the habits of e-sports specta-
tors' habits is 2.470. The explained variance ratio, which rep-
resents the adequacy of scale explanation, is 82.346%, and
the reliability coefficient Cronbach's Alpha is 0.903. This
single dimension is formed by the items in the "Habit” scale.

Table 4 presents the results of the exploratory factor
analysis for the Attitude Scale. The KMO value for the At-
titude Scale is 0.868, and Bartlett's Test of Sphericity is sig-
nificant (y*=1335.556; p<0.001), indicating that the data are
suitable for factor analysis. However, two items were re-
moved from the analysis because their factor loadings were
less than 0.500. The eigenvalue of the single-factor structure
that emerged for e-sports spectators' attitudes is 3.687. The
explained variance ratio, which represents the adequacy of
scale explanation, is 73.748%, and the reliability coefficient
Cronbach's Alpha is 0.906. This single dimension is formed
by the items in the "Attitude" scale.

Table 2. Exploratory factor analysis results of hedonic mo-
tivation scale

Hedonic motivation FL. Mean SD EV Ei

scale 433 760 82.333 2.470
I would be happy to
watch e-sports tour- 975 430 733
naments.
Watching e-sports
tournaments gives 913 446 773
me pleasure.
I feel excitement
while watching e- 883 423 776

sports tournaments.

KMO Value: 0.737; Bartlett's Test of Sphericity: 731.203; Total
Explained Variance: 82,333%; Cronbach's Alpha: 0.892

FL: Factor Loadings; SD: Standard Deviation; EV: Explained
Variance; Fi: Eigenvalues

Table 3. Exploratory factor analysis results of habit scale

FL Mean SD EV Ei
378 1.092 82346 2.470

Habit scale

Watching e-sports
tournaments has

become routine/ 928
natural for me.

3.65 1.129

Watching e-sports
tournaments is one
of my first choices
in my spare time.

898 389  1.138

I make special

time to watch e-

sports tourna- 896
ments.

KMO Value: 0.738; Bartlett's Test of Sphericity: 725.748; Total
Explained Variance: 82.346%; Cronbach's Alpha: 0.903

FL: Factor Loadings; SD: Standard Deviation; EV: Explained
Variance; Fi: Eigenvalues

3.79  1.007
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Table 4. Exploratory factor analysis results of attitude scale

FL Mean SD EV Ei
3.96 929 73748 3.687

Attitude scale

I think e-sports
tournaments are
amazing to watch.

1 think it is useful
to watch e-sports 871
tournaments.

I think it is good to
watch e-sports
tournaments.

I think it makes
sense to watch e-
sports tourna-
ments.

I think it is neces-
sary to watch e-
sports tourna-
ments.

KMO Value: 0.868; Bartlett's Test of Sphericity: 1335.556; To-
tal Explained Variance: 73.748%; Cronbach's Alpha: 0.906
FL: Factor Loadings; SD: Standard Deviation; EV: Explained
Variance; Fi: Eigenvalues

873 4.05 1.056

3.80  .848

870 427 .799

849 398 878

830 3.62 1.065

Table 5. Exploratory factor analysis results of intention to
visit scale

Mean SD EV Ei
3.52  1.175 83.960 2.519

Intention to visit FL
scale
I intend to travel to
destinations where
e-sports tourna-
ments are held.

938 339 1.136

I plan to travel to
destinations where
e-sports tourna-
ments are held.

916 341 1.251

I hope to travel to
destinations where
e-sports tourna-
ments are held.

KMO Value: 0.737; Bartlett's Test of Sphericity: 808.006; Total
Explained Variance: 83.960%; Cronbach's Alpha: 0.903

FL: Factor Loadings; SD: Standard Deviation; EV: Explained
Variance; Fi: Eigenvalues

895 375 1.139

Table 5 presents the results of the exploratory factor
analysis for the Intention to Visit Scale. The KMO value for
the Intention to Visit Scale is 0.737, and Bartlett's test of
sphericity is significant (}*>=808.006; p<0.001), indicating
that the data are suitable for factor analysis. The eigenvalue
of the single-factor structure emerged that for the intention
of e-sports spectators to visit destinations is 2.519. The ex-
plained variance ratio, which represents the adequacy of
scale explanation, is 83.960%, and the reliability coefficient
Cronbach's Alpha is 0.903. This single dimension formed by
the items in the scale is named "Intention to Visit.”

Table 6 displays the results of the confirmatory factor
analysis for the variables. In the confirmatory factor analy-
sis, “standardized factor loadings above 0.50 and t-values

greater than 1.96 were considered” (Fornell & Larcker,
1981; Joreskog & Sorbom, 1993). Additionally, the criteria
of “Average Variance Extracted (AVE) greater than 0.50
and Composite Reliability (CR) greater than 0.70 were con-
sidered” (Fornell & Larcker, 1981; Hair et al., 2010). Fur-
thermore, the goodness-of-fit indices indicated satisfactory
fit as they fall within the reference values (“Normalized Chi-
Square: 2.99; RMSEA: 0.073; AGFI: 0.91; GFI: 0.96, CFI:
0.98; NFI: 0.97; SRMR: 0.034””) (Wheaton, 1987; Hair et al.,
2010; Kline, 1998; Zikmund, 2003).

Table 6. Results of the confirmatory factor analysis

ME AVE a/CR
0.68 0.89/0.89

Items SL t

Hedonic motivation

HM1 0.80 18.14 0.35
HM2 0.90 21.08 0.19
HM3 0.78 17.17 0.40
Habit 0.70  0.89/0.89
HBT1 0.89 21.90 0.21
HBT2 0.78 17.85 0.39
HBT3 0.85 2046 0.27
Attitude 0.67  0.90/0.90
ATTI 0.85 20.84 0.27
ATT3 0.83 19.76 0.31
ATT5 0.84 20.04 0.29
ATT6 0.80 19.07 0.36
ATT7 0.78 18.13 0.40
Intention to visit 0.76  0.90/0.90
v1 0.94 2429 0.12
v2 0.87 2133 0.25
v3 0.81 1934 0.34

SL: Standardized Loadings; AVE Average Variance Extracted,
ME: Margins of Error

Table 7. Correlation analysis

Hedonic  prvit Attitude  1mtention
motivation to visit
Hedonic mo-
tivation (1
Habit 622%% (1)
Attitude STS*R 679% (1)
Intention to 384%% 513 50]%x (1)
visit
*#%p<0.01

Table 7 presents the correlation values between the vari-
ables. Significant and positive relationships were found be-
tween hedonic motivation and habit (r = 0.622; p < 0.01),
attitude (r = 0.575; p < 0.01), and visit intention (r = 0.384;
p < 0.01). There were significant and positive relationships
between habit and attitude (r = 0.679; p < 0.01) as well as
visit intention (r = 0.513; p <0.01). Finally, a significant and
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positive relationship was observed between attitude and visit
intention (r=0.501; p <0.01).

Table 8. Direct effect results

B t
Hedonic motivation > Attitude .67 19.56%*
Habit 2> Attitude 76 27.84%%
Hedonic motivation >  Intention to visit .43 9.21%*
Habit - Intention to visit .57  14.59%*
Attitude - Intention to visit .56  14.35%*

** p<0,01

The results of the direct effects between variables are de-
tailed in Table 8. It was found that the hedonic motivation
variable has a significant and positive effect on attitude (§ =
0.67; p < 0.01). Similarly, the habit variable is seen to have
a significant and positive effect on attitude (f = 0.76; p <
0.01). Regarding the intention to visit, hedonic motivation
(B=10.43; p <0.01), habit (B = 0.57; p <0.01), and attitude
(B=0.56; p <0.01) were found to have significant and pos-
itive effects. In this context, Hypotheses H1, H2, and H3 are
supported.

Figure 1. The mediating role

Hedonic
Motivation

N ——————— 006(07)
024 (35249

Intention to

030(3.73+%) Visit

A

038 (3.96+%)

In Figure 1, the test results for the mediating role are ob-
served. Before examining the mediating role, the require-
ments suggested by Baron and Kenny (1986) were checked.
As there were “significant relationships between the inde-
pendent and dependent variables, between the independent
and mediating variables, and between the mediating and de-
pendent variables, a test for mediation role was conducted”.
Since the interaction of the effect value between hedonic
motivation and attitude, and the effect value between atti-
tude and intention to visit is greater than the effect between
hedonic motivation and intention to visit, a mediation role is
inferred (|0.24 * 0.30| > |-0.06]). Considering the insignifi-
cant effect of hedonic motivation and intention to visit, the
first mediation role is interpreted as complete mediation. On
the other hand, since the interaction of the effect value be-
tween habit and attitude, and the effect value between atti-
tude and intention to visit is smaller than the effect between
habit and intention to visit, a partial mediation role is sug-
gested (]0.58 * 0.30] < |0.38|). Furthermore, considering the
significant effect between habit and intention to visit, it is
stated as a partial mediation role. In this context, H4 is

supported due to the mediation role, while HS is partially
supported due to the partial mediation role.

6. Conclusion

This study's findings exhibit similarities with research re-
sults in the relevant literature. Hedonic motivation predom-
inantly emerges as a concept related to individuals' pleasure
and enjoyment sensations (Goossens, 2000). Relevant re-
search findings have indicated that hedonic motivation,
which internally motivates individuals, also influences their
attitudes (Binkhorst & Den Dekker, 2009; Kim & Ritchie,
2014). The engagement of individuals in watching e-sports
events is shaped not only by their interests but also by pleas-
ure and enjoyment. Individuals derive pleasure and enjoy-
ment from such activities, so their attitudes toward e-sports
events will become more positive (Binkhorst & Den Dekker,
2009; Kim & Ritchie, 2014). In other words, in line with the
SOR model, as indicated in this study's results, hedonic mo-
tivation is a significant stimulant for attitude. Consequently,
individuals' enjoyment and pleasure from their activities will
affect their organismic attitude state.

In addition to pleasure and enjoyment, individuals' hab-
its, whether intermittent or continuous, can also influence
their attitudes. This study has found that habits can have a
positive impact on attitudes. This finding aligns with re-
search results in the relevant literature (Hudson & Ritchie,
2006; Kock et al., 2016). Individuals' habits of watching e-
sports events emerge as a factor that can affect their atti-
tudes. Therefore, any situation affecting individuals' habit
levels can significantly affect their emotions and thoughts.
As these emotions and thoughts shape, individuals are more
easily motivated to act (Jang & Feng, 2007). The impact of
habits on attitudes, as found in this study, can also be con-
sidered within the context of the SOR model. When consid-
ering individuals' habits in the context of stimulation, they
can potentially influence attitudes at the organismic level.

When considering stimuli, both hedonic motivation and
habit can also be variables that may affect the intention to
visit. Another finding of this study is the positive impact of
both variables on the intention to visit. Therefore, in the con-
text of a new area or destination to be visited for the first
time, conveying situations such as pleasure, enjoyment, and
fun to individuals can increase their intentions (Lindenberg
& Steg, 2007; Miao & Wei, 2016). On the other hand, inter-
mittent or continuous activities are also important for the in-
tention to visit (Backman & Crompton, 1991; Kock et al.,
2016). When considered within the SOR model, hedonic
motivation and habit variables are evaluated as stimuli.
However, in this case, it should be noted that individuals’
emotional and cognitive state as mediator variables will also
be important. Therefore, it is evident that both hedonic mo-
tivation and habit can shape the intention to visit through at-
titude (Jang & Feng, 2007; Petrick, 2004). With the evalua-
tion of attitude as the organismic component, the intention
to visit, which is considered as a response, is positively or
negatively influenced. In this context, whether attitude plays
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a mediating role has been tested. Attitude fully mediates the
effect of hedonic motivation on the intention to visit. This
finding suggests that individuals will have a positive attitude
toward visiting, influenced by meeting their needs such as
entertainment, pleasure, and enjoyment through such events,
and this positive attitude can positively affect the intention
to visit. Therefore, highlighting elements of entertainment
and pleasure, especially in e-sports events, may influence in-
dividuals to act by overshadowing other factors. On the other
hand, habit alone may be insufficient to prompt action
through such events. Apart from attitude, which was found
to be a partial mediator between habit and the intention to
visit, different factors may also be effective.

This study's findings have important theoretical implica-
tions. Additionally, it is important to provide recommenda-
tions to practitioners based on the results. Here are some
suggestions for practitioners:

e  When organizing events related to e-sports, partic-
ular attention should be paid to the "entertainment" factor. If
the entertainment factor provides pleasure and enjoyment to
individuals, shaping their emotions and thoughts positively
towards the event, it can facilitate their engagement.

e  Inthe online organization of such events, especially
attention should be given to the "entertainment” element in
the program. Before the event starts, interactive "chat" areas
where participants can engage should be active, experienced
individuals can share insights along with visuals from previ-
ous events, during the event, information about the venue
and destination should be provided along with elements that
can evoke "entertainment” during breaks in the program, and
gifts, raffles, etc., should be included in the event program.
Also, post-event programs that can entertain participants
should be offered. Paying attention to these aspects can pos-
itively influence the attitudes and intentions of individuals.

e It is important to turn watching such events into a
habit for individuals. For this purpose, practitioners may
need to focus on reminder and encouragement activities to
encourage individuals to participate. Especially through so-
cial media channels, announcements are made, visuals, vid-
eos, etc., from past events and the venue are shared, and sit-
uations like interviews and statements of popular e-sports
players are utilized.

e  Attitudes of individuals are important factors that
prompt action. Therefore, practitioners should highlight ele-
ments that can influence individuals' emotions and thoughts
in promotional activities. Particularly, sharing positive as-
pects by leveraging past events is an effective solution. This
can make it easier to prompt individuals to act.

e  Practitioners should highlight the attractions, facil-
ities, and activities done in the destination where the event
is held. This will increase individuals' intentions to visit the
destination.
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Abstract

This study explores the practice of overbooking in restaurants and its impact on customer reactions, drawing on insights from inter-
views with 15 participants. The research aims to understand the nuances of these customer experiences and the challenges restaurant
staff face in managing overbooked situations. Through qualitative interviews, participants shared their experiences and perceptions,
highlighting a range of emotional and practical difficulties. Participant opinions revealed transparency and effective communication
are crucial in mitigating negative reactions. The findings suggest that while overbooking can financially benefit restaurants, main-
taining customer satisfaction and loyalty necessitates a delicate balance. The study provides for restaurant managers, emphasizing
customer relationship management's importance in accurately predicting and managing reservation flows.

Keywords: Overbooking, Customer reactions, Restaurants, No-show

1. Introduction

Overbooking in service industries such as restaurants, air-
lines, and hotels is crucial in maximizing revenue and opti-
mizing resource utilization. Overbooking involves accepting
more reservations than available capacity (Alexandrov &
Lariviere, 2012), anticipating a certain percentage of cus-
tomers will not show up. This strategy helps service busi-
nesses avoid losses due to no-shows and cancellations, en-
suring that resources are fully utilized and revenue opportu-
nities are noticed (Antonio et al., 2017, 2019). Understand-
ing customers' reactions to overbooking is crucial as it di-
rectly affects customer satisfaction, loyalty, and overall
business reputation.

The main reason for overbooking in restaurants is to pro-
vide service at maximum capacity by compensating custom-
ers for no-show rates (Chan et al., 2007; Kimes & Robson,
2004). No-show refers to customers who made a reservation
but have yet to come to the restaurant, which causes restau-
rants to lose revenue. The overbooking strategy is applied to
minimize this loss and prevent tables from remaining empty.
In this way, restaurant businesses aim to maximize their in-
come by continually working at close to total capacity. Over-
booking is more important than revenue growth. It also en-
sures efficient use of resources. Restaurants can efficiently
plan and manage staff, food, and other resources (Chen,
2016; Roy et al., 2022). This increases profitability by

reducing operating costs. Additionally, better-managing
customer flow during busy times is critical to maintaining
service quality.

Similar overbooking strategies are implemented in other
service sectors (Demir et al., 2023; Sierag et al., 2017;
Vinod, 2022). Airlines and hotels, particularly, overbook
customers, considering their no-show rates. Overbooking
airline tickets ensures that each flight is close to total capac-
ity. Hotels, on the other hand, apply similar strategies to
maximize room occupancy rates (Ivanov, 2015; Phumchusri
& Maneesophon, 2014). These practices target efficient use
of resources and income increase in all service sectors. One
main factor that forces restaurants to overbook is the highly
competitive environment. Restaurants use this strategy to
avoid losing customers and ensure constant occupancy. Ad-
ditionally, tight margins in the food and beverage industry
drive restaurants to generate maximum revenue from each
customer. Overbooking is an effective method used for this

purpose.

Overbooking is a strategy that businesses must carefully
manage, considering customer satisfaction (Chiang, 2023;
Tyagi & Bolia, 2021). If customers are still looking for a seat
even though they have made a reservation or have to wait a
long time, this can lead to negative customer experiences
and loss of loyalty. Therefore, restaurants must develop ef-
fective communication strategies to provide customers with
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accurate information and offer alternative solutions. Over-
booking is a critical strategy for restaurants and other service
businesses (Haynes & Egan, 2020; McGuire & Kimes
2006). In addition to advantages such as increased revenue
and efficient use of resources, customer satisfaction and loy-
alty should also be considered. Restaurants must constantly
analyze and optimize their overbooking strategies to achieve
this balance. In this way, they can increase their financial
performance and maintain customer satisfaction.

2. Literature

Overbooking is a strategy that businesses frequently use to
maximize their revenue, especially in the service sector
(Hayesetal., 2021; Krawczyk et al., 2016; Zhang & Pippins,
2021). Overbooking in restaurants means accepting reserva-
tions beyond the capacity available at a particular time. In
other words, overbooking is when a business undertakes to
provide services by taking more reservations than its capac-
ity. Although this strategy is widely used, especially in the
airline and hotel industries, it also has an important place in
the restaurant business. This strategy is used to offset cus-
tomer cancellations or no-shows (Tse & Poon, 2017
Wangenheim & Bayon, 2007). When implemented cor-
rectly, overbooking minimizes revenue losses by increasing
the occupancy rates of restaurants.

Overbooking strategy plays an important role in ensuring
the economic sustainability of restaurants (Gregorash, 2016;
Oh & Su, 2022). No-shows and last-minute cancellations
can cause restaurants to lose unexpected revenue. Over-
booking helps prevent such losses and allows restaurants to
manage operational costs more efficiently (Heo et al., 2013;
Thompson, 2002). Additionally, accepting reservations
above capacity during periods of high demand helps restau-
rants optimize their occupancy rates.

The biggest challenge in implementing the overbooking
strategy is its negative effects on customer satisfaction and
loyalty (Fasone & Faldetta, 2013; Guo et al., 2016). Reser-
vations that exceed capacity may extend customer wait
times and even result in some customers not receiving ser-
vice (Chen et al., 2018; Parsa et al., 2020). This can lead to
customer complaints and negative feedback. There may also
be long-term negative consequences, such as repeat cus-
tomer loss and bad reputation (Wangenheim & Bayon,
2007). Restaurants that practice overbooking should develop
effective customer relationship management strategies to
minimize such risks (Tang et al., 2019; Tse & Poon, 2017).

The overbooking strategy, which means that businesses
such as hotels and restaurants in the tourism sector receive
reservations above their current capacity, aims to ensure that
businesses reach maximum occupancy rates by protecting
against reservation cancellations and no-show situations
(Hwang 2008; Wangenheim & Bayon, 2007). However,
overbooking has various positive and negative aspects for
both businesses and customers (Kimes et al., 1998; Thomp-
son & Kwortnik Jr, 2008).

The biggest advantage of overbooking for businesses is
that it minimizes revenue loss (Vajpai, 2018; Vidotto et al.,
2007). Reservation cancellations and no-show rates may be
high in hotels. For example, a business may experience a 10
percent rate of cancellations and no-shows. Through over-
booking, it can compensate for these losses and reduce the
likelihood of its capacity remaining vacant. On the other
hand, overbooking also has some risks for businesses. A ho-
tel that overbooks its capacity may be forced to divert cus-
tomers to other hotels when all rooms are full, and fewer
cancellations are expected. This may lead to customer dis-
satisfaction and loss of the business's reputation. Similarly,
restaurants may face complaints from customers who need
help finding a seat despite making a reservation, which may
negatively affect customer loyalty in the long run.

Table 1. Reasons for overbooking and its challenges

Businesses overbook to compensate for

Ca(rilcellaltllon these losses by anticipating that some of the
a.n ng-s ow customers who made reservations will can-
situations

cel or not come.

Overbooking helps businesses maximize

Financial effi- their revenue so that empty tables do not

ciency lead to revenue loss.

Hich d d Overbooking is used more frequently due to
18 deman high demand, especially during holidays or

periods

special days.
Customers who cannot find a seat despite
reservation may express dissatisfaction on

Customer dis- social media and online platforms, which

satisfaction may negatively affect the business's reputa-
tion.
i Overbooking can cause operational difficul-
Operational .
ties and put extra pressure on staff, espe-
challenges

cially during busy times.

Businesses that overbook frequently may
Customer loy- experience a loss of loyal customers. Cus-
alty tomers tend not to choose businesses whose
reliability they question.

Sources: Adapted from Katz (1997), McDougall and
Levesque (1999)

From the customers' perspective, the negative aspects of
overbooking are more obvious (Phumchusri & Maneeso-
phon, 2014; Toh & Dekay, 2002). When a hotel customer
cannot find a room at his booked hotel, he may be disap-
pointed, and his holiday plans may be ruined. Similarly, a
person who makes a reservation for a private dinner will be
very disappointed if they cannot find a seat when they go to
the restaurant, which will seriously negatively affect the cus-
tomer experience. However, overbooking can sometimes
have positive consequences for customers as well. For ex-
ample, if a hotel customer cannot find a room at the hotel he
has booked, he may be directed to a more luxurious hotel by
the hotel, which may be an advantage for the customer. Like-
wise, restaurants may compensate for overbooking by offer-
ing free drinks or discounts to their customers, which can
increase customer satisfaction.
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Overbooking significantly affects both businesses and
customers in the tourism industry (Liang & Anderson,
2023). While businesses use this strategy to maximize their
revenues and minimize empty capacity, they must also con-
sider customer satisfaction. Customers, on the other hand,
should be prepared for possible disappointments in case of
overbooking and evaluate the compensation efforts of the
businesses. Managing overbooking in a balanced way can
produce positive results for both parties.

3. Methodology

This study was carried out according to the decision of the
University of South Africa, Scientific Ethics Committee,
which met on 20.03.2024 and was numbered 2024/03-01.

3.1. Research design

This study used qualitative research methods to interview 22
restaurant managers. Qualitative research aims to under-
stand people's experiences, perceptions, and emotions
deeply. This method allows participants to express their
opinions and experiences more freely. The interviews were
designed to understand how restaurants implement over-
booking strategies, their challenges in the process, and how
they manage customer reactions. The research data collec-
tion process was carried out face-to-face and through online
platforms. Interview questions were open-ended and de-
signed to allow participants to share their experiences in de-
tail.

3.2. Participant profile

The 22 restaurant managers who participated in the research
worked in restaurants of different types and sizes operating
in Johannesburg. Participants were selected from managers
who had at least five years of experience in restaurant man-
agement and implemented the overbooking strategy.

3.3. Data collection

Interviews were conducted face-to-face at times convenient
for the participants. Each interview lasted an average of 45-
60 minutes, and the participants were asked questions about
the overbooking strategy, customer reactions, difficulties
encountered, and methods of dealing with these difficulties.
The interviews were audio recorded and later transcribed
and analyzed.

3.4. Data analysis

The data obtained was analyzed using the thematic analysis
method. The thematic analysis enables the identification of
the main themes in the data and the examination of patterns
of these themes. The data were coded in this process, and
main themes were created by combining similar codes.
These themes offered essential clues in understanding the
different dimensions of the overbooking strategy and cus-
tomer reactions.

Research questions:

RQ-1: What are the reasons that push overbooking?

RQ-2: What kind of reaction does the overbooking cause
from customers?

RQ-3: What are the solution suggestions for the prob-
lems encountered with overbooking?

4. Findings

Table 2. Demographic characteristics of the participants

Participants
No  Role  Gender  Age Experi- Education
ence level
P1  GM Male 45 30 High school
P2 GRM Female 35 10 University
P3  DGM Male 39 14 High school
P4  RM Male 33 16 University
P5  Chief Male 41 24 High school
P6  Chief  Male 32 14 University
P7  RM Female 38 18 University
P8  GRM Female 40 21 High school
P9 RM Male 36 20 University
P10 RM Male 35 19 University
PIl GRM  Female 39 17 University
P12 Chief Male 42 24 High school
P13 Chief = Female 39 22 High school
P14 Chief  Male 34 24 University
P15 GRM Male 32 11 University

P: Participants, GM: General manager, GRM: Guest relations manager,
DGM: Deputy general manager, RM: Reservation manager.

These demographic data show no gender balance within
the analyzed group, with men being more represented. The
average age of the participants is concentrated in the middle
age group, and their professional experience is relatively
high. In terms of education level, it is observed that the ma-
jority are university graduates. In distributing duties, guest
relations manager and chef positions are at the forefront (Ta-
ble 2).

Data from the interviews provide essential information
about restaurant managers' challenges when implementing
overbooking strategies and customer reactions. Participants
stated that overbooking strategies are especially effective
during high-demand periods (P4, PS5, P8, P11, P15). How-
ever, they also emphasized that this strategy created dissat-
isfaction among some customer groups (P1, P3, P6, P9,
P13). Overbooking also puts severe pressure on restaurant
staff. As the customer density increases, the workload and
stress level of the staff also increases. This situation can both
reduce service quality and lead to employee dissatisfaction.

4.1. Customer reactions

Most participants stated that overbooking practices lead to
customer complaints. These participants (P3, P4, P7, P8, P9,
P10, P12, P14, P15) stated that dissatisfaction was the most
severe difficulty they experienced with customers due to
overbooking. Especially customers who make reservations
but need help finding a seat experience great disappointment
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(P2, P7, P14). Such situations result in customer dissatisfac-
tion and negative feedback. Two participants (P10 and P13)
said, "Customers who make a reservation and come to our
restaurant and cannot find a seat usually damage our repu-
tation by making negative comments on social media."

Some prominent comments on this theme are as follows:

P-4: "We understand that customers have to wait due to
overbooking, but this practice is financially necessary for
us. No-show rates are high, and we must compensate for
these losses."

P-9: "We always try to provide the best service possible
to minimize customer reactions. However, leaving empty ta-
bles due to no-show rates means a great loss for our business."

P-13: "Some customers have difficulty understanding the
reason for overbooking, so we clearly explain the situation
and why we do this practice. Most of the time, our explana-
tions are met with understanding."”

P-1: "To minimize negative reactions from customers, we
notify them beforehand that we are overbooking. We offer
them free drinks or dessert when they have to wait."

P-7: "We do our best to reduce waiting times, but it is
impossible to prevent all customer reactions. Still, as a busi-
ness, we have to take this risk because we cannot afford to
lose revenue."

4.2. Customer loyalty

Some participants (P4, P6, P9) stated that the overbook-
ing strategy could negatively affect customer loyalty in the
long term. Customers who encounter frequent overbooking
tend to turn to other restaurants, questioning their reliability.
This can lead to restaurants losing loyal customers. Some
prominent comments on this theme are as follows:

P-3: "We know customer loyalty is important, but losing
revenue can lead to bigger problems in the long run. We
carefully overbook to maintain this balance."

P-10: "We alleviate the effects of overbooking by offering
special privileges to our loyal customers. We provide special
discounts and priority booking opportunities to make them
feel less like this."

P-14: "We explain that overbooking is essential to main-
tain customer loyalty. Customers who understand how this
affects operating costs can tolerate the situation."”

P-5: "We win the hearts of our customers with loyalty
programs. By offering special offers to customers victimized
by overbooking, we ensure that they return."

P-12: "To not lose customer loyalty, we produce fast and

effective solutions in overbooking cases. In this way, our
customers' loyalty to us increases instead of decreasing."

4.3. Solution suggestions

Some managers (P1, P2, P5, P7, P11, P13) emphasized
the importance of effective customer communication in case
of overbooking. Restaurant managers have developed

various strategies to minimize customer dissatisfaction
caused by overbooking. These strategies include reviewing
reservation policies, improving customer information sys-
tems, increasing staff training, using customer relationship
management (CRM) software, handling customer com-
plaints quickly and effectively, and offering alternative so-
lutions offers (for example, complimentary drinks or dis-
counted meals). Additionally, some restaurants aim to en-
sure customer satisfaction by providing alternative solutions
in case of overbooking (for example, directing them to an-
other branch). Some participants (P2, PS, P8, P12, P15) said,
"We track customer complaints through our CRM system
and resolve them quickly to minimize customer dissatisfac-
tion."

Some prominent comments on this theme are as follows:

P-2: "To reduce the negative effects of overbooking, we
provide customers with more accurate information. For ex-
ample, we indicate the possibility of wait times when book-
ing and offer alternative options."

P-8: "We make customers more comfortable by creating
waiting areas. Additionally, we aim to increase customer
satisfaction by offering free drinks and snacks during the
waiting period."

P-11: "We are making more accurate predictions by im-
proving our reservation system. We are trying to minimize
the effects of overbooking by better-analyzing no-show rates
and reservation cancellations."

P-6: "To maintain customer loyalty, we offer them alter-
native time slots. We also give customers discounts and pri-
ority on future bookings in case of overbooking."

P-15: "We organize information campaigns explaining
to customers why overbooking is necessary. In this way, our
customers can understand this situation better and act more
tolerantly."”

5. Discussion and conclusion

Food and beverage services and restaurant features are im-
portant in international events (Demir & Alper, 2021).
Therefore, overbooking in restaurants is an important issue
that cannot be ignored. The findings of this study reveal both
positive and negative aspects of the overbooking strategy in
restaurants. Overbooking can help restaurants maximize
their revenue and increase operational efficiency. However,
its negative effects on customer dissatisfaction and loyalty
should be addressed. Although the overbooking strategy in
restaurants has the potential to improve business efficiency,
it carries significant risks in terms of customer satisfaction.
Therefore, managers must manage this strategy carefully
and develop solutions to minimize customer reactions.

Overbooking in restaurants offers some important ad-
vantages for businesses (Alexandrov & Lariviere, 2012).
First, it helps restaurants minimize revenue loss. Customers
who make reservations but don't show up or cancel at the
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last minute can leave restaurants with empty tables, resulting
in lost potential revenue. Overbooking allows restaurants to
compensate for such situations and increase their income by
maximizing occupancy rates. On the other hand, overbook-
ing also carries some risks for businesses. Receiving reser-
vations that are within the restaurant's capacity may cause
customer dissatisfaction. Customers still looking for a seat
despite making a reservation, especially during busy times,
may experience great disappointment, damaging the busi-
ness's reputation. People’s complaints and negative com-
ments can cause the restaurant to lose customers in the long run.

The negative aspects of overbooking for customers are
obvious (Antonio et al., 2017). Not finding a seat at a restau-
rant you have booked can be a huge disappointment, espe-
cially when a special event or important dinner is planned.
This negatively affects the customer experience and may
raise questions about the restaurant's reliability. Customers
may need help finding another alternative when faced with
such a situation (Kimes & Robson 2004). However, over-
booking can sometimes have positive consequences for cus-
tomers. For example, restaurants may try to compensate by
offering free drinks, desserts, or discounts to customers who
need help finding a seat due to overbooking. Such gestures
can increase customer satisfaction and strengthen customers'
loyalty to the restaurant. Additionally, customers can be
made to feel special with such offers.

Restaurants should manage their overbooking strategy
carefully (Tang et al., 2019; Tse & Poon, 2017). While they
try to maximize their revenues without ignoring customer
satisfaction, they should be careful not to affect customer
experience negatively. It is important for restaurant employ-
ees to be trained and to approach customers politely and un-
derstanding to maintain customer satisfaction in case of
overbooking (Kimes, 2004, 2011; Nazifi et al., 2021). Addi-
tionally, handling customer complaints quickly and effec-
tively can protect the business's reputation. As a result, over-
booking in restaurants requires a careful balance for both
businesses and customers. While businesses use this strategy
to increase their revenues and minimize empty tables, they
should prioritize customer satisfaction. On the other hand,
customers should be prepared for possible disruptions in
case of overbooking and evaluate the company's compensa-
tion efforts. Managing this balance well can produce posi-
tive results for both businesses and customers.

5.1. Theoretical implications

This study significantly contributes to the existing literature
on implementing overbooking strategies. To fill the gaps in
the literature, it details how restaurant managers implement
overbooking strategy and their effects on customer reac-
tions. In addition, practical applications of customer rela-
tionship management and complaint management are also
discussed within the theoretical framework.

This study shows that the overbooking strategy is im-
portant in restaurant management in terms of customer

satisfaction and business efficiency. The literature's mention
of overbooking and the reasons for its implementation reveal
this strategy’s potential benefits and risks for businesses.
Additionally, this study contributes significantly to under-
standing the effects of overbooking on customer reactions.

5.2. Practical implications

Restaurant managers should take various measures to in-
crease customer satisfaction when implementing overbook-
ing strategies. This study's findings emphasize the im-
portance of restaurants effectively managing customer com-
plaints using CRM software. Additionally, proactive com-
munication strategies should be developed to minimize cus-
tomer dissatisfaction. Restaurants must adopt more flexible
and customer-focused approaches to manage customer ex-
pectations and anticipate possible dissatisfaction.

When implementing an overbooking strategy, restaurant
managers should develop strategies that balance customer
satisfaction and business efficiency. In this context, improv-
ing customer communication and information processes is
very important. Additionally, staff training and optimizing
operational processes are critical in reducing the negative ef-
fects of overbooking.

This study provides valuable information to restaurant
managers on implementing overbooking strategies more ef-
fectively. As competition increases in the restaurant indus-
try, innovative and customer-oriented strategies are inevita-
ble to increase customer satisfaction and ensure loyalty.

5.3. Limitations and directions for future research

Since this study is limited to restaurants operating in Johan-
nesburg, the generalizability of the findings can be increased
by conducting similar studies in different cities and coun-
tries. Additionally, studies can be conducted on larger sam-
ple groups using quantitative research methods, and differ-
ent dimensions of the overbooking strategy can be examined
in more detail.
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Abstract

This paper explores the significance of the tourism industry in generating employment within the European Union (EU). Using data

from tourism industries (2021), employment across various economic activities was analyzed. It provides an overview of employment
effects by economic activity, highlighting the substantial role of tourism in the labor market. This study indicates the proportion of
individuals employed in the total and selected tourism industries relative to the total non-financial business economy. It also delves

into the employment distribution by enterprise size within different economic activities in the EU, providing insights into how small,

medium, and large enterprises contribute to employment in tourism compared to other industries. Additionally, this study presents
data on hourly labor costs and gross hourly wages and salaries in the accommodation industry for 2020.
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1. Introduction

Tourism’s economic and social contributions can be exam-
ined in a wide range. In economic terms, tourism is an in-
dustry that directly generates income (Adeola & Ezenwafor,
2016; Hutchings et al., 2020). Tourists' spending contributes
to local economies through accommodation, food and bev-
erage, transportation, and entertainment services. These ex-
penditures also trickle down to other industries in the supply
chain, indirectly stimulating economic growth. From a so-
cial perspective, tourism increases cultural interaction, im-
proves the living standards of local communities, and con-
tributes to the preservation of cultural heritage. Tourism
helps increase tolerance and understanding by building
bridges between different cultures.

The economic contributions of tourism can generally
have direct and indirect impacts (Jeyacheya & Hampton,
2020; Vukovic et al., 2023). Direct economic impacts occur
through tourists' spending on services such as accommoda-
tion, food and beverage, transportation, and entertainment.
These expenditures provide significant revenue to the local
economy. For example, while tourism contributes signifi-
cantly to GDP in developed countries, it can also be an im-
portant driver of growth in developing countries. The indi-
rect economic effects of tourism occur through expenditures
and investments reflected in other supply chain industries
(Alrwajfah et al., 2020; Dogru et al., 2020). For example,

when a hotel is built, it provides jobs for the construction
industry. It contributes to other industries, such as food and
beverage suppliers, cleaning services, etc., operating the ho-
tel.

Social contributions are related to the effects of tourism
on communities. Tourism contributes to the promotion and
preservation of local cultures. Tourists experience cultural
elements such as local handicrafts, music, dance, and tradi-
tional dishes, which help them understand the value of these
cultures. This increases the motivation of local people to
protect and maintain their cultural heritage. Additionally, the
tourism industry promotes social equality and increases so-
cial welfare by creating employment opportunities, espe-
cially for women and youth.

Tourism is crucial for its employment creation capacity
(Demir et al., 2021; Zhang, 2023). Millions of people world-
wide are directly or indirectly employed in the tourism in-
dustry. Tourism's contribution to employment generally oc-
curs through jobs in the service industry. Hotels, restaurants,
tour guides, travel agencies, and transportation services are
the primary sources of employment in the tourism industry.
In addition, employment is also created in sub-industries
supported by tourism (Camargo et al., 2022; Liu et al.,
2022), such as agriculture, fishing, construction, and handi-
crafts. The contribution of tourism to employment becomes
more evident, especially in times of economic crisis and
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regions with high unemployment rates (Figini & Patuelli,
2022; Ladkin et al., 2023).

The tourism industry requires relatively low capital in-
vestment and has the potential to create employment
quickly. For this reason, tourism policies are considered an
important component of the fight against unemployment and
economic development strategies. Understanding how tour-
ism's contribution to employment varies in different coun-
tries allows us to understand better the place and importance
of this industry in the global economic system (Brynjolfsson
& McAfee, 2013; Frye et al., 2020). While in developed
countries, tourism is generally associated with high-quality
services and luxury consumption patterns, in developing
countries, it is seen more as a means of economic develop-
ment and poverty reduction. In this context, it should be re-
membered that tourism's employment-creation capacity may
vary depending on local economic conditions, tourism poli-
cies, and industrial dynamics. Tourism, a rapidly growing
and developing industry worldwide, plays a vital role in the
economic development strategies of many countries (loan-
nides et al., 2021; Jung & Yoon, 2016). It is a dynamic in-
dustry that significantly contributes to employment through
its economic and social dimensions. In this context, tourism
attracts attention not only with its economic return but also
with its capacity to create employment. This research aims
to determine the effects of the tourism industry on employ-
ment and analyze how these effects vary in different coun-
tries.

2. Literature

Tourism is one of the important industries providing direct
employment worldwide. Direct employment includes work-
ing in areas where tourists receive services, such as hotels,
restaurants, tour guide services, travel agencies, and trans-
portation services. Many studies (e.g., Demir, & Demir,
2023; Melian-Gonzalez & Bulchand-Gidumal, 2020; Self et
al., 2016) show that the tourism industry has a high capacity
to create direct employment. For example, according to
World Tourism Organization (UNWTO) reports, the tour-
ism industry provides direct employment to approximately
300 million people worldwide. This amounts to 10% of total
global employment. One of the regions with the highest di-
rect employment in the tourism industry is Europe. Europe
is one region that attracts the most tourists globally, and the
tourism industry is an essential source of employment here.
Especially in countries such as Spain, France, Italy, and
Greece, the tourism industry significantly contributes to
GDP and offers employment opportunities to millions of
people (Eurostat, 2024). The Asia-Pacific region also has a
rapidly growing tourism industry, and the impact of tourism
on direct employment is increasing, especially in countries
such as China, Japan, Thailand, and Indonesia.

The tourism industry not only creates direct employment
but also indirectly in many industries (Baum et al., 2020;
Rahman et al., 2024). Indirect employment refers to job op-
portunities in other industries that develop depending on

tourism (Baum, 2015; Moreo et al., 2023). These industries
include agriculture, food and beverage, construction, handi-
crafts, transportation, logistics, retail, and entertainment
(Aprigliano Fernandes et al., 2021; Goh & Jie, 2019). For
example, hotel operations create jobs in many industries,
from cleaning services to food supply. The agricultural in-
dustry is one of the important areas where tourism indirectly
creates employment. The food and beverages tourists con-
sume are provided by local agricultural products, which in-
creases employment in the agricultural industry. Similarly,
increasing accommodation and food and beverage demands
in tourism regions increase the need for local food producers
and suppliers. The construction industry is another vital area
where tourism creates indirect employment. The construc-
tion, maintenance, and repair of tourist facilities create job
opportunities for those in the construction industry.

Tourism services have an important role in terms of their
impact on employment (Frey & Osborne, 2017; Sibanyoni
etal., 2015). Tourism services such as accommodation, food
and beverage, entertainment, guidance services, and trans-
portation directly create employment. The quality and diver-
sity of these services increase the attractiveness of tourism,
contributing to attracting more tourists and, therefore, creat-
ing more employment. Large tourist facilities such as luxury
hotels, holiday villages, and thematic parks especially offer
wide employment opportunities.

The impact of tourism services on employment becomes
stronger by increasing service quality (Law et al., 2013;
Ramkissoon & Sowamber, 2020). Training and professional
development of employees in the service industry increase
the tourism industry's competitiveness and expand employ-
ment opportunities. For example, vocational training pro-
grams organized for those working in the field of tourism
increase tourist satisfaction by improving the service quality
in the industry, which in turn contributes to the creation of
more employment by increasing the demand for the indus-
try. Sustainable tourism policies should support raising the
quality of service in tourism (Autor, 2015; Griffin, 2022),
and it is important to include local people in these processes.

Tourism's contribution to employment varies regionally.
Since the tourism industry develops differently in different
regions, its effects on employment also vary. In developed
countries, the tourism industry generally stands out as well-
structured and professionally managed, providing high-
quality services (Bowen & Morosan, 2018; Marcolin et al.,
2019). Tourism contributes to qualified and permanent em-
ployment in these countries by offering higher wages and
better working conditions. Tourism is important for eco-
nomic development and poverty reduction in developing
countries (Buhalis & Law, 2008; Liu et al., 2021). In these
countries, tourism stands out as an industry that generally
has lower wages but provides employment to larger masses.
Especially in rural and poor regions, employment opportu-
nities provided by tourism significantly contribute to eco-
nomic and social development by increasing the income
level of local people (Sahadev & Islam, 2005; Segovia-Pérez
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et al., 2019). Tourism's impact on employment in these re-
gions helps local people become economically empowered
and improve their living standards. Regional differences
also affect tourism's employment-creation capacity. For ex-
ample, the Mediterranean region is vital in world tourism,
and the tourism industry offers vast employment opportuni-
ties. Similarly, tropical regions such as the Caribbean and
Southeast Asia have intense tourism activities throughout
the year, creating significant employment opportunities in
the tourism industry (Fieger et al., 2024; Ou et al., 2009).
Tourism contributes significantly to employment in these re-
gions and local economies' growth and development (Khan
et al., 2021; Zhang & Zhang, 2021).

3. Methodology

The study received approval from the E.L. University's Pub-
lication and Ethics Review Committee under protocol num-
ber SSR/2021:27 and adhered to the guidelines outlined in
the Declaration of Helsinki for research involving human
subjects.

In this research, the data from European Union (EU)
countries were evaluated through the employment statistics
published by Eurostat (2024) to examine the contribution of
tourism to employment. First, a literature review and previ-
ous studies were examined to understand the relationship be-
tween tourism and employment. In this process, the areas
where tourism directly and indirectly creates employment,
the impact of tourism services on employment, and regional
differences were evaluated. The literature review was car-
ried out to create the theoretical framework and determine
the research questions by updating the existing information.
The data covers direct and indirect employment rates in the
tourism industry (e.g., accommodation services for visitors,
other accommodation services, food and beverage serving
activities, passenger transportation, travel agencies, other
reservation services activities, and other tourism industries).

The research covers the areas where tourism directly and
indirectly creates employment, the effects of tourism ser-
vices on employment, and regional differences. In this way,
the contribution of tourism to employment has been evalu-
ated in various dimensions. However, the research also has
some limitations. The statistical data used in the data collec-
tion process may be incomplete or outdated for some coun-
tries, which may affect the accuracy of the analyses. Partic-
ularly in developing countries, the lack or low reliability of
data on tourism and employment may limit the research re-
sults. The results obtained should be interpreted within the
framework of the accuracy and timeliness of the available
data.

4. Results

The total number of people working in the tourism industry
in the EU is more than 11 million (Table 1). More than half
of them are employees in food and beverage businesses.
These are followed by accommodation, transport, car rental,

and travel agency businesses. Food and beverage (F&B) es-
tablishments are crucial in generating employment within
the tourism industry. These establishments range from high-
end restaurants and cafes to street food vendors and bars, all
contributing to the overall tourist experience. F&B estab-
lishments require a diverse workforce, including chefs, wait-
staff, baristas, bartenders, managers, and cleaners. This cre-
ates many job opportunities for individuals with varying
skill sets. Moreover, F&B outlets often hire seasonal work-
ers to handle peak tourist seasons, providing temporary em-
ployment to local communities and students.

In addition to direct employment, F&B businesses indi-
rectly stimulate job creation by supporting related industries
such as agriculture, transportation, and hospitality. The de-
mand for fresh produce, beverages, and logistical services
boosts these industries, leading to further employment op-
portunities. Moreover, well-established F&B outlets can sig-
nificantly enhance a destination's appeal, attracting more
tourists and increasing demand for local services and prod-
ucts. This multiplier effect underscores the critical role of
F&B establishments in providing jobs and bolstering the
broader economy through tourism.

Figure 1 indicates the share of persons employed in total
tourism industries and selected tourism industries in the total
non-financial business economy. Greece has the highest
tourism employment rate in the general economy (25.7%).
The top five countries following Greece are Cyprus (17.5%),
Malta (15%), Spain (12%), and Croatia (11.9%). A high pro-
portion of employment in the tourism industry within a
country's total employment indicates significant economic
and social impacts. The tourism industry requires a diverse
workforce, creating numerous job opportunities across vari-
ous skill levels. Hotels, restaurants, tour operators, and
transportation services employ many individuals, contrib-
uting to economic growth. High tourism employment di-
rectly and indirectly boosts the local economy. Tourists'
spending stimulates local businesses, leading to new job op-
portunities and economic development.

The tourism industry often demands seasonal workers,
providing temporary employment for students and those
seeking short-term jobs. However, excessive reliance on
tourism poses risks. Economic crises, natural disasters, or
political instability can lead to sudden drops in tourist arri-
vals, causing high unemployment rates. Therefore, countries
with high tourism employment should maintain economic
diversification to mitigate these risks. A high proportion of
employment in tourism holds great potential for economic
growth and social development. However, a balanced and
sustainable approach is essential to ensure long-term stabil-
ity and resilience.

Figure 2 indicates the share of persons employed by en-
terprise size class by economic activity in EU countries. It is
understood that businesses in air transportation generally
have more than 250 employees and that there are businesses
of different sizes in accommodation and travel services.
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Table 1. Number of persons employed by economic activity, 2021

. Travel
| Tourism Transport Accommodation Food and  Car and agency, Selected
e Services(’)  industries (total)(9 (scope of Reg. beverage other rental tour tourism
economy(’) (total)(®) 692/2011)(%) (total)() (total)(’)  operators  industries(”)

Belgium 2989 482 1465234 202 233 48 839 23170 118 058 5217 6949 36 612
Bulgaria 1926 446 680 921 140 425 15 530 35 261 82 235 2950 4449 42774
Czechia 3768 898 1236 192 190 456 29 560 28 433 120 135 2353 9 976 42 560
Denmark 1805 602 797 631 148 305 25771 20 673 95 795 2030 3 465 28 400
Germany 30 113633 12445745 2132870 250 014 471 604 1288 255 43 836 79 161 625 530
Estonia 465 205 189 423 5191 15 385 839 1318

Ireland 1602 369 777 640 48 623 105 511 2257 4 575 63 419
Greece 2732159 1346 797 702 029 55 302 158 715 461511 8909 17 592

Spain 12 569 941 5818 203 1509 317 177 350 269 158 988 914 23 082 50 813 356 297
France 16 824 772 7 573675 1542 526 360 562 231 666 871116 40 509 38 673 336 632
Croatia 1099 216 404 029 130 452 17 312 34411 68 712 3676 6311 44 042
Italy 15 351 442 6 372 960 1545 706 166 060 253498 1064 286 19 640 42 222 316 263
Cyprus 289 386 137 999 50 700 2312 20 486 25 385 920 1597 22 266
Latvia 609 293 251228 35758 5494 5081 21934 1738 1511 8 236
Lithuania 1 068 096 443 857 59 135 10 271 8 860 34 242 3278 2484 11 964
Luxembourg 302 179 157 725 26 517 : : 14 115 : : :
Hungary 2921 317 1149 524 155 372 19 071 24 838 101 470 5025 4 968 33379
Malta 180 761 98 174 27 045 6029 7225 11600 915 1276 11337
Netherlands 6012 245 3083113 : : 81189 315719 11189 : :
Austria 3049514 1219101 316 905 39816 104 315 158 684 3732 10 358 125 162
Poland 10 217 156 3284 504 419 911 97 607 77 892 211516 14 278 18 618 102 985
Portugal 3 567 806 1 600 898 404 129 46 463 100 872 233478 6103 12213 125 397
Romania 4 321 564 1504 047 260 252 77673 42761 126 134 5510 8174 60 976
Slovenia 677 344 237872 44 290 3903 13321 24 484 669 1913 :
Slovakia 1618 562 578 125 64 849 8708 10 920 40714 1893 2614 16 375
Finland 1434713 632 058 82 238 21847 7719 48 013 1617 3042 15 888
Sweden 3424 816 1556 331 249 458 45072 46 664 147 163 2 527 8 033 59 635
Norway 1566 834 628 484 118 586 29 086 24 448 58 512 2214 4326 32767
Switzerland 2971020 1329473 : : 69 714 139 336 : 15 464 97 645

Source: Eurostat (2024).

Figure 1. Persons employed in total tourism industries and in selected tourism industries as share of those employed in total
non-financial business economy, 2021
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Source: Eurostat (2024).
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Figure 2. Share of persons employed by enterprise size class, by economic activity, EU, 2021 (%)
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Source: Eurostat (2024).
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Figure 3. Hourly labor cost and gross hourly wages and salaries in the accommodation sector (NACE division 155), 2020
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Source: Eurostat (2024).

Figure 3. indicates the accommodation industry's hourly
labor cost and gross hourly wages and salaries. The highest
wages appear to be in Switzerland, Norway, Denmark and
Luxembourg. A high wage level in an industry significantly
influences employment within that industry. Attracting
skilled workers becomes easier as competitive salaries draw
individuals seeking better compensation for their expertise
and efforts. This influx of talent can boost the industry's
productivity and innovation, further enhancing its growth
and competitiveness. However, they may also challenge
smaller firms and influence pricing dynamics.

5. Conclusion and implications

The literature review has comprehensively discussed the di-
rect and indirect effects of the tourism industry on employ-
ment, the employment creation potential of tourism services,
and the role of regional differences in these effects. In
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addition to creating direct employment, the tourism industry
stands out as an essential economic and social development
tool by providing indirect employment opportunities in
many sub-industries. Increasing service quality, providing
vocational training, and involving local people in the process
will further strengthen tourism's employment creation ca-
pacity.

For employees, working in hotels and similar establish-
ments can provide steady income and job stability, particu-
larly in regions with high tourism rates (Claudio-Quiroga et
al., 2023; Sun et al., 2021). Employment in this industry of-
ten includes roles in management, housekeeping, front desk
operations, and hospitality services, offering diverse career
paths. For businesses, thriving accommodation services can
lead to increased profitability and opportunities for expan-
sion. Cities benefit from the influx of tourists who spend
money on lodging, dining, and local attractions, boosting the
local economy. On a national level, a robust accommodation
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industry can enhance a country's attractiveness as a tourist
destination, leading to greater foreign exchange earnings
and improved global economic standing.

Employment in this industry can provide flexible and di-
verse job opportunities (Baum et al., 2016; Li & Wu, 2022),
often in smaller, independently-owned businesses. Employ-
ees may enjoy a more personal work environment and en-
gage closely with guests. For businesses, offering unique ac-
commodation experiences can differentiate them in a com-
petitive market and attract niche segments of tourists. Cities
with diverse accommodation options can appeal to a broader
audience, from budget-conscious travelers to luxury seekers,
thereby enhancing tourism revenues. Nationally, the prolif-
eration of varied lodging options can boost tourism, contrib-
ute to rural and urban development, and spread economic
benefits across regions.

Employees in this industry benefit from numerous job
opportunities, from chefs and waitstaff to management and
logistics roles. This industry is known for its entry-level po-
sitions, providing a stepping stone into the workforce (Liang
et al.,, 2017; Torres et al., 2017). For businesses, thriving
food and beverage establishments can generate significant
revenue and foster brand loyalty. Cities benefit from a vi-
brant dining scene that attracts visitors, enhances the local
culture, and creates jobs. On a national scale, a strong food
and beverage industry can enhance the country's culinary
reputation, promote cultural tourism, and stimulate agricul-
tural and food production industries, leading to broader eco-
nomic growth.

Employment in the passenger transportation industry of-
fers a range of opportunities, from drivers and pilots to
maintenance and customer service roles. These jobs often
provide good benefits and job security (Autor & Salomons,
2018; Williams, 2021). For businesses, efficient and reliable
transportation services can increase patronage and profita-
bility. Cities with robust transportation networks become
more attractive to tourists and businesses, fostering eco-
nomic development and enhancing the quality of life for res-
idents. A well-developed passenger transportation system is
crucial for economic integration, regional development, and
international trade, contributing significantly to overall eco-
nomic stability and growth.

Employment in travel agencies and reservation services
offers careers in customer service, sales, and travel planning.
These roles can provide job satisfaction by helping clients
achieve their travel goals. For businesses, streamlining
travel arrangements can enhance efficiency and client satis-
faction. Cities benefit from increased tourism facilitated by
these services and the local employment opportunities they
create. A strong network of travel agencies can boost domes-
tic and international tourism, increase foreign exchange
earnings, and support allied industries such as hospitality,
retail, and entertainment, contributing to economic diversi-
fication and resilience. Employment in these industries of-
fers a variety of roles, from tour guides and entertainers to

management and operations staff (Book et al., 2019; Cam-
panella et al., 2017). These jobs appeal to those passionate
about culture, sports, and recreation. These industries pre-
sent opportunities for businesses to capitalize on unique at-
tractions and events, driving profitability and growth. Cities
with vibrant tourism industries can become major tourist
destinations, boosting local economies and creating many
job opportunities. Diverse tourism industries enhance the
country's appeal as a travel destination, support cultural
preservation, and stimulate economic activity across various
industries, fostering overall economic development and cul-
tural exchange.

Regional differences play an important role in determin-
ing the effects of tourism on employment. The contribution
of tourism to employment in developed and developing
countries varies depending on local economic conditions,
tourism policies, and industrial dynamics. Therefore, devel-
oping tourism policies that consider regional characteristics
and needs is important in maximizing the contribution of
tourism to employment. As a result, tourism is a dynamic
industry that provides employment opportunities to millions
worldwide. This industry's employment creation capacity
should be considered an important component of economic
development strategies. A better understanding of tourism's
contribution to employment will contribute to the develop-
ment of more effective and sustainable policies in this field.

5.1. Limitations and future research directions

The data used to examine the effects of tourism on employ-
ment are limited to the publications of Eurostat (2024). Alt-
hough these methods effectively determine the relationship
between tourism and employment, more is needed to reveal
causal relationships. Therefore, it is recommended that the
contribution of tourism to employment be examined more
comprehensively by using more advanced statistical analy-
sis techniques and methods in future research. Additionally,
the scope of the research was limited to economic data only.
Although tourism's social and cultural effects on employ-
ment are also important, this research does not address these
dimensions. The employment creation capacity of tourism
should be evaluated not only by economic indicators but also
by social and cultural impacts. Therefore, future studies
need to conduct more comprehensive analyses considering
tourism's social and cultural dimensions.

References

Adeola, O., & Ezenwafor, K. (2016). The hospitality business in
Nigeria: Issues, challenges and opportunities. Worldwide Hos-
pitality and Tourism Themes, 8(2), 182-194.

Alrwajfah, M. M., Almeida-Garcia, F., & Cortés-Macias, R.
(2020). Females' perspectives on tourism's impact and their
employment in the sector: The case of Petra, Jordan. Tourism
Management, 78, 1-12.

Aprigliano Fernandes, V., Pacheco, R. R., & Fernandes, E. (2021).
How does air transport impact employment in typical tourist

Copyright © 2024 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research, 10,2 (2024)

industry activities in Brazil?. Current issues in Tour-

ism, 24(22), 3151-3164.

Autor, D. H. (2015). Why are there still so many jobs? The history
and future of workplace automation. The Journal of Economic
Perspectives, 29(3), 3-30. https://doi. org/10.1257/jep.29.3.3.

Autor, D., & Salomons, A. (2018). Is automation labor share-dis-
placing? Productivity growth, employment, and the labor
share. Brookings Papers on Economic Activity, 1, 1-87.
https://doi.org/10.3386/w24871, 138.

Baum, T. (2015). Human resources in tourism: Still waiting for
change?—A 2015 reprise. Tourism Management, 50, 204-212.
https://doi.org/10.1016/j. tourman.2015.02.001.

Baum, T., Cheung, C., Kong, H., Kralj, A., Mooney, S., Nguyén
Thi Thanh, H., ... & Siow, M. L. (2016). Sustainability and the
tourism and hospitality workforce: A thematic analysis. Sus-
tainability, 8(8), 809-820.

Baum, T., Solnet, D., Robinson, R., & Mooney, S. K. (2020). Tour-
ism employment paradoxes, 1946-2095: a perspective arti-
cle. Tourism Review, 75(1), 252-255.

Book, L., Gatling, A., & Kim, J. (2019). The effects of leadership
satisfaction on employee engagement, loyalty, and retention in
the hospitality industry. Journal of Human Resources in Hos-
pitality & Tourism, 18(3), 368-393.

Bowen, J., & Morosan, C. (2018). Beware hospitality industry: the
robots are coming. Worldwide Hospitality and Tourism
Themes, 10(6), 726-733.

Brynjolfsson, E., & McAfee, A. (2013). The great decoupling. New
Perspectives Quarterly, 30(1), 61-63.
https://doi.org/10.1111/npqu.11362.

Buhalis, D., & Law, R. (2008). Progress in information technology
and tourism management: 20 years on and 10 years after the
internet: The state of eTourism research. Tourism Manage-
ment, 29(4), 609-623. https://doi.org/10.1016/j.  tour-
man.2008.01.005.

Camargo, B. A., Winchenbach, A., & Vazquez-Maguirre, M.
(2022). Restoring the dignity of indigenous people: Perspec-
tives on tourism employment. Tourism management perspec-
tives, 41, 100946.

Campanella, F., Della Peruta, M. R., & Del Giudice, M. (2017).
The effects of technological innovation on the banking sector.
Journal of the Knowledge Economy, §8(1), 356-368.
https://doi.org/10.1007/s13132-015-0326-8.

Claudio-Quiroga, G., Gil-Alana, L. A., Gil-Lopez, A& Babinger,
F. (2023). A gender approach to the impact of COVID-19 on

tourism employment. Journal of Sustainable Tourism, 31(8),
1818-1830.

Demir, M., & Demir, S. $. (2023). Is ChatGPT the right technology
for service individualization and value co-creation? evidence
from the travel industry. Journal of Travel & Tourism Market-
ing, 40(5), 383-398.

Demir, M., Demir, S. S., Ergen, F. D., & Dalgi¢, A. (2021). The
factors affecting hotel choice of consumers during the Covid-
19 process. International Journal of Social Sciences and Edu-
cation Research, 7(1), 82-94.

Dogru, T., Mody, M., Suess, C., McGinley, S., & Line, N. D.
(2020). The Airbnb paradox: Positive employment effects in
the hospitality industry. Tourism Management, 77, 104001.

Eurostat (2024). https://ec.europa.eu/eurostat/statistics-ex-
plained/index.php?title=Tourism_industries -

_employment&oldid=445425#In_2021.2C the tourism_in-
dustries_employed_over 11.2 million people in the EU
(Accessed 9 July 2024)

Fieger, P., Rice, J. L., Prayag, G., & Hall, C. M. (2024). Employ-
ment Outcomes for Australian Tourism and Hospitality VET
Graduates During the COVID-19 Pandemic. Journal of Hospi-
tality & Tourism Education, 1-7.

Figini, P., & Patuelli, R. (2022). Estimating the economic impact
of tourism in the European Union: Review and computa-
tion. Journal of Travel Research, 61(6), 1409-1423.

Frey, C. B., & Osborne, M. A. (2017). The future of employment:
How susceptible are jobs to computerisation? Technological
Forecasting  and  Social ~ Change, 114, 254-280.
https://doi.org/10.1016/j.techfore.2016.08.019.

Frye, W. D., Kang, S., Huh, C., & Lee, M. J. M. (2020). What fac-
tors influence Generation Y’s employee retention in the hospi-
tality industry?: An internal marketing approach. International
Journal of Hospitality Management, 85, 1-11.

Goh, E., & Jie, F. (2019). To waste or not to waste: Exploring mo-
tivational factors of Generation Z hospitality employees to-
wards food wastage in the hospitality industry. International
Journal of Hospitality Management, 80, 126-135.

Griffin, W. C. (2022). Perceptions of hospitality industry profes-
sionals and hospitality faculty on industry-academia collabora-
tions. Journal of Hospitality & Tourism Education, 34(2), 99-
110.

Hutchings, K., Moyle, C. L., Chai, A., Garofano, N., & Moore, S.
(2020). Segregation of women in tourism employment in the
APEC region. Tourism Management Perspectives, 34, 100655.

loannides, D., Gyiméthy, S., & James, L. (2021). From liminal la-
bor to decent work: A human-centered perspective on sustain-
able tourism employment. Sustainability, 13(2), 851-868.

Jeyacheya, J., & Hampton, M. P. (2020). Wishful thinking or wise
policy? Theorising tourism-led inclusive growth: Supply
chains and host communities. World Development, 131, 1-13.

Jung, H. S., & Yoon, H. H. (2016). What does work meaning to
hospitality employees? The effects of meaningful work on em-
ployees’ organizational commitment: The mediating role of job
engagement. /nternational Journal of Hospitality Manage-
ment, 53, 59-68.

Khan, A., Bibi, S., Lyu, J., Latif, A., & Lorenzo, A. (2021).
COVID-19 and sectoral employment trends: assessing resili-
ence in the US leisure and hospitality industry. Current Issues
in Tourism, 24(7), 952-969.

Ladkin, A., Mooney, S., Solnet, D., Baum, T., Robinson, R., &
Yan, H. (2023). A review of research into tourism work and
employment: Launching the Annals of Tourism Research cu-
rated collection on tourism work and employment. Annals of
Tourism Research, 100, 103554.

Law, R., Leung, D. N., & Lee, A. (2013). Progress and develop-
ment of information technology in the hospitality industry evi-
dence from cornell hospitality quarterly. Cornell Hospitality
Quarterly, 54(1), 10-24. https://doi.org/10.1177/
1938965512453199.

Li, M., & Wu, X. (2022). Informal Tourism Employment for Pov-
erty Alleviation Under the COVID-19 Pandemic: Research
Advances and Novel Challenges. Tourism, Aviation and Hos-
pitality Development During the COVID-19 Pandemic, 191-
204.

Copyright © 2024 by JTTR

ISSN: 2548-7583



1. Erzsebet

Liang, T. L., Chang, H. F., Ko, M. H., & Lin, C. W. (2017). Trans-
formational leadership and employee voices in the hospitality
industry. International Journal of Contemporary Hospitality
Management, 29(1), 374-392.

Liu, T., Gao, J., Zhu, M., & Qiu, Y. (2021). How career expecta-
tions influence advancement: evidence from women in the hos-
pitality industry. Tourism Review, 76(6), 1228-1242.

Liu, X,, Yu, J.,, Guo, Q., & Li, J. (2022). Employee engagement, its
antecedents and effects on business performance in hospitality
industry: a multilevel analysis. International Journal of Con-
temporary Hospitality Management, 34(12), 4631-4652.

Marcolin, L., Miroudot, S., & Squicciarini, M. (2019). To be (rou-
tine) or not to be (routine), that is the question: A cross-country
task-based answer. Industrial and Corporate Change, 28(3),
477-501. https://doi.org/10.1093/icc/dty020, 1-25.

Melian-Gonzalez, S., & Bulchand-Gidumal, J. (2020). Employ-
ment in tourism: The jaws of the snake in the hotel indus-
try. Tourism Management, 80, 1-13.

Moreo, A., Mistry, T. G., Rahman, ., & Cain, L. (2023). The great
hospitality worker resignation. Journal of Foodservice Busi-
ness Research, 1-8.

Ou, C. S., Hung, S. Y., Yen, D. C., & Liu, F. C. (2009). Impact of
ATM intensity on cost efficiency: An empirical evaluation in
Taiwan. Information & Management, 46(8), 442-447.
https://doi.org/10.1016/j.im.2009.08.005.

Rahman, M. H., Voumik, L. C., Nafi, S. M., & Zimon, G. (2024).
Effects of tourism and other macroeconomic variables on
women's employment in agricultural, industry and service sec-
tors: evidence from African countries. Current Issues in Tour-
ism, 27(14), 2287-2307.

Ramkissoon, H., & Sowamber, V. (2020). Local community sup-
port in tourism in Mauritius—the case of Ray of Light by LUX.
In Routledge handbook of tourism in Africa (pp. 417-428).
Routledge.

Sahadev, S., & Islam, N. (2005). Why hotels adopt ICTs: A study
on the ICT adoption propensity of hotels in Thailand. Interna-
tional Journal of Contemporary Hospitality Management,
17(5), 391-401. https://doi.org/10.1108/09596110510604814.

Segovia-Pérez, M., Figueroa-Domecq, C., Fuentes-Moraleda, L.,
& Mufioz-Mazon, A. (2019). Incorporating a gender approach
in the hospitality industry: Female executives’ perceptions. In-
ternational Journal of Hospitality Management, 76, 184-193.

Self, T. T., Adler, H., & Sydnor, S. (2016). An exploratory study
of hospitality internships: Student perceptions of orientation
and training and their plans to seek permanent employment
with the company. Journal of Human Resources in Hospitality
& Tourism, 15(4), 485-497.

Sibanyoni, J. J., Kleynhans, 1. C., & Vibetti, S. P. (2015). South
African hospitality graduates™ perceptions of employment in
the hospitality industry. African Journal of Hospitality, Tour-
ism and Leisure, 4(1), 1-16.

Sun, Y. Y., Sie, L., Faturay, F., Auwalin, L., & Wang, J. (2021).
Who are vulnerable in a tourism crisis? A tourism employment
vulnerability analysis for the COVID-19 management. Journal
of Hospitality and Tourism Management, 49, 304-308.

Torres, E. N., van Niekerk, M., & Orlowski, M. (2017). Customer
and employee incivility and its causal effects in the hospitality

industry. Journal of Hospitality Marketing & Manage-
ment, 26(1), 48-66.

Vukovic, D. B., Petrovic, M., Maiti, M., & Vujko, A. (2023). Tour-
ism development, entrepreneurship and women's empower-
ment—Focus on Serbian countryside. Journal of Tourism Fu-
tures, 9(3), 417-437.

Williams, C. C. (2021). Impacts of the coronavirus pandemic on
Europe's tourism industry: Addressing tourism enterprises and
workers in the undeclared economy. International Journal of
Tourism Research, 23(1), 79-88.

Zhang, J. (2023). Tourism and rural income inequality: Empirical
evidence for China. Current Issues in Tourism, 26(1), 153-170.

Zhang, J., & Zhang, Y. (2021). A qualitative comparative analysis
of tourism and gender equality in emerging economies. Jour-
nal of Hospitality and Tourism Management, 46, 284-292.

Author contribution

The author carried out the research design and implementa-
tion, analysis, and writing of the article himself without us-
ing Al applications.

Disclosure statement

The author reported no potential competing interest.

Ethics committee approval

The study received approval from the E.L. University's Pub-
lication and Ethics Review Committee under protocol num-
ber SSR/2021:27 and adhered to the guidelines outlined in
the Declaration of Helsinki for research involving human
subjects.

Copyright © 2024 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research
Volume:10, Issue:2, 2024

Research article

Expected benefits segmentation of international tourists participating in Zimbabwe safari
tourism

Emmanuel Brighton T Muraicho, Kemal Birdir, Sevda Sahilli Birdir



Journal of Tourism Theory and Research
Online, https://dergipark.org.tr/tr/pub/jttr

Volume: 10(2), 2024

ISSN: 2548-7583

Expected benefits segmentation of international tourists participating in Zimbabwe safari

tourism

Emmanuel Brighton T Muraicho' Kemal Birdir* and Sevda Sahilli Birdir®

'Mersin University, Faculty of Tourism, Mersin, Tiirkiye. https://orcid.org/0000-0002-3478-1672
’Mersin University, Faculty of Tourism, Mersin, Tiirkiye. https://orcid.org/0000-0003-1353-3618
*Mersin University, Faculty of Tourism, Mersin, Tiirkiye. https://orcid.org/0000-0002-1568-5837

Abstract

The study aims to categorize tourists visiting national parks in Zimbabwe into clusters that are similar to each other according to their
expected benefits and to determine different tourist profiles in terms of the expected benefits. For this purpose, data was collected
through convenience sampling between 1 February and 30 April 2019 in Hwange National Park, Mana Pools National Park, and
Gonarezhou National Park. It was 307 usable questionnaires were obtained. In the research, descriptive statistics and t-tests, ANOVA,
factor analysis, cluster analysis, and chi-square analysis were utilized. Three benefit factors were named “Socialization & self-im-
provement,” “Recognizing nature & wildlife, ” and “Relaxing. ” In addition, two market segments (clusters) were identified and termed

“socialization seekers” and “nature & wildlife seekers.”

Keywords: Market segmentation, Benefit sought, Zimbabwe, Safari tourism, Nationals parks

1. Introduction

Tourism has emerged as a global industry that contributes to
the growth of national, regional, and international busi-
nesses. Tourism is a significant industry in both developed
and developing nations (Goodall & Ashworth, 2013). Tour-
ism plays a major role in Zimbabwe's economy, with safari
tourism being one of the developing sectors in the Zimba-
bwe tourism industry (Woyo & Woyo, 2016; Zhou, 2018).
Tourists from all over the world visit Africa for safari tour-
ism opportunities. Zimbabwe, one of the forty-eight coun-
tries in Sub-Saharan Africa, is mainly known for its Safari
tourism. While the number of international tourist visitors in
Zimbabwe was 1.2 million in 2009, it reached 2.1 million in
2015 (Zimbabwe-Visitor Exit Survey Report 2015/16,
2019). Zimbabwe was visited by 2,567,000 international
tourists in 2018 and 2,290,000 in 2019. For Zimbabwe, sa-
fari tourism is seen as an even more significant driver of the
economy as it offers tourists unique game and safari experi-
ences (Manrai et al., 2020).

The "Big 5" animals, namely elephant, lion, leopard, rhi-
noceros, and buffalo, are essential in safari tourism in the
Sub-Saharan Africa Region (Skibins et al., 2016). Spread

over an area of 390,757 km?, Zimbabwe is home to more
than 100 animal species, including the “Big 5 (except rhi-
noceros), African wildcat, serval, honey badger, civet, and
hyena, and over 400 hundred bird species. This region offers
unique safari opportunities such as game drives, safari hunt-
ing, sightseeing, walking safaris, hiking, and various accom-
modation (tents, bungalows, luxury lodges) (Manrai et al.,
2020).

This study aims to determine the expected benefits of in-
ternational safari tourists visiting Zimbabwe’s national
parks and categorize them into groups based on market seg-
ments. Understanding the expected benefits of foreign tour-
ists participating in safari tourism in Zimbabwe is very im-
portant for managers in developing the marketing mix and
strategies and meeting tourist demands and expectations.

2. Literature

2.1. Market segmentation

Market segmentation is dividing consumers with different
needs into groups according to their similar characteristics
(Birdir, 2015). Common and data-driven segmentation are

*Corresponding author
E-mail: emmanuelmuraicho6@gmail.com

Article info: Research Article

Received: 23 July 2024

Received in revised form: 14 August 2024
Accepted: 214ugust 2024

Ethics committee approval:
* This study was produced from Emmanuel Brighton T. Muraicho's thesis, which was prepared un-
der the supervision of Prof. Dr. Kemal Birdir at Mersin University.

** The Ethics Committee Approval was obtained from OU Research Center, Milton Keynes, UK,
with the decision numbered 2024/8-1E dated 19.08.2024.

Citation: Muraicho, E.B.T., Birdir, K. & Sahilli Birdir, S. (2024). Expected benefits segmentation of international tourists participating in Zimbabwe safari
tourism. Journal of Tourism Theory and Research, 10(2), 83-94. https://doi.org/10.24288/jttr.1520914




E.B.T. Muraicho, K. Birdir & S.S. Birdir

two different approaches to segmenting the market (Birdir,
2009; Dolnicar et al., 2018). Markets may require separate
marketing strategies or mixes for different needs and char-
acteristics (Holloway, 2004). This segmentation divides the
market into distinct buyer groups with different behaviors,
characteristics, and needs, which may require separate mar-
keting strategies or mixes (Dalgig et al., 2016; Kotler et al.,
2017).

Buyers in the market differ in their wants, resources, po-
sitions, purchasing attitudes, and purchasing practices. The
fundamental principle of market segmentation is that mar-
kets are not homogeneous, and it is commercially essential
to distinguish marketing offers for different customer groups
(Baker 2003). Through market segmentation, companies can
divide large and heterogeneous markets into smaller seg-
ments that can be reached more efficiently and effectively
with products and services suited to their unique needs (Hunt
& Arnett, 2004).

Segmentation can also be applied to different subjects,
such as segmenting of business markets, segmenting of in-
ternational markets, segmenting of consumer markets, and
the requirements of effective segmentation. There is no uni-
versal consensus on segmentation characteristics in the tour-
ism industry, but variables are generally classified as geo-
graphical, demographic, and behavioral (Middleton &
Clarke, 2012). Different needs must be fulfilled for a market
segment to be helpful to managers. The criteria identified for
the usefulness of segments should be considered when se-
lecting one or more of the many possible segments for active
targeting (Dolnicar et al., 2018; Dolnicar, 2004).

According to the literature, the marketing segmentation
process consists of different stages, with most literate having
different numbers of steps (Lopez-Guzman et al., 2018). Ac-
cording to Goyat (2011), the marketing segmentation is a 7-
step process. However, some authors state that this process
consists of 10 steps (Dolnicar et al., 2018): (1) Deciding on
the segment, (2) Determining the ideal target segment, (3)
Data collection, (4) Exploring data, (5) Segment extraction,
(6) Creation of segment profiles, (7) Describe segments, (8)
Select target segment(s), (9) Customize the marketing mix,
(10) Evaluation and monitoring. On the other hand, some
studies approach the market segmentation process in three
stages: (1) research phase, (2) analysis phase, and (3) group-
ing phase (Kotler, 2000).

Consumers can be grouped in various ways based on ge-
ographic, demographic, psychographic, and behavioral var-
iables (Baloglu et al., 2004; Nduna, 2017; Papadimitriou &
Gibson, 2008). However, other types of segmentation in-
clude situational segmentation, sought benefit segmentation,
usage rate, user status, and loyalty status segmentation
(Armstrong et al., 2017; Frochot, 2005; Marques et al., 2010;
Won & Hwang, 2009). A market segment consists of con-
sumers who respond similarly to given marketing efforts.
For example, tourists who like to travel independently and
have a luxurious experience regardless of price represent a

specific segment. In contrast, tourists who care about their
budgets will form another part, and an organization should
be aware of all these variations. It is a challenge to offer the
same service as people have different reasons for traveling
(Dolnicar et al., 2018; Holloway & Humphreys, 2016;
Huang & Sarigollii, 2012; Middleton & Clarke, 2012; Van
Der Merwe & Saayman, 2008).

2.2. Safari tourism

Safari tourism takes tourists to the African continent to ex-
plore culture, geography, landscape, and wildlife (Akama et
al., 2011; Stone & Stone, 2013; Stone, 2015; Stone, 2017).
Safari is a term from Swahili, meaning travel, and is the most
common term for wildlife viewing tourism (Mbaiwa, 2007).
When used in English or German during colonial times, it
referred to hunting expeditions (UNWTO, 2015). It is a form
of tourism that can be attended all year round, regardless of
the season. However, seasonal factors such as rain or
drought impact the number of animals seen on a given day.
Safari has changed over the years and has become one of the
largest industries in East and Southern Africa, contributing
to citizens’ economies and social well-being through job
creation (Carmago & Maingi, 2015). Safari tourism contrib-
utes more to the economy than traditional industries such as
farming in Southern African countries (Mbaiwa, 2007;
Stone & Stone, 2013; Stone, 2017).

Safari experiences include guided tours, mobile, self-
drive, walking, fly-in and fly-back safaris, elephant watch-
ing, river cruises, primate viewing, horseback safaris, hot air
ballooning, night game drives, and photography (Akama et
al., 2011; Stone & Stone, 2013). African wildlife Safaris
have started to focus more on the big five animals: buffalo,
elephant, leopard, lion, and rhino. Safari tourism benefits
many stakeholders, particularly national parks, local tourism
providers, and local communities. Safari tourism contributes
considerably to the local communities, considering the poor
living conditions experienced by most Africans. It also em-
ploys host communities and contributes 80% of all African
sales. On a typical safari tour, the average stay is ten days,
the average tour price is $433 per person per day, and the
daily out-of-pocket expenditure is $55 (UNWTO, 2015).
With such economic and social benefits, safari tourism is
now highly competitive between Eastern and Southern Afri-
can countries. However, effective marketing can make a des-
tination successful, and therefore, through market segmen-
tation, the needs of current and potential tourists can be bet-
ter met.

2.3. Zimbabwe tourism industry

Several iconic national parks in Africa attract millions of
tourists, such as Table Mountain, The Serengeti, Hwange,
and Gorongosa National Park (Nhamo et al., 2023). National
parks have played a significant role in Zimbabwe's tourism
industry. In general, the National parks sector consists of Sa-
fari tourism. In the last 30 years, Zimbabwe has seen eco-
nomic, social, political, technological, and climatic changes

Copyright © 2024 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research, 10,2 (2024)

in the management of its national parks. Zimbabwe has 11
national parks, which the Zimbabwe Parks and Wildlife
Management Authority manages. The Zimbabwe Parks and
Wildlife Management Authority operates under the Parks
and Wildlife Act, 1975 Act of Parliament (Child et al., 2008;
Matura & Mapira, 2018). Zimbabwe National Parks cover
approximately an area of 5 million hectares, which is about
13% of Zimbabwe's total land area. Most parks are in eco-
nomically deprived areas with hot and mountainous climatic
conditions (Cameron, 2018; Mutanga et al., 2017; Nyaru-
wata & Runyowa, 2017).

Zimbabwe is also part of the Peace Parks initiative in
South Africa. The Great Limpopo Transfrontier Park is a
collaboration that involves the management of shared natu-
ral resources between South Africa, Mozambique, and Zim-
babwe. Gonarezhou, which was also included in the current
study, is part of the cross-border initiative, has a size of 5000
km?, and the name “Gonarezhou” means “Place of Many El-
ephants.” Mana Pools is part of the Lower Zambezi initiative
between Zambia and Zimbabwe. Mana Pools is a UNESCO
World Heritage Site famous for its beautiful flora and fauna,
home to a wide variety of mammals, over 350 bird species,
and aquatic wildlife. It is home to more than 16,000 buffalo
and more than 12,000 elephants. Hwange National Park is
the largest park in Zimbabwe, covering approximately
14650 square kilometers. Hwange boasts a wide range of
wildlife, with over 100 species of mammals and nearly 400
species of birds. Hwange is renowned for its distinct ele-
phant sounds, and the Park's elephant population is one of
the largest in the world (Cameron, 2018; Mutanga et al., 2017).

3. Methodology

This study was produced from Emmanuel Brighton T. Mu-
raicho's thesis, which was prepared under the supervision of
Prof. Dr. Kemal Birdir at Mersin University. The Ethics
Committee Approval was obtained from OU Research Cen-
ter, Milton Keynes, UK, with the decision numbered 2024/8-
1E dated 19.08.2024.

This research aims to categorize tourists visiting the na-
tional parks in Zimbabwe based on the expected benefits and
identify different tourist characteristics in terms of the ben-
efits they expect. The research was conducted using a quan-
titative research design, and both descriptive and explora-
tory research models were used.

3.1. Research questions

RQ:: What are the demographic and travel characteristics of
tourists participating in safari tours in Zimbabwe’s national
parks?

RQ2: What factors influence tourists’ decision to participate
in safari tours in Zimbabwe’s national parks?

RQs: What are the dimensions of the benefits tourists expect
from tours in Zimbabwe’s national parks?

RQa:

How many segments does the tourist market in

Zimbabwe’s national parks consist of according to the ex-
pected benefit from safari tours? What are the profiles of
these segments?

RQs: What are the complaints and likes of tourists partici-
pating in safari tours in Zimbabwe’s national parks?

3.2. Population and sample of the study

The research population consists of tourists who visited
Zimbabwe for summer vacation. In 2018, 2,579,974 foreign
tourists visited Zimbabwe. It was noted that the National
Parks in the country attracted 957,752 visitors in 2018.
33,305 foreign tourists visited the Hwange National Park,
3.041 tourists visited Mana Pools National Park, and
Gonarezhou National Park was visited by 2.554 foreign
tourists (Letley et al., 2019; Zimbabwe Tourism Authority,
2019). However, due to time constraints, the study sample
only includes tourists who visited Hwange, Mana Pools, and
Gonarezhou National Parks in January, February, and March
2019. The tourists participating in the study on these dates
from the study sample. The research used a non-probability
convenience sampling method (Fricker, 2008).

3.3. Data collection tool

The relevant literature was reviewed to collect data, and the
questionnaire was adapted. To determine the expected ben-
efits of a safari holiday, a scale developed benefiting from
the work of Akama & Kieti (2003), Huang & Sarigolli
(2012), Jang et al. (2002), Nduna & Zyl (2017). This first
scale consists of 17 items. The second scale in the survey
aimed to determine the factors influencing foreign tourists’
decision to choose Zimbabwe’s National as their destina-
tion, and it consisted of a total of 19 items. The scale was
adapted from the studies of Huang & Sarigollii (2012), Jang
et al. (2002), and Nduna & Zyl (2017). Both scales are im-
portance scales and are rated on a 5-point Likert scale. The
survey consists of 23 questions in total. The questions in the
survey focus on determining the demographic and travel
characteristics of tourists, and the questions are open-ended,
closed-ended, and multiple-choice. The questionnaire was
administered in Turkish and English. The survey was admin-
istered to tourists visiting the Gonarezhou, Hwange, and
Mana Pools national parks during their summer holidays
through face-to-face and web-based Hypertext Markup Lan-
guage (HTML).

The study's pilot test was conducted in January 2019 on
a group that shared similar characteristics with the target
population. According to the data obtained from foreign
tourists, the Cronbach's Alpha value of the scale measuring
the expected benefits of a safari holiday was determined as
628, and the Cronbach's Alpha value of the second scale
with 19 items was calculated as 855. Factor analysis was
performed to determine the construct validity of the scales.
The sample size was sufficient, with 307 questionnaires
deemed sufficient for the study, and the Kaiser-Meyer-Olkin
test showed a value of .810. Bartlett's test was significant for
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the scale “Expected benefits from Safari tour during the
summer vacation." As a result of factor analysis, three fac-
tors were identified that explained 55.211% of the total var-
iance. On the second scale, "Factors influencing tourists' de-
cision to choose Zimbabwe's National Parks for a Safari
tour," the Kaiser-Meyer-Olkin test was found to be .827, and
Bartlett's test was significant, resulting in a three-factor
structure, explaining a total variance of 54.64%. The study
used different analyses, such as arithmetic mean, mode, me-
dian, and standard deviation, to evaluate data. In addition, t-
test, ANOVA, factor analysis, and clustering analysis were
applied.

4. Findings

4.1. Research question 1

What are the demographic and travel characteristics of
tourists participating in safari tours in Zimbabwe'’s national
parks?

The demographic characteristics of foreign tourists visiting
Zimbabwe’s national parks for Safari Tourism during sum-
mer vacation are presented in Table 1. According to the re-
search findings, of the tourists who participated in the study,
49.2% are “women,” and 48.9% are “men.” When the ages
of the tourists participating in the research were examined,
it was determined that 44.3% were between the ages of “20-
37” and 39.1% were between the ages of 38-53. Regarding
marital status, it was determined that 41% of the tourists
were “married,” and 45.6% were “single,”.11.4% empha-
sized that they live together. Regarding educational back-
ground, 42% of the tourists hold “undergraduate” degrees,
and 26.7% are “master’s” graduates. 18.9% of the tourists
participating in the research are “college” graduates, and
10.4% are “high school” graduates.

In terms of occupation, 21.5% of the tourists are “stu-
dents,” 15% are “self-employed,” 12.7% are “managers,”
11.7% are “civil servants,” 11.4% are “other,” 9.8% are “ac-
ademics,” and 8.5% are “artists/mechanics/workers”. When
the income levels of foreign tourists visiting national parks
were evaluated, it was found that 51.1% were in the "mid-
dle" income group and 28% were in the "upper middle" in-
come group. Additionally, it was determined that 10.4% of
the participants were in the "lower middle” income group,
and 8.5% were in the "high" income group. When the na-
tionalities of foreign tourists participating in the research are
analyzed, the proportion of British tourists visiting national
parks in Zimbabwe is 16.6%. South African tourists follow
them at 14%, Americans at 11.1%, Australians at 9.1%,
6.5% Germans, 4.9% Canadians, 3.9 % Chinese, Mozambi-
cans at 3.9%, South Koreans at 2%, and 1.3% Japanese.

When the accommodation places used by foreign tourists
visiting Zimbabwe National Parks for Safari Tour were eval-
uated, it was determined that 35.8% stayed in "Safari
Lodge." Additionally, 25.1% of the participants are in
“other” accommodation, with 11.7% in “4-star’ hotels, 9.1%

in “S-star” hotels, 8.5% in “3-star” hotels, and 7.8% with
“friends/relatives”. The travel characteristics of the tourists
participating in the research are as follows: 38.1% of the
tourists spent an average of 4-6 days per year on safari tour-
ism. On the other hand, 30.3% of the tourists spent “1-3”
days on safaris, 18.9% spent “7-9” days, and 10.7% spent
“10 days or more”. The percentage of tourists who had pre-
viously visited Zimbabwe for holiday purposes was 34.2%.
The percentage of tourists coming to Zimbabwe for the first
time with this trip is 63.8%. 11.7% of the tourists who par-
ticipated in the survey stated that they had visited Zimbabwe
“7 times or more” before. 10.4% of the tourists stated that
they had come to Zimbabwe “1-3 times,” and 9.8% said they
came to Zimbabwe “4-6 times”. On the other hand, 76.2%
of Safari visitors said they would like to revisit Zimbabwe,
while 21.8% will not visit Zimbabwe’s national parks after
their last tour.

It was determined that 59.3% of the tourists participated
in the Safari Tour through tour packages, while 38.3% did
not use tour packages. It was determined that 30.3% of the
tourists went on vacation with their “friends,” followed by
those who went on holiday with their spouses, with a rate of
15.6%. The rate of tourists who go on vacation “alone” is
11.4%, and 8.5% “with their families.” Regarding the total
amount of money spent on this holiday, it was determined
that 25.7% of the tourists spent “$1-1000”. The percentage
of tourists spending “over $4001” is 23.5%. This is followed
by tourists spending between “$1001-2000” with 19.9% and
between “$2001-3000” with 13.7%. Additionally, it was de-
termined that 12.1% of the tourists spent between “3001-
4000%”. When analyzing the tourists’ satisfaction with Zim-
babwe national parks, it was found that 45.6% are "de-
lighted" and 36.2% are "satisfied.” Therefore, 81.8% of the
tourists were satisfied with the national parks. The percent-
age of those unsatisfied with the national parks is 4.2%, and
the rate of those dissatisfied is 3.3%. The rate of those who
are undecided is 8.8%.

When the activities of the tourists during their holidays
are examined, the top five activities are (1) “safari walks”
with a percentage of 64.2%, (2) “bird watching” with 52.1%,
(3) “walking and camping” with 39.7% (4) % “game view-
ing (painted dogs, lions)” with 34.8 and (5) “river rafting”
with 28.3%. Other activities included “fishing” with 27.7%,
“safari education” with 13.6%, “hiking trails” with 12.1%,
and 11.7% visiting local and regional events”. The most
used source of information in choosing a holiday was “travel
agencies” with 63.8%. This was followed by “internet/social
media” with 56.7%, “friends/family/colleagues” with
40.7%, “travel magazine” with 40.1% and 36,8% “docu-
ments/movies.”
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Table 1. Demographic characteristics of foreign tourists

n % n %
Gender Marital status
Female 151 49,2 Single 140 45,6
Male 150 48,8 Married 126 41,0
Unspecified 6 2 Living together 35 11,4
Total 307 100 Unspecified 6 2
Total 307 100
Age Teaching status
18-19 21 6,8 High school 32 10,4
20-37 136 443 College 58 18,9
38-53 120 39,1 Undergraduate 129 42
54 and above 21 6,8 Postgraduate 82 26,7
Unspecified 9 2.9 Unspecified 6 2
Total 307 100 Total 307 100
Nationality Profession
Germany 20 6,5 Academician 30 9.8
English 51 16,6 Self-employment 46 15
South African 43 14 Craftsman/Mechanic/Worker 26 8,5
Chinese 12 3,9 Officer 36 11,7
Canadian 15 49 Retired 9 2,9
Mozambican 12 3,9 Student 66 21,5
South Korean 6 2 Unemployed 14 4,6
Australian 28 9,1 Manager 39 12,7
Japanese 4 1,3 Others 35 11,4
American 34 11,1 Unspecified 6 2
Others 69 22,5 Total 307 100
Unspecified 13 4,2
Total 307 100
Income status Where did you stay this holiday?
Below-middle 32 10,4 5-star hotel 28 9,1
Middle 157 51,1 4-star hotel 36 11,7
Above-middle 86 28 3-star hotel 26 8,5
High 26 8,5 Friends/Relatives 24 7,8
Unspecified 6 2 Safari Lodge 110 35,8
Total 307 100 Others 77 25,1
Unspecified 6 2
Total 307 100
Table 2. Factors influencing tourists' decision to go on a safari tour in Zimbabwe National Parks
Factors Load Eigen- Explained vari- Mean Reliabi_lity
value ance cocfficient
1. Comfort and affordability 3,941 30,318 37749 ,722
6.Friendly and responsive parking staff ,564
9.Value of money ,798
15.Affordable admission price ,733
17. Prices in park restaurants and shops ,669
11 Security and Quality Service 1,599 15,448 4,1462 ,700
1.Adaptation of the infrastructure to the natural environment ,708
2.First aid services in the national park 177
3.Security and security services in the national park ,741
4. Knowledge level of guides/park staff 514
10. Accommodation Quality ,523
1II. Access to entertainment and education 1,365 8,874 3,3372 ,738
8.Nightlife and entertainment ,619
14.Information panels about flora and fauna ,730
18.Number and accessibility of parking spaces ,663
19.Information panels about cultural and historical features 776

Varimax rotated principal component analysis. Total variance explained: %54,640; KMO: ,827; Chi-Square for Bartlett's Test of Sphericity: 1013,290;
SD. 78; p<0.0001; Overall average: 3.7830; Cronbach's Alpha for the entire scale: ,804; Reaction Categories: 1: Not important at all ... 5: Very

important.
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Table 3. Factor analysis according to the expected benefits of the foreign tourists visiting Zimbabwe National Parks from
the safari tour

Factors Load Eigen- Exp_lained Mean Reliabi_lity
value variance coefficient
1. Socialization and self-improvement 4,213 32,411 3,5269 773
4.Interact with local people during my vacation ,833
3.Meeting people from different cultural backgrounds ,748
11.To learn about new cultures on holiday ,664
5.Meet people looking for similar holiday experiences ,631
15.To increase my knowledge on this holiday ,522
1I. Getting to know nature and wildlife 1,599 12,303 4,0108 ,729
16.Learn about wildlife on the go ,830
14.Learning nature during the journey ,721
8.Spending time in a natural environment ,703
17 Enjoying an environmental ecology trip ,519
III. Relaxation 1,365 10,496 3,9668 ,649
13.Experience a change from a busy business life ,784
12.To experience a speed change from my daily life , 741
6.Rejuvenating after this visit ,581
2.To discover new places ,522

Varimax rotated principal component analysis. Explained total variance: %55,211; KMO Sample Adequacy: ,810; Chi-Square for Bartlett's Sphericity
Test: 1105,335; s.d. 78; p<0.0001; Overall mean: 3,8110; Cronbach's Alpha for the whole scale: ,822 Reaction categories: 1: Not important atall ... 5:
Very important.

Table 4. Cluster analysis applied to benefit dimensions

Factor Markegffl %meml Market(fflsff;nem T Fyawe 11 mm o
Socializing and self-improvement 17.42 11.52 471.938  *x* HoEk *okok
Getting to know nature and wildlife 14.03 12.18 49.284 oAk *okk ok
Clusters 13.87 11.63 75.332 *rE ok ook
Clusters Those seeking socializa- ~ Those seekers of nature
tion and wildlife

**%p<0.001; *The mean values are calculated based on a 5-point Likert scale (1: Not important at all ... 5: Very important)

Table 5. Distribution of Market Segments by Gender

Those seeking socialization Those seeking nature and wildlife
Gender
f % f %
Female 75 48,1 76 50,3
Male 81 51,9 68 49,7
Total 156 100 144 100

Not: X2: 0,662; SD: 1; p=0,416

Table 6. Distribution of market segments by nationality

Nationality Those seeking realization Those seeking nature and wildlife Total

f % f % f %
Germany 11 7,1 9 6,5 20 6,8
English 25 16,2 26 18,7 51 17,4
South African 21 13,6 22 15,8 43 14,7
Chinese 9 5,8 3 2,2 12 4,1
Canadian 11 7,1 4 2,9 15 5,1
Mozambican 6 3,9 6 43 12 4,1
South Korean 3 1,9 3 2,2 6 2,0
Australian 11 7,1 17 12,2 28 9,6
Japanese 2 1,3 2 1,4 4 1,4
American 16 10,4 18 12,9 34 11,6
Others 39 253 29 20,9 68 23,2
Total 154 100 139 100 293 100

Note: X2: 8,638; SD: 10; p=0,567
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Table 7. Distribution of market segments by satisfaction levels

Please indicate your level of satisfaction with

Socializing seekers

Nature and wildlife seekers

this national park f
Not satisfied at all 6
Not Satisfied 6
Undecided 10
Satisfied 56
Very satisfied 78
Total 156

% f %

3,8 7 4,9
3,8 4 2,8
6,4 17 11,8
35,9 54 37,5
55,7 62 43,1
100 144 100

Not: X2: 3.683a; SD.: 4; p=0,451

Table 8. Analysis results of foreign tourists' likes and complaints about Zimbabwe National Parks

(n=260) n % (n=259) n %

Preferences of tourists who go on a safari tour in Complaints of tourists who go on a safari

Zimbabwe's national parks tour in Zimbabwe's national parks

-variety of animals 101 38,8 Transportation and infrastructure 74 28,5
-Good management 80 30,7 -Everything is expensive 59 227
-Good parks 60 23 -Aggressive staff 31 11,9
-Delicious food 42 16,1 -Unable to see animals 21 0,8
-Knowledgeable staff 31 11,9 -No electricity 11 0,4
-Safety 24 0,9 -No petrol 8 0,3
-Well-trained guides 19 0,7 -Animals causing damage to belongings 9 0,3
-Weather 3 0,1 -Lack of water 7 0,2

-Poachers 4 0,1

Note: The total exceeds 100% because multiple options were selected.

4.2. Research question 2

What factors influence tourists’ decision to participate in sa-
fari tours in Zimbabwe'’s national parks?

An exploratory factor analysis was conducted to determine
the factors influencing tourists’ decision to go on a safari
tour in Zimbabwe’s national parks. While conducting the
factor analysis, attention was paid to the items having a cor-
relation level of .500 or higher, and the factors with an ei-
genvalue more significant than one were processed. The va-
lidity of the factor analysis is assessed through the Kaiser-
Meyer-Olkin (KMO) test, where a KMO test score above
60% is desired (Nakip, 2003). In the study, the KMO sam-
pling adequacy ratio of the scale of "Factors Influencing
Tourists' Decision to Go on a Safari Tour in Zimbabwe Na-
tional Parks" was determined to be 82% (Table 2).

Table 2 shows the findings of the factor analysis. The
analysis determined that the items were grouped into three
factors. The total variance explained is 54.64%. The factors
were named “comfort and affordability,” “safety and quality
service,” and “access to entertainment and education.”

4.3. Research question 3

What are the dimensions of the benefits tourists expect from
tours in Zimbabwe’s national parks?

An exploratory factor analysis was conducted to determine
the dimensions of the benefits expected from the safari tour
by foreign tourists making safari tours in Zimbabwe’s na-
tional parks. It was observed that the expected benefits were

grouped under three dimensions (Table 3). In the factor anal-
ysis, it was determined that four items did not fit into any
factor. The remaining 13 items were subjected to factor anal-
ysis again. According to the factor analysis, the KMO test
score for the scale was 81% (Table 3). The total variance
explained was determined as 55.211%. The factors were
named "'socialization and self-development", 'knowing na-
ture and wildlife' and 'relaxing.’

4.4. Research question 4

How many segments does the tourist market in Zimbabwe
consist of according to the expected benefit from safari
tours? What are the profiles of these segments?

Hierarchical Clustering and K-means Cluster analyses were
performed on the three benefit factors obtained through fac-
tor analysis to find the answer to the fourth research ques-
tion. In the study, a hierarchical clustering analysis was con-
ducted first. Upon examining the clustering coefficients, it
was determined that there could be either 3 or 4 clusters.
Subsequently, K-means cluster analysis resulted in 2 market
segments (clusters). While forming these clusters, care was
taken to ensure that each cluster contained a minimum of 30
participants. The clusters were named according to the factor
with the highest mean within each cluster. The results of the
clustering analysis are presented in Table 4.

Market Segment I: The first market segment comprises
156 foreign tourists. This segment is named "seekers of so-
cialization" because the factor with the highest mean among
the three factors in this market segment is "socializing and self-
improvement" (X = 17.42). The other factors have lower means.
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Market Segment II: The second tourist market segment
is named "seekers of nature and wildlife (X = 12.18)" be-
cause it has the highest mean among the dimensions consid-
ered. This segment is composed of 144 foreign tourists. It
has been found that tourists in this segment try to relax, so-
cialize, and engage in self-improvement during the safari
tour.

The research showed that 48.9% of international safari
tourists are male, and 49,2% are female. However, when
considering the distribution of gender within market seg-
ments, it is noted that the proportion of female respondents
who are "seeking socialization" was 48.1%, and 51.9% were
male (Table 5). On the other hand, in the "seekers of nature
and wildlife" segment, 50.3% are females, and 49.7% are
males. Based on these results, during marketing activities, it
can be concluded that both male and female participants
should be equally addressed in both market segments.

The characteristics of the market segments based on age
show that the ages of foreign tourists in both market seg-
ments are close to each other. It was determined that 36.5%
of the foreign tourists "seeking socialization" foreign tour-
ists were “married," 35.3% were "single,” and 10.3% were
"living together." On the other hand, among the "seekers of
nature and wildlife" foreign tourists, 47.2% are "married,”
29.9% are “single,” and 13.2% are "living together." Ac-
cording to the research, among the foreign tourists in the
"seekers of socialization" market segment, 41.7% are "un-
dergraduate" graduates, 25.6% are "graduate" (master's)
graduates, 20.5% are "associate degree" graduates and 9.6%
are "high school" graduates. On the other hand, among the
foreign tourists in the "seekers of nature and wildlife" mar-
ket segment, 43.1% are "undergraduate" graduates, 20.8%
are "graduate" (master's) graduates, 18.1% are "associate de-
gree" graduates and 11.8% are "high school" graduates. Ac-
cording to these results, it can be said that marketing man-
agers should primarily focus their marketing activities
mainly on "undergraduate," "graduate," and "college" grad-
uates for both market segments.

Based on the cross-tabulation results shown in Table 6,
it is determined that most foreign tourists in both market seg-
ments are "students" and have "middle" income levels.
When analyzing the market segments according to national-
ity, it is observed that tourists from "other" nationalities
make up the most considerable portion in both market seg-
ments. The highest proportions of tourists in the "seekers of
socialization" segment are tourists from the following na-
tionalities: "British (16.2%)", "South African (13.6%)",
"American (10.4%)", "Australian (7.1%)", "German
(7.1%)", "Canadian (7.1%)", "Chinese (5.8%)", "Mozambi-
can (3.9%)", "South Korean (1.9%)", and "Japanese
(1.3%)". When examining the nationalities of foreign tour-
ists in the "seekers of nature and wildlife" market segment,
the following proportions have been determined, respec-
tively: "British (18.7%)", "South African (15.8%)", "Amer-
ican (12.9%)", "Australian (12.2%)", "German (6.5%)",
"Mozambican (4.3%)", "Canadian (2.9%)", "Chinese

(2.2%)", "South Korean (2.2%)", and "Japanese (1.4%)".
Table 7 shows the satisfaction of foreign tourists who have
taken a safari vacation in Zimbabwe's National Parks. In the,
55.7% of foreign tourists in the “Seeking Socialization" seg-
ment expressed that they were "very satisfied." The percent-
age of foreign tourists who stated they were "satisfied" is
35.9%. As for the foreign tourists in the "nature and wildlife
seekers" segment, 43.1% of them mentioned being "very sat-
isfied." Following them are 37.5% of foreign tourists who
reported being "satisfied."

4.5. Research question 5

What are the complaints and likes of tourists participating
in safari tours in Zimbabwe's national parks?

After visiting Zimbabwe's national parks during the summer
vacation, foreign tourists who participated in the research
were asked open-ended questions about what aspects of
Zimbabwe's national parks they liked or had complaints
about. The results are shown in Table 8. It was determined
that the most liked aspect by the foreign tourists who took a
safari tour in Zimbabwe's national parks was the variety of
animals (38.8%). 30.7% of the tourists liked the "good man-
agement," 23% liked the "good parks," 16.1% liked the "de-
licious food," 11.9% liked the "knowledgeable staff," 0.9%
liked the "security," 0.7% liked the "educated guides," and
0.1% liked the "weather."

When the data relating to the complaints of foreign tour-
ists was analyzed, it was noted that the most complained-
about aspect was "transportation and infrastructure”
(28.5%). The percentage of participants who stated that eve-
rything was expensive is 22.7% of the complaints. This was
followed by 11.9% of the participants complaining about
"aggressive staff" and 0.8% complaining about "not being
able to see animals." In addition, 0.4% of tourists com-
plained about "lack of electricity," 0.3% about "lack of fuel,"
0.3% about "animals damaging belongings," 0.2% about
"experiencing water scarcity," and 0.1% about "the presence
of people hunting in the national parks."

5. Results, discussion and recommendations

African countries have long supported biodiversity conser-
vation through the sustainable use of natural resources and
have achieved tremendous success in protecting and restor-
ing wildlife populations (UNWTO, 2015). Safari tourism
has become immensely popular in Africa as it drives sustain-
able development (UNWTO, 2015). This study aims to iden-
tify the expected benefits of foreign tourists visiting Zimba-
bwe’s national parks by categorizing them into similar
groups, profiling them, and offering solutions and sugges-
tions based on the findings obtained from the evaluations of
the data obtained from 307 international tourists.

It was determined that the ratio of "female" and "male"
foreign tourists visiting Zimbabwe and participating in safari
tours is evenly distributed, with 45.6% being "single." Most
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fall within the age group of "20-37." Based on the national-
ities of the foreign tourists participating in the study, it was
observed that British tourists had the highest percentage of
16.6%. "South Africans" followed with 14%, and Americans
with 11.1%. Approximately 42% of the tourists were univer-
sity graduates. Regarding income levels of foreign tourists
visiting the national parks, 51.1% were confirmed to be
"middle-income" tourists. In addition, 15% of the foreign
tourists were "self-employed." Similar demographic results
were found in Huang & Sarig6llii (2012) research on tourists
visiting Latin America. They noted that more women than
men visited Latin America, with most visitors falling within
the "20-34" age group, followed by the "35-54" age group.
Most tourists had received a university education and were
of middle-income level.

When the travel characteristics of the tourists are exam-
ined, it was found that most of the tourists participating in
the safari tour spend an average of "4-6 days (38.1%)" per
year for safari tourism. While 34.2% of the tourists had pre-
viously visited Zimbabwe National Parks for holiday pur-
poses, 63.8% had never been to Zimbabwe before. It was
found that 59.3% of foreign tourists purchased package tours
during their visit to Zimbabwe’s national parks. The rate of
tourists acting individually is 38.8%. It has been determined
that the decision-making process for 27.7% of the tourists
took “1-4 months”.

It has been determined that 63.8% of foreign safari tour-
ists use “travel agencies” as information for their travel pref-
erences. 30.3% of foreign safari tourists went with their
“friends.” For accommodation preferences, 35.8% of the
tourists stayed in a "safari lodge," and 25.1% preferred
"other" accommodation facilities. During the safari tour,
64.2% of the tourists participated in "walking safari,” 52.1%
in “bird watching," and 39.7% in "hiking and camping" ac-
tivities. Most tourists spend between “$1-1000” during the
trip. Additionally, the % of tourists who are very satisfied
and satisfied with the national park is 81.8%.

In the research, factor analysis was used to determine the
characteristics that influence the decision-making of foreign
tourists who spend their summer holidays in Zimbabwe’s
national parks and participate in safari tours. Three factors
were identified based on the results of the factor analysis.
These are 1) comfort and affordability, 2) safety and quality
service, and 3) access to entertainment and education. Jang
et al.’s (2002) study has similar findings.

Factor analysis was applied to determine the benefits ex-
pected from the safari tour by foreign tourists who take sa-
fari tours in national parks during the summer vacation, and
3 benefit factors were determined. The factors obtained were
(1) socialization and self-improvement, (2) understanding
nature and wildlife, and (3) relaxation. A similar study by
Nduna (2017) in the literature obtained nine benefit factors
named (1) Spending time with loved ones, (2) Social bonds,
(3) Relaxation, (4) Natural environment, (5) Outdoor adven-
tures, (6) History, (7) Culture, (8) Escape and (9) Learning,
and factors 2, 3 and 4 support the factors in this study.

Cluster analysis determined the number of market seg-
mentations that could be created according to the benefits
expected from the Safari tour by foreign tourists visiting
Zimbabwe’s national parks. According to the cluster analy-
sis results, two market segments were obtained. The clusters
were named (1) Socialization seekers and (2) Nature and
wildlife seekers. Nduna and Zyl (2017) studied the benefit
segmentation of tourists visiting Mpumalanga in South Af-
rica. In the research, two segments were identified, and the
segments were named "nature-escapists” and "culture-natu-
ralist."

Looking at the characteristics of the market segments ob-
tained, the "socialization seekers” segment is composed of
British, South African, and American tourists. It was also
determined that the majority of the participants in this seg-
ment are "male," "married,"” and "20-37" age group. They
are predominantly "students" with an "average" income. The
'nature and wildlife seekers' market segment comprises Brit-
ish, South African, and Australian tourists. The majority of
the tourists are "female" and "married" and are also in the
"20-37" age group. Similarly, most are "students" and "mid-
dle class" income groups. Therefore, marketing managers
can diversify their promotional activities by considering
these features in their marketing activities for both markets.

Based on the travel characteristics of tourists, the follow-
ing differences have been noted in these two market seg-
ments: "Socialization Seekers" segment: most of the foreign
tourists in this segment have not visited Zimbabwe's national
parks for safari tourism before, but they have previously vis-
ited Zimbabwe for vacation purposes "4-6 times". Most of
the tourists in this segment participate in safari tourism for a
minimum of "4-6 days" per year. Most tourists travel with
their friends, opt for package tours, prefer "hunting lodges"
as their accommodation, and are "very satisfied" with the
national parks. These findings are consistent with the results
of a study conducted by Jang et al. (2002). They observed
that tourists traveled with tour packages, most with their
friends or spouses.

The travel characteristics of the foreign tourists who
make up the "Nature and wildlife seekers" segment are as
follows: most of them visit Zimbabwe national parks for dif-
ferent purposes and have visited Zimbabwe “1-3” times be-
fore, take “4-6 months” period to make a vacation decision.
On average, they spend "4-6 days" a year on safari tourism,
typically use "package tours", and prefer to travel with their
"friends". They prefer "hunting lodge" for accommodation
and are "very satisfied" with national parks. Similar results
were found in Jang et al.’s (2002) study.

The suggestions for the problems based on the responses
given by the tourists to the open-ended questions are as follows:

Transport and infrastructure have become obsolete in the
last two decades. Safari tourists complain that the roads are
full of potholes and that driving is dangerous. Tourists have
also expressed dissatisfaction with the long distance be-
tween Victoria Falls and Hwange National Parks, which was
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long, and the old accommodation facilities. All these prob-
lems should be addressed by making renovations to equip
the tourists with the best luxury accommodation they desire.
It was concluded that roads must be rebuilt and widened to
travel safely and faster.

Some accommodations reported aggressive employees.
Hotel managers train their staff members in “guest relations
management” so that they can have positive contact with
guests.

Tourists also reported no fuel for their cars in national
parks. Tourism authorities should supply fuel in national
parks reserved for tourist use only. This would allow tourists
to have adequate vehicle fuel and ease their travel and ex-
ploration within the park areas.

Poaching has become a significant problem as the num-
ber of animals, such as elephants and rhinos, rapidly de-
creases. National park authorities should be equipped with
appropriate equipment to combat poaching and use some of
their income for human resources improvement. The public
should be educated about the importance of natural re-
sources, and heavy penalties should be imposed on those en-
gaging in poaching activities.

It has been stated that wildlife destroys things such as
clothes and camping tents in the camp. This is a challenging
issue to control and it is recommended to set up a security
perimeter around accommodation areas to prevent animals
from destroying any belongings and property.

Continuous drought conditions have resulted in water
shortages for animals and accommodation providers in na-
tional parks. However, there is a simple solution. Authorities
are recommended to drill and pump water from the ground
to provide continuous water for animals and guests.

5.1. Theoretical implications

This study addresses Zimbabwe’s benefit segmentation. It
contributes significantly to the existing literature, as there is
no study on this topic in Zimbabwe. This study provides val-
uable information for marketing managers and decision-
makers in the tourism sector to fill the gap in the literature.
This study contributes significantly to understanding the
benefits and expectations of foreign tourists visiting
Hwange, Mana Pools, and Gonarezhou national parks in
Zimbabwe.

5.2. Practical implications

This study provides important information for the safari
tourism market, safari accommodation facilities and safari
marketers, and valuable holiday experiences of safari tour-
ists in national parks.

e  Destination and national park managers can implement
different practices to meet the expectations of current
and potential local and foreign tourists. To do this, lo-
cal and foreign tourists visiting Zimbabwe’s national
parks can be divided into similar groups, and their

profiles can be determined based on their expected
benefits.

e [t is recommended that transportation and infrastruc-
ture be renewed to facilitate Safari tourism in the na-
tional parks where the study was carried out.

e [t has been determined that there needed to be more
water in the national parks where the study was con-
ducted. The authorities should open boreholes to pump
water from the ground and provide continuous water to
the animals and guests.

e [t is recommended that the carbon footprint of national
parks be paid attention to.

e Green initiative incentives can be implemented for
tourists to promote sustainable living.

e Loyalty programs can be developed.

e Destination managers and marketers should develop
proactive strategies to minimize complaints from tour-
ists who experience safari tourism.

5.3. Limitations and directions for future research

This study is limited to foreign tourists visiting Zimbabwe’s
Hwange, Mana Pools, and Gonarezhou national parks. Fu-
ture studies can be conducted on tourists visiting different
countries and cities for safari tourism to generalize the find-
ings.

e Data collection was limited to three months of distri-
bution with the questionnaire in the study.

e The study could be conducted in other national parks
in Zimbabwe.

e This study can be conducted for domestic tourists and
compared with the current study.

e Using qualitative research methods, more detailed
studies can be conducted on smaller sample groups,
and the expectations of tourists can be examined in
more detail.

e  Researchers can also collect information about tourists'
satisfaction with their safari experience.

e Future studies could approach this research from the
perspective of managers.
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