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PREFACE

Images of an event have a huge implication for the sustainable development of
tourism around the world. This can be any kind of event—religious, cultural,
or traditional; sports; music; etc., which also plays a vital role in economic
development as well.

Event tourism is a form of tourism that has grown at a fast rate in the
last few years. Events are for the short-term occurrence to attract tourists to
view or to participate in a particular event and to be entertained. An event
has the power to extend the number of tourists and generate additional
revenue for the regional population. There are some places are just only
visited by tourists because of special events, for example, annual concerts,
carnivals, film festivals, or sport events. Every year such events are the
main attraction for tourists. In fact, sometimes events are organized for
repeat visitors.

Event tourism has had a huge impact on community development in many
areas. Event tourism has expanded exponentially. Event tourism creates many
jobs that generate millions of dollars in sales or income around the world.

An attempt has been made in this book to discuss aspects from the view-
points of different people, stakeholders, travelers, researchers, academicians,
event organizers, and the tourism industry.

There is no uncertainty in believing that various events enhance the
events industry and tourism value, and that much awareness has been given
to the economic field of event tourism.

The editors of this volume felt the need for a book that focuses on diverse
events in event tourism in Asian countries, such as events on art, sports,
food, culture, etc. The book has grown out of the collective experience of
many contributors. It provides a broad coverage of event tourism topics that
will give a good understanding to academicians, students, and researchers. It
will provide information regarding the issues, challenges, and future of event
tourism. The book also highlights community development, the participation
of women in the event tourism industry, social media, and a new trend of
weddings in some unique places.

The chapters of the book reveal the changing trends in the event tourism
industry, the contributions of women in sustaining the potential of events and
festivals, and the role of event tourism in economic development.
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This book is an ambitious effort from professionals in various countries,
including India, Sri Lanka, Turkey, Malaysia, Uzbekistan, and Kyrgyzstan.
We are thankful to all the contributors.



CHAPTER 1

EVENT TOURISM: PROSPECTS AND
TRENDS

ANUKRATI SHARMA™ and SHRUTI ARORA

Department of Commerce and Management, University of Kota,
Rajasthan, India

"‘Corresponding author. E-mail: dr.anukratisharma@gmail.com

ABSTRACT

The tourism and travel industry is such an industry that has developed as the
biggest worldwide industry in the 20th century and is anticipated to grow
quicker day by day and events have become a big way to gather large amount
of media interest, and attracting venture and moreover political interest, and
this also lays the role of events combining with tourism. Events are the
significant spark in tourism industry. The Asian nations have a wonderful
history of showing their societies and cultures through different events and
having tourism prospects. Although it is of common knowledge that event
tourism as an industry has equally optimistic and pessimistic impacts on
destinations and their communities, the impact of properly planned events
on tourism has been a reason of escalating significance for destination
competitiveness because they add a mixture of attractions to the tourist.
Due to this reason only event tourism became established as an independent
discipline a few decades ago. The reason behind this study is to assess
principally the idea of events and the tourism industry and the connection
linking events and tourism through theoretical study. In this chapter, the
nature, evolution, growth and expansion of event tourism, and future chal-
lenges are discussed.
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2 Event Tourism in Asian Countries

1.1 INTRODUCTION

Tourism, by and large, is known for its accommodation, hospitality, leisure,
and guest attractions. But today event organizers and managers have realized
the value of events and this awareness gave birth to the event tourism industry.
Going into event tourism it is first and foremost imperative to identify what
tourism and event are since they both go connected with each other. The term
“event” does not have a universally accepted single definition. The events
are extremely flexible or multitalented in nature; as a result the explanation
of the events can vary in different situations. Bowdin (2006) observes the
word “event” is to reveal particular functions, presentations, performances,
or festivities that are deliberately structured and molded to smear special
occasions and/or to accomplish particular social, cultural, or corporate
objectives and destinations. Events are increasing in recent decades and
interest in understanding their importance in the tourism industry has risen
accordingly. An occasion or event is happening at a particular point in time
and place, or celebrating, or identifying a unique event. An event plays a
momentous role in the enlargement of culture, arts, education, and tourism.
There are different types of events which are as follows (Figure 1.1):

Classification of
Events on the
basis of

N

1
Mega Minor Major Regional Corporate Private R‘;‘;ﬁ
Events Events Events Events Events Events Evemsg

FIGURE 1.1 Types/classification of event, Source: Sharma and Arora (2018).

1. Mega events that are by and large targeted at international markets.
They have an explicit acquiesce in terms of enlarged tourism, media
exposure, and financially viable impact like the Olympic Games,
Commonwealth Games, Maha Kumbh Mela.

2. Minor events include historical, cultural, and musical and dance
performance.

3. Major events magnetize considerable local interest and a huge number
of participants as well as generating significant tourism income like
the Jaipur Literature Festival.
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4. Regional events that are designed to increase the appeal of a specific
tourism destination or region like Pushkar Mela.

5. Corporate events, such as business dinners, conferences, product
launches, and meetings, are used to endorse their company’s brand
name and products.

6. Private events, such as wedding, birthday parties, and festival gather-
ings, are used for persons who can book venues.

7. Charity/fundraising events are organized to raise money for a chari-
table trust such as charitable auctions.

Tourism has a great potential to accelerate progress across sustainable
development goals. It can generate quality jobs for durable growth, reduce
poverty, and promote fair and inclusive economic growth. Tourism can be
explained as an individual traveling to and staying in places outside their
normal environment for the purpose of relaxation, business, and different
purposes. Events are supportive in destination appearances and attractiveness
and on a very basic level, it is useful in advertising and promotion of places
that are productive in worldwide competitiveness to pull visitor spending.
Combination of event and tourism is explained by Getz (2008) that explains
event tourism as an interrelation between tourism management and event
management. Tourism management deals with tourism developmentdepending
on examining the behavior and motivation of a wide range of sightseers. On
the other side, event management transacts with event marketing, blueprint,
and supervision of an event. Subsequently, event tourism is in the focal point
of these management segments. In other words, event tourism focuses on
full use of the abilities of events to accomplish tourism expansion of host
communities. Event tourism can be described as planning and advertising of
any events, fairs, and festivals to attract more tourist that can act as a technique
for financial boom. Present tourism is an increasingly rigorous, commercially
structured, and business-related set of activities and as a result, events have
gained fame and used efficiently by profit and nonprofit institutions.

1.2 RELATIONSHIP BETWEEN EVENTS AND TOURISM

The rise in per capita income and the necessitate for leisure and pastime
activity put up an emergent interest in tourism (Komurcu et al., 2014). In
the same way, the demands and needs of the tourists become enlarged and
differed. At this point, alternative tourism took place. Event tourism is one
of the alternative tourism types that ought to be esteemed by the business
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endeavors of tourism sector, event managers, and regional authorities as it
adds to the advancement of the destination and gives various advantages
like economic, sociocultural and environmental development. The rivalry
between tourist destinations strengthens and develops day by day. So it is
essential to constantly discover the new conduct of diversification of the
accessible tourism product and develop new concepts to participate in
the market. Event tourism can help destinations to attract more tourists
and offers a competitive marketing advantage. Event tourism has been
assumed as a strategic approach during the destination management industry
and is recognized as a key tourism product (Benur and Bramwell, 2015;
McKercher, 2016). Events can act as a final product to destination marketing
that will bring opportunities and can create a hugely positive impact on the
development of countries as it contributes to the GDP of the country and
creates millions of jobs. This development will persist as Asian tourists
are increasing in number. For increasing the number of tourists there is a
necessity of organizing a planned event that often boosts the development
of infrastructure. There are various types of events that are organized in
Asian countries and only some of the regions are particularly famed for the
meticulous type of event such as:

Singapore, Hong Kong, Malaysia especially for MICE tourism
Macau for convention and exhibition

India for art, religious, and cultural events

Thailand for Lantern Festivals—Loy Krathong and Yi Peng
Singapore for Neon Lights festival

Bali for Gandrung Sewu festival (one of Asia’s newer cultural festivals)

A

The event industry is a vibrant and best ever-growing sector by means
of development in tourism. When appropriately facilitated, events have the
probability to fabricate the visitor economy, offer media exposure, advance
development and improvement, and motivate infrastructure upgrades that
incorporate the rise of new associations. According to Lee et al. (2004) on a
worldwide scale celebrations, events and occasions with a solid social part
are essentially expanding in numbers. According to Milic (2010), the more
extensive the range and importance of the events, the higher the level of
the global affection and contribution of the worldwide and local celebrities,
the larger the awareness of the global media for such an occasion, and
simultaneously, the better the promotion of the destination, its culture and
traditions, but also its economy, so there is a need to arrange big events and
attract the tourist and promote the destinations.
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1.3 GROWTH OF EVENT TOURISM IN ASIAN COUNTRIES

The entire area is seeing a sort of blast with certain nations being unques-
tionably more developed in the curve. Events are an enormous part of the
tourism industry and are enduring to grow. Event can be centered on music,
sport, learning, or extravagance, they are producing billions of profits and
changing the way association, hospitality associations, and resorts work far
and wide. At present, there is a vast agreement of rising economies in the
area and most of them are currently prepared to understand the capability of
event tourism. The Asian countries covered are as follows:

1. Eastern Asia-Pacific covers Mongolia, China, Japan, Korea, and Hong
Kong.

2.  Southeast Asia covers Singapore, Philippines, Thailand, Cambodia,
Malaysia, Indonesia, Vietnam, Lao PDR, and Brunei Darussalam.

3. South Asia covers Sri Lanka, Bangladesh, Pakistan, India, and Nepal.

As per MasterCard Global Destination Cities Index (GDCI) (2017), Asia
Pacific destinations finished up half of the world’s best 10 most visited urban
areas. Besides, the area likewise had the most elevated guest spending among
its main 10 cities. The worldwide guest spends in this area shows the area’s
sturdy developing status (Ho, 2018). Asia and in this way the Pacific (+6%)
recorded 343 million worldwide visitor appearances in 2018. The influx in
Southeast Asia developed 7%, trailed by Northeast Asia (+6%) and South
Asia (+5%). Oceania indicated progressively moderate development at +3%
(UNWTO, 2019). Asia’s developing economy is positively affecting the
business travel showcase. Commencing from January to August 2019, 17%
of Asians voyaging overseas were on business/MICE trips, which contrasted
with the preceding year and was a better than expected raise of 8% (Rokou,
2019). This development is due to the strategies that are planned to utilize
the events in the tourism industry, setting goals and objectives, and discover
the possibility to accomplish these objectives in a long run. An event tourism
strategy helps to expand the conceivable positive advantages that events can
bring to destinations and would prompt progression in the advancement of
the event business.

Likewise, Southeast Asia draws in an enormous number of vacationers
every year. Its social and cultural history is apparent by means of an abun-
dance of old monuments, legacy sites, brilliant and colorful celebrations, and
particular cooking styles and taste that have risen for tourist who look for an
inimitable cultural familiarity. Southeast Asia’s fairs and social celebrations
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have come to be the Association of Southeast Asian Nations (ASEANSs) best
resource for the tourism industry (Shamasundari, 2017). Progressively, nations
and territories worldwide assemble together in quest of hosting international
sporting events as these bring monetary advantages to the host country;
however, these countries are also concerned in gaining elusive outcomes such
as stronger networks, sport’s culture, expressive dedication, improved identity,
and destination promotion. South-East Asia/ASEAN proved it is not simply a
dynamic and vibrant location in terms of monetary development however also
as a international magnificence venue for many massive worldwide wearing
occasions (ASEAN Tourism, 2014). With ASEAN having arranged and being
host to such assorted international events, beginning from the Asian games to
Commonwealth games; and from worldwide Tennis Tournaments to Asian’s
biggest Regatta, ASEAN’s place a few of the worldwide biggest and most
alluring location for overall games is legitimately merited.

1.4 FUTURE CHALLENGE IN THE EVENT TOURISM INDUSTRY

To date, there is hardly a single industry that has not suffered from the
fallout of COVID-19. According to the report, as of April 6, 2020, 96% of
all international destinations have acquainted travel limitations accordingly
with the infection. Around 90 destinations have absolutely or to some
degree shut their boundaries to vacationers, whereas a further 44 are shut
to specific sightseers depending on country of origin, United Nation World
Tourism Organization (UNWTO) said (Economic Times, 17th April 2020).
Event tourism as an industry would have the hardest impact globally among
all economic sectors, due to COVID-19 (Coronavirus) in 2020. Preceding
COVID-19, the whole industry, all over the globe, was in spreading out
mode from all fronts, that is, international and domestic tourism. However,
COVID-19 had slowed down this expansion mode and due to this hundreds
of events have been cancelled all over the world, which were planned for
tourists. Even for the very first time, the Olympic Games got postponed for
an entire year. This is the foremost challenge for the industry to recover post-
COVID-19, as people will be very particular while choosing their tourist
destinations and the events to be attended. Likewise, they would like to travel
such places where travelers are quite less and near the nature like slopes and
seashores. In the initial 1-2 years health, hygiene, and safety of tourist will
become an important pillar for promoting the destination. And therefore,
those who adopt this strategy can be the most honed to recuperate quicker than
the others. But presently to stay connected with people various organizers
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are not cancelling their events instead they are planning virtual events as
almost all the world’s population is stuck at home. Meetings, gatherings,
conferences, and seminars have been overhauled to become virtual events
and they are working superbly in keeping individuals associated.

1.5 CONCLUSION

Individuals consistently travel for recreation, diversion, and business reason
to attend conference, meetings, and these individuals have added to the
development of the destination directly or obliquely and then overall event
tourism industry is constructed. Around the world, the events are presently
treated as an element of tourism product. Event tourism is concerned with the
creation and advancement of events as an ignition for the tourism industry.
They offer a unique form of tourist attraction, ranging from simple community
festivals to global trade fairs, worldwide sports events like the Cricket World
Cup, display shows and exhibitions. More and more events are planned and
organized so as to add a value to the tourism industry. Events for the tourist
are experiencing an impressive development in number, size, and popularity.
Event tourism can be motivated by two reasons: first, dedicated event tourist
who especially travel to attend the events and second, tourist attending the
events while away from home. It is a testimony that there is a growth and
development in the event tourism. Event tourism can probably build up any
tourism destination and has an impact on the community through its socio-
impact. But due to COVID-19 calamity everywhere throughout the world,
it will take effort for the business to recuperate, as the business operations
in the event tourism segment should begin at a moderate pace primarily,
involving less volume of business and tourist.

KEYWORDS

e I
e event
e tourism

* event tourism
* inception
» Asian countries




8 Event Tourism in Asian Countries

REFERENCES

ASEAN Tourism, 13 October 2014. ASEAN As A Venue For Big International Sporting
Events. Retrieved from https://www.aseantourism.travel/articles/detail/asean-as-a-venue-
for-big-international-sporting-events, Accessed on 9th May 2020.

Benur, A. and Bramwell, B., 2015. Tourism product development and product diversification
in destinations. Tourism Management, 50, 213-224.

Bowdin, G., 2006. Identifying and analyzing existing research undertaken in the events
industry: a literature review for Peoplelst. Leeds Metropolitan University: Leeds.

Getz, D., 2008. Event tourism: definition, evolution, and research. Tourism Management, 29
(3), pp. 403-428.

Komurcu, G.B., Boz, M., Tukelturk, S.A., 2014. Festivals as a Type of Event Tourism: Tenedos
Local Flavours Festival Sample Case. Istanbul Ticaret Universitesi Sosyal Bilimleri Dergisi.
Retrieved from https://www.researchgate.net/publication/312472498 FESTIVALS AS
A _TYPE_OF_EVENT _TOURISM_TENEDOS_LOCAL FLAVOURS FESTIVAL
SAMPLE_CASE.

Lee, C., Lee, Y., Wicks, B., 2004: Segmentation of festival motivation by nationality and
satisfaction, Tourism Management, 25 (1), 61-70.

McKercher, B., 2016. Towards a taxonomy of tourism products. Tourism Management, 54,
196-208.

Milic, M., 2010. Significance of events for destination development. SEE Business Travel and
Meetings Magazine. Retrieved from https://www.seebtm.com/en/significance-of-events-
for-destination-development/, Accessed on 9th May 2020.

Sharma, A. and Arora, S., 2018. Event Management and Marketing: Theory, Practical Approaches
and Planning, Bharti Publications. ISBN: 978-93-86608-61-1.

UNWTO, 21st January 2019. Retrieved from https://www.unwto.org/global/press-release/
2019-01-21/international-tourist-arrivals-reach-14-billion-two-years-ahead-forecasts,
Accessed on 4th May 2020.

Ho, M., 2018. Horwath HTL, Asia Pacific: Regional tourism trends, https://www.hospitalitynet.
org/file/152008398.pdf, Accessed on 4th May 2020.

Shamasundari, R., 2017. A cultural journey through Southeast Asia. The ASEAN Post. Retrieved
from https://theaseanpost.com/article/cultural-journey-through-southeast-asia, Accessed on
8th May 2020.

Rokou, T., October 2019. Asia remains the largest tourism growth market. In TravelDaily-
News.com, Retrieved from https://www.traveldailynews.com/post/asia-remains-the-largest-
tourism-growth-market, Accessed on 8th May 2020.

The Economic Times, April 2020. COVID-19 pandemic could cost millions of jobs in global
tourism industry: UN body. Retrieved from https://economictimes.indiatimaes.com/news/
international/business/covid-19-pandemic-could-cost-millions-of-jobs-in-global-tourism-
industry-un-body/articleshow/75194635.cms?from=mdr, Accessed on 16th May 2020.


https://www.economictimes.indiatimaes.com
https://www.traveldailynews.com
https://www.hospitalitynet.org
https://www.unwto.org
https://www.seebtm.com
https://www.researchgate.net
https://www.aseantourism.travel
https://www.aseantourism.travel
https://www.researchgate.net
https://www.seebtm.com
https://www.unwto.org
https://www.hospitalitynet.org
https://www.traveldailynews.com
https://www.economictimes.indiatimaes.com
https://www.economictimes.indiatimaes.com

CHAPTER 2

MAIN TENDENCIES OF HISTORICAL
AND CULTURAL TOURISM
DEVELOPMENT IN UZBEKISTAN

AMONBOEV MUKHAMMADSIDDIK', TURSUNOV BOBIR?, and
RUZIEV SHOHRUZBEK!'

'Department of Tourism and Service, Tashkent State University of
Economics, Republic of Uzbekistan

’Department of Economic Security, Tashkent State University of
Economics, Republic of Uzbekistan

ABSTRACT

Historical and cultural tourism is one of the main directions of the tourism
industry. Determining the role and share of historical and cultural tourism in
the development of general tourism, that is, its potential, is one of the main
areas of research of representatives of the tourism business and scientists in
this field. While many studies focus on the historical and cultural monuments,
infrastructure, and geographical location of the country as a potential for
historical and cultural tourism, this research on the development of historical
and cultural tourism in Uzbekistan offers a new approach to determining the
tourist potential of countries to study the largest groups of incoming tourists
by country on the basis of a survey and come on this basis jakda compatible
focuses on the assessment of the capacity of tourists in the country and
compatible as the tourism potential tourists. In economic approaches, the
potential is mainly analyzed on the basis of supply factors, whereas in this
approach the need to pay special attention to demand factors is put forward.
A mathematical formula for assessing the historical and cultural tourism
potential is also proposed. This chapter provides the necessary conclusions
on the development of historical and cultural tourism in the country.
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2.1 INTRODUCTION

In the context of globalization, special attention is paid to the development of
tourism services in the economies of developed countries. According to the
website of the United Nations World Tourism Organization (UNWTO), in
2018 the number of international tourists worldwide will increase by 6% to a
total of 1.4 billion. This means that the number of international tourist visits
in 2018 increased by 77 million compared to 2017 (http://www2.unwto.org).
Today, historical and cultural tourism, as one of the fastest-growing types of
industry, creates opportunities for the creation of new jobs in the economy
and the development of related industries.

A number of scientific studies are being conducted to improve the
scientific and methodological framework for the innovative development of
the market of historical and cultural tourism services in the world. In this
process, special attention is paid to identifying development trends in the
market of historical and cultural tourism services and developing a model for
the development of historical and cultural tourism in the national economy.
Among the important issues in the development of historical and cultural
tourism is to improve the reception of tourists by tourist facilities and to
strengthen cooperation between organizations and intersectoral cooperation
in the management of tourist activities.

2.2 LITERATURE REVIEW

Foreigners, Alonso and Ogle (2010), Aminian (2012), Buhalis (2003) on the
general economic problems of tourism development in market relations and
Azar (2003), Alekandrova (2001), Gulyaev (2003), Avchenko et al. (2010),
Zorin et al. (2005), from the Commonwealth countries. Zaytseva (2003),
Ismaev (1994), Dmitriev (2013), Skobkin (2011), scholars such as Orlovskaya
(2013), Mironenko et al. (2014) have more or less views. Theoretical bases of
historical and cultural tourism, practical problems of its development Landry
(2013), Pearce (2005), Prentice and Andersen (2003), Richards (2004), Wan
Sze and Tony (2006), Genisaretsky (1994) found features of historical and
cultural tourism and trends in its development (Genisaretsky, 1994, Gordin
and Dedova, 2015, Quarterly, 2002, Kotlyarov, 1978, Podunova, 1999). It
is widely covered in scientific research by scientists from Commonwealth
countries such as Bereznitskaya (1990).

Theoretical and methodological issues of tourism development in Uzbekistan
(Abdurakhmonov, 2013; Boltaboev et al., 2017; Po’latov, 2011; To’xliev and


http://www2.unwto.org

Main Tendencies of Historical and Cultural Tourism 11

Abdullaeva, 2006; Pardaev and Atabaev, 2006; Muxammedov and Rakhmatov,
2007; Usmanova, 2009; Adilova, Alimova, Eshtacv, Norchaev, 2004; Khamidov,
2017; Matyokubov, 2011; Ruziev, 2009; Ibodullaev, 2010), widely covered in
methodological and research work.

The lack of theoretical and methodological coverage of the issues of
improving the organizational and economic mechanism for the development
of historical and cultural tourism in Uzbekistan in the abovementioned scien-
tific work of foreign and domestic scientists served as a basis for determining
the direction of research.

2.3 ANALYSIS OF THE MAIN TRENDS IN THE DEVELOPMENT OF
HISTORICAL AND CULTURAL TOURISM IN UZBEKISTAN

Uzbekistan is one of the countries with rich tourism potential and all
the opportunities for tourism development. According to the UNWTO,
tourism is the fourth largest exporter of goods and services in the world
and the third most profitable. Tourism is one of the fastest-growing sectors
of the world economy. Its share in world GDP is about 10%. According
to the World Tourism and Tourism Council, Uzbekistan ranks 76th in the
world in terms of tourist arrivals in 2018 (www.stat.uz), accounting for
0.2% of the total tourist flow (Uzbekistan’s potential in this regard is
2.2%) (www.unwto.org).

Presidential Decree PF-5326 of February 3, 2018 “On additional organiza-
tional measures to create favorable conditions for the development of tourism
potential of the Republic of Uzbekistan (2014) and resolutions of February
7, 2018 “On measures to accelerate the development of domestic tourism,” all
directions of tourism in our country, including historical and cultural tourism,
development of pilgrimage tourism, increase in the flow of tourists on inbound
tourism, demonstration of the historical and cultural potential of the country
to the world and became the main organizational and legal program for the
formation of tourism culture.

These approved documents have created a number of opportunities for
the effective use of existing historical and cultural resources in the country,
demonstrating the potential of historical and cultural tourism, attracting invest-
ment in tourism infrastructure, as well as the implementation of innovative
directions to promote tourism potential. At the same time, the simplification
of the visa regime for foreigners wishing to travel our country, the develop-
ment of tourism infrastructure in accordance with international standards, and
the effective use of information and communication technologies to ensure
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the completeness of information on each historical and cultural site have also
made a big impact on the whole process.

The decree establishes a visa-free regime for citizens of 7 countries for
a period of 30 days from the date of entry into the country, abolishes the
requirement for tourism vouchers to the Ministry of Foreign Affairs for 39
citizens, as well as the issuance of electronic entry visas for citizens of a
number of countries A number of other tasks have been set for the intro-
duction of the tourism system, the preservation of tourist facilities and the
development of tourism potential.

“Travel around Uzbekistan!” program for the development of domestic
tourism plays an important role in enriching the knowledge and imagina-
tion of our compatriots to visit the sights, the holy places, the history of
our country. It is also noteworthy that for businesses operating in the field
of tourism, a wide range of benefits and preferences are provided for the
abolition of certain tax obligations, access to soft loans, attracting foreign
investment and other issues.

Tourism is a type of activity that directly affects the social, cultural,
educational, and economic spheres of all countries, as well as international
economic relations. It is necessary to determine the effectiveness of tourism
in the development of the country’s economy, based on the characteristics of
tourism. The effectiveness of tourism is determined by the number of visitors
or the volume of activity of tourist structures that produce a particular tourism
product.

Analyzing the effectiveness of tourism in terms of the number of visitors, at
the end of 2018 the number of foreigners visiting the Republic of Uzbekistan
amounted to 5346.0 thousand people, which is 99% more than the same period
last year.

The distribution of foreign citizens arriving in the Republic of Uzbeki-
stan by travel purposes shows that 10.7 thousand of them are for study, 54.0
thousand for commercial purposes, 53.5 thousand for medical purposes, 58.8
thousand for service, 459.8 thousand for service, and 4709.8 thousand came
for tourism purposes (Figure 2.1).

The big share of foreign visitors are among the Commonwealth of
Independent States (CIS) countries is 1783.8 thousand in the Republic of
Kazakhstan, 261.9 thousand in the Republic of Tajikistan, 143.9 thousand
in Russia, and 62.5 thousand in the Republic of Turkmenistan. Among
foreign visitors, 55.2 thousand went to Turkey, followed by Korea with 37.4
thousand, China with 19.7 thousand, Germany with 7.8 thousand, the United
Arab Emirates with 5800, 7000 of which are in France (Figure 2.2).
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FIGURE 2.1 Distribution of the number of foreigners arriving in Uzbekistan in 2018 by
destination.

It is clear from the visit of foreigners to Uzbekistan that the main part of
tourists is citizens of CIS countries. This requires the need to improve the
mechanisms for promoting the tourism potential of the country in foreign
countries.
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FIGURE 2.2 Distribution of the number of foreign citizens arriving in the Republic of
Uzbekistan by country, thousand people.
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In 2018, 98.7% (101.7 thousand units) of tourist vouchers were purchased
directly by the population. In particular, 44.8 thousand (44%) tickets were
sold to citizens of Uzbekistan, 9.9 thousand (9.8%) to CIS citizens, and 31.8
thousand (31.3%) to citizens of other countries. In addition, 15.2 thousand
tickets were sold to citizens of Uzbekistan abroad (Table 2.1).

TABLE 2.1 Number and Value of Tourist Vouchers Sold in 2018

Number, Value, million,

unit Sum

Total of Tourist Vouchers Sold 105,093 140,906, 1
From them directly to the population 101,703 99,971, 3
including:

To the citizens of Uzbekistan on the territory of Uzbekistan 44,800 18,996, 3
To citizens of Uzbekistan by foreign countries 15,194 15,797, 4
To the citizens of the CIS on the territory of Uzbekistan 9900 12,971, 0
To foreign citizens on the territory of Uzbekistan 31,804 57,966, 6

Uzbekistan has created favorable conditions for business activities
engaged in tourism services. According to 2018 data, there are 914 hotels,
tourist buses, and campsites in the country, as well as 983 tour operators
(www.stat.uz).

To continue increasing the flow of tourists, Uzbekistan is actively devel-
oping cooperation with many countries around the world. In this regard,
intergovernmental and interagency agreements have been signed with a
number of foreign countries. Cooperation with international organizations
specializing in tourism is also very important.

In particular, since 1993, Uzbekistan has been a member of the UNWTO.
It unites more than 150 countries of the world. Since 2004, the UNWTO
Regional Office for the Great Silk Road has been operating in Samarkand.
It coordinates the support of tourism development on this transcontinental
route. Recognizing the contribution of our country to the development
of this sector, the member states of this international organization have
repeatedly elected the Republic of Uzbekistan to the governing body of this
organization—the Executive Council. In 2004 99th session of the Council in
Samarkand was organized. The holding of this conference in our country has
once again confirmed the effectiveness of comprehensive measures taken
to develop the tourism sector in the country by the international community
(Www.unwto.org).
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At the present stage, the regular holding of major events in the country,
which bring together representatives of the tourism industry of many coun-
tries, plays an important role in ensuring the rapid development of tourism
in Uzbekistan. At such international events, experts in the field of tourism
discuss the main principles of the industry’s development, establish practical
contacts.

Since 1995, the Tashkent International Tourism Fair has been held
annually. This forum is a good platform for constructive dialogue between
partners working in this field.

Since 2013, Uzbekistan has been hosting the International Tourism
Exhibition of Uzbekistan “Holiday World,” which opens the spring-summer
tourist season. This event demonstrates the brightness and diversity of
cultures of the regions of the republic, their tourist potential. The exhibi-
tion provides an opportunity for local and foreign tour operators to promote
their products and services at the beginning of the new season, to conclude
contracts with major customers.

The favorable geographical location of Uzbekistan on the Great Silk
Road, the fact that the country has more than 7000 monuments of different
periods and civilizations, and many of them are included in the UNESCO
World Heritage List are the important factors in the consistent development
of this industry.

In Samarkand—the capital of the state of the great Amir Temur—many
attractions are famous all over the world. The Registan architectural ensemble,
the Ulugbek Observatory, the Bibi Khanum Mosque, and the mausoleum of
Amir Temur, which rightly contain the most beautiful examples of medieval
Eastern architecture, have become the city’s visiting cards.

In terms of the number and importance of historical monuments and
shrines, Bukhara is not inferior to Samarkand. Mosques and madrassas, trade
domes and markets, swimming pools and squares testify to the 2500-year
history of Bukhara. In addition, Khiva, Shakhrisabz, and Termez amaze their
ancestors with their rich and centuries-old history and unique architectural
monuments, as well as inspire such feelings in the hearts of contemporaries
(www.unwto.org).

There are 7160 historical and cultural sites (archeological sites, sights,
architectural objects, works of art) in the Republic of Uzbekistan, including
1657 in Samarkand region, 1256 in Kashkadarya region, 982 in Bukhara
region, 484 in Jizzakh region and Surkhandarya region, 465,370 in Fergana
region, 352 in the Republic of Karakalpakstan, 319 in Tashkent, 311 in
Khorezm region, 296 in Namangan region, 264 in Tashkent region, 203
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in Andijan region, 169 in Navoi region, and 32 in Syrdarya region. fuels
(Figure 2.3).
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FIGURE 2.3 List of historical and cultural sites (archeological sites, sights, architectural
objects, and works of art) located in the Republic of Uzbekistan.

Today, widespread tourism in foreign countries requires the widespread
introduction of new forms of tourism, creating the necessary conditions for
the development of tourism in our country.

Event tourism, in turn, will allow us to attract more tourists through the
coverage of spiritual, educational, cultural, and sports events organized in our
country. These include national holidays and festivals, theatrical performances,
film and theater festivals, flower festivals, fashion shows, auctions, various
music competitions and festivals, and sporting events (Resolution of the
Cabinet of Ministers of the Republic of Uzbekistan, 2014).

According to experts’ thought, the development of this form of tourism
in the near future will lead to a sharp increase in the number of tourists
compared to other forms of tourism.

In order to ensure sustainable development of tourism in all regions of the
country, the State Committee for Tourism Development and the Ministry of
Culture organized the Sharq Taronalari Music Festival, Asrlar Sadosi Festival
of Traditional Culture, Tashkent International Photo Exhibition, Teatre.
Uz International Theater Festival, Maqom International Festival, Tashkent
International film forums, gastronomic events, and other international and
national cultural events.
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In particular, the Decree of the President of the Republic of Uzbekistan
dated May 19, 2017 and the Cabinet of Ministers of the Republic of
Uzbekistan dated June 30, 2017. According to the Resolution No. 450
(Resolution of the Cabinet of Ministers of the Republic of Uzbekistan, 2017),
measures to accelerate the development of tourism potential of Bukhara
and Samarkand regions were approved. The resolution provides for the
organization and holding of annual thematic festivals in Samarkand region,
such as “Samarkand breads,” “Samarkand craftsmen,” “National dishes,”
“Oriental sweets,” the organization of information tours for foreign tour
operators and the media, preparation of tourist maps of excursions, as well
as the promotion of the tourism potential of Samarkand on popular foreign
TV channels, information about the sights and rich history of the region on
the World Wide Web and social networks through extensive advertising and
promotion of the brand of the city of Samarkand is shown.

Carrying out a large-scale advertising campaign and promotion of the
Bukhara brand through the festivals “Silk and Spices,” “Melon Festival,”
“City Day,” “Oriental cuisine,” “Craftsmen of Bukhara” on the basis of
Bukhara region, organization of info-tours for foreign tourism organizations
and Representatives of the mass media, as well as the promotion of tourism
potential on popular foreign TV channels, placement on special sites of
the Internet and popular social networks, writing articles on historical and
landmarks The smell is focused.

All regions of the country have a rich historical and cultural heritage.
Systematic holding of various cultural events and festivals in all regions
with the use of event tourism leads to the socioeconomic development of the
regions. At the same time, the holding of cultural events through real tourism
will allow to demonstrate the tourism potential of our country to foreign
citizens, as well as to coordinate organizational and intersectoral relations
between the entities engaged in tourism.

2.4 ANALYSIS RESULTS OF HISTORICAL AND CULTURAL
TOURISM POTENTIAL IN UZBEKISTAN

Factors of development of historical and cultural tourism, based on the
analysis of the results of the study, will allow identifying the first target
groups of historical and cultural tourism in our country.

Methods for determining the demand for historical and cultural tourism
potential are different from each other at each stage and require special
consideration. The use of the most basic and simple methods of sociological
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research from a methodological point of view. Because at this stage, the
need to visit the country needs to be clear enough. Modern communication
technologies make it possible to conduct sociological surveys that cover not
only specific regions, but also a number of sociodemographic characteristics.
The disadvantage of these approaches is that the probabilities of selection
are distorted, and sociological research may not reflect the social structure
of the choices being studied. However, given the description of our study,
there is no reason to assume that the results obtained for different social
groups will vary significantly. Nevertheless, goal-oriented questions can be
supplemented with questions about the social and demographic characteris-
tics of the respondents in order to correct the alleged violations. Therefore
the survey included a study of the following characteristics: age, nationality,
type of professional activity, gender, marital status, level of education,
contact with the local diaspora, presence of acquaintances or relatives in
Uzbekistan (Appendix 1).

The first group of questions revealed the awareness of the respondents about
Uzbekistan and its historical attractions. The results are shown in Figure 2.4.
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FIGURE 2.4 Respondents’ awareness of the Republic of Uzbekistan and its main attractions.

Despite the country’s efforts to gain recognition in the global tourism
market, there is a low level of public awareness of Uzbekistan. Less than
10% have enough imagination about the country. At the same time, the work
on the level of awareness of the most important historical attractions of the
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country does not meet the demand. Only 3% of respondents have a level of
awareness of Gina historical attractions. It is very important for tourists to
be informed about the country and its historical and cultural tourism oppor-
tunities so that it can be considered as an alternative in the choice of travel
destinations.

Based on this data, there was no point in assessing the tourism potential.
Because even in a large general selection, the number of respondents who
were aware of the historical and cultural monuments was less than 50 people.
Based on these data, an error in estimating tourism potential would have
led to a large statistical error. At the same time, there is no trend in terms of
dependence on demographic data.

We narrowed the selection of historical and cultural tourism potential
to be assessed on the basis of demographic factors, based on the theory
of spatiality, on the principle of belonging to the region. According to
this method, the greatest demand for attracting tourist flows existed in the
regions directly adjacent to the tourist area. Repeat selection was determined
on the example of the People’s Republic of China, Kazakhstan, the Russian
Federation, Turkey, and India. The results are shown in Figure 2.5.
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FIGURE 2.5 The level of awareness in the nearby major countries about the country and
its main attractions.
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As can be seen from Figure 2.5, the level of awareness among the popula-
tion of large countries in the vicinity of the country and its main attractions
is much higher, which confirms the theory of spatiality. But the level of
awareness varies significantly depending on which country it is. Residents
of neighboring Kazakhstan are familiar with Uzbekistan. The reason for this
is not in the neighborhood, but in the unity of customs and traditions. It was
found that 71% of the selected population of Kazakhstan is familiar with the
historical and cultural attractions of Uzbekistan.

It was found that the level of awareness of the citizens of the Republic of
Turkey about the sights of our country is low. However, Turks also belong
to the family of Turkic peoples. However, Turkey is far from Uzbekistan
compared to the countries studied. Only 9.3% of respondents in Turkey said
they were familiar with the country’s historical and cultural attractions.

Russia and China are at a moderate level of awareness of Uzbekistan’s
historical and cultural sites. In Russia, the population with some informa-
tion about the main attractions of Uzbekistan is 73.1%. In the PRC, this
group includes only 35% of respondents. More than 60% of respondents
in this country either have no idea about the historical and cultural heritage
of Uzbekistan or only have a general idea. The second survey found that
respondents had a higher level of knowledge about attractions in the country
than those who took part in the first survey.

The main conclusion of this part of the analysis is that the demand for
the main tourist potential of Uzbekistan is concentrated in the neighboring
countries. Because the level of recognition of historical and cultural attractions
outside the region is relatively low.

The main countries with the main potential for outbound tourism in the
region are China, India, Russia, Kazakhstan, and Turkey. The assessment
of tourism potential under the first stage will be carried out for this group
of countries. To do this, the level of awareness of the historical and cultural
attractions of Uzbekistan will be assessed across each country. Among the
groups familiar with the cultural sites of Uzbekistan, the share of those
who consider Uzbekistan as an option to visit will be determined. Then the
assessment of historical and cultural tourist potential is carried out according
to the following formula:

R=3" R x0, @.1)

where

TP —demand for the overall potential of historical and cultural tourism
in Uzbekistan in the first stage;
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— the serial number of the country sending the tourists;

The share of citizens of the country who are aware of the historical

and cultural sites of Uzbekistan;

W — The share of citizens of Uzbekistan who are considering the possi-
bility of visiting historical and cultural sites;

O. — The total number of outbound tourist flows out of the country.

1

T
!

The results of the assessment of awareness of historical and cultural sites
of Uzbekistan for citizens of all countries, except India. The assessment for
India showed that 5.1% of respondents said they were aware of cultural sites.
The peculiarity is that most of the respondents in this country mentioned reli-
gious objects, especially objects related to the history of Buddhism and Islam.

The share of those who are aware of the historical and cultural sites of
the country, considering the possibility of visiting Uzbekistan, according to
formula 2.1, and the results of the general assessment of tourists are given
in Table 2.2.

TABLE 2.2 Demand for Historical and Cultural Tourism Potential of the Republic of
Uzbekistan for First-Stage Tourists

Country Awareness of Considering Total Mobile Demand for
Historical and the Possibility  Tourist Flow Tourist Potential
Cultural Sites of  of Visiting (million) Is One Thousand
the Republic of Uzbekistan (%) People
Uzbekistan (%)

China 14.3 0.2 142 40.6

India 5.1 0.4 40 8.9

Russia 24.1 1.6 42 162.0

Kazakhstan  71.0 4.1 10 291.1

Turkey 9.3 0.4 8 2.8

Overall 507.4

The demand for tourism potential at this stage is limited by the low
level of awareness of the opportunities for historical and cultural tourism
in Uzbekistan. As these opportunities are better known to Kazakhstan and
the Russian Federation, these two countries form the basis of tourists at this
stage. Only 2—4 people out of a thousand in the major Asian markets of
China and India consider Uzbekistan as an travel option. In the first case, this
is due to the proximity of the regions of Western China. Low level of aware-
ness and lack of reasons to travel to Uzbekistan are of great importance for
the development of historical and cultural tourist attractions of the country.
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The second stage of determining the demand for historical and cultural
tourism potential has not yet identified a specific tourist destination, but the
demand includes tourists defined by the similarity of the culture. The research
methodology in this case may be the same as that used in the previous step.
All tourists in this group also form a demand for tourist potential. Theoreti-
cally, the region could attract all the tourists in this group. The tourist is less
likely to meet the need as they can choose other destinations that meet their
selection criteria.

Therefore the method of assessing tourism potential is divided into two
periods. In the first period, an assessment of the demand for travel in the
tourist destinations of a particular cultural group will be conducted. In the
second period, it is necessary to separate this potential between the countries
that demand it.

In the first phase, it is necessary to identify a group of cultures that can be
included in Uzbekistan. In practice, this refers to destinations that are similar
in their historical and cultural value to tourists. In many ways, the historical
and cultural heritage of Uzbekistan is compared by foreign tourists to the
culture of the Middle East and Central Asia. This includes Turkish-speaking
countries such as Turkey and Azerbaijan, as well as Arab countries. Because
there is no clear distinction between these two cultures, with which most
tourists are closely intertwined.

In the second stage, an assessment of tourism potential for the Middle
East and Central Asia was conducted. An additional similarity here is that
in this case the application of filtering according to the spatial model of the
countries sending tourists is unreasonable. The countries of the Middle East
and Central Asia are generally well known to many tourists from all over the
world. Therefore the assessment was conducted separately for the countries
under study. Accordingly, it is necessary to first assess what percentage of
the world’s population is aware of the region’s major historical and cultural
sites. The results are shown in Figure 2.6.

It was found that the level of awareness of the Middle East and Central
Asia as a whole is many times higher than in Uzbekistan in particular. Only
8.2% of respondents are not familiar with the region at all due to the fact that
the general level of information in the selection varies.

After that, the tourist potential of the whole region was assessed.
According to the assessment, 5.7% of respondents consider the possibility
of traveling to the country. We calculate the demand for tourist potential
according to the formula (2.1):

TIT, = 0.201x0.057 x 580 = 6.64 MaH.KuwU. (2.2)
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FIGURE 2.6 Respondents’ awareness of the Middle East and Central Asia and its main
attractions.

Thus the demand for the total tourist potential of historical and cultural
tourism in the region is 6.64 million constitutes a person.

In the second period, it is necessary to distribute the demand for the
historical and cultural tourism potential of the region to determine its share
in the Republic of Uzbekistan. In other equal conditions, the same value of
historical and cultural potential and the effectiveness of the implementation of
tourism potential are distributed equally among all areas of tourism potential.

In practice, this does not happen because different countries realize their
tourism potential with different efficiencies, as well as display different
values from a historical and cultural point of view.

Much of the scientific work in the field of assessment of historical and
cultural tourism potential depends on the effectiveness of its implementation.
At the same time, tourist resources such as historical and cultural sites are
considered on an equal footing with the development of transport infrastruc-
ture, security, quality of services provided in tourist accommodation. Such
an approach, in our view, is completely fair. Historical and cultural tourism
meets the demand for historical and cultural sites of the peoples living in the
territory of our country. Transport infrastructure and accommodation do not
meet these requirements but rather the requirements that arise in the process
of meeting the basic needs for historical and cultural sites. Satisfaction of
these requirements will affect the implementation of this basic requirement
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but will not replace it. It is necessary to distinguish the tourist factors that
shape the factors influencing the implementation of the proposal for historical
and cultural tourism.

Based on these initial conditions, the assessment of the tourist potential is
the number of objects, the assessment of historical and cultural value of the
tourist potential. But according to the methods we have considered before,
the material objects of historical and cultural tourism are only part of the
problem. The second part is the spiritual heritage and culture of the people.

The lists of UNESCO cultural heritage sites are the most convenient for
the assessment of tangible and intangible heritage. These lists bring together
the most important cultural sites located in the country or on the territory of a
number of countries. The number of countries and facilities on their territory
is given in Table 2.3.

TABLE 2.3 Number of UNESCO Historical and Cultural Sites in the Region (https://ich.
unesco.org)

Country Material Objects Nonmaterial Objects Overall
Uzbekistan 4 7 11
Turkey 17 16 33
Turkmenistan 3 3 6
Eron 21 13 34
Iraq 5 3 8
Jordan 5 1 6
Syria 6 1 7
Azerbaijan 2 11 13
Kazakhstan 3 8 11
Tajikistan 1 3 4
Kyrgyzstan 2 8 10
Afghanistan 2 1 3

The general distribution of UNESCO cultural heritage sites is shown in
Figure 2.7.

Most of the cultural heritage sites are in the two countries in the region,
namely Turkey and Iran. They account for 46% of the facilities. Azerbaijan
and Kazakhstan and Uzbekistan are in the second group of the share of
historical and cultural tourism potential of the region with 8%. The share of
this region in the total tourist potential is 531,000 tourists. But if countries
with war, international isolation, or other factors characterized by a very
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low level of security are excluded, the picture will be even better. That is,
the historical and cultural tourism potential of the region in these countries
cannot be realized from a security point of view. The tourism business is in
them, practically nonexistent or very poorly developed. Such countries in
the region include Afghanistan, Iraq, Syria, as well as Jordan, which borders
Syria, Tajikistan due to its proximity to Afghanistan, and Iran, which has
conflicting relations with a number of countries at high risk of tension. In
this case, the share of Uzbekistan in the demand for historical and cultural
tourism potential of the region is 13.1%, which is equal to 870 thousand.

4% 39, g %
u Afghanistan B Azerbaijan = Eron m Kyrgyzstan
® Syria ® Turkmenistan u Tajikistan u Jordan
= Turkey Kazakhstan mIraq m Uzbekistan

FIGURE 2.7 Distribution of UNESCO cultural sites by countries of the region.

The third stage is the simplest in terms of determining the demand for
historical and cultural tourism potential. It is determined by the total number
of tourists coming to the country for purposes other than historical and
cultural tourism. Therefore it is not difficult to evaluate it.

The total number of foreigners visiting Uzbekistan in 2018 will reach
5 million. More than 346,000 people. But traditionally the main share in
this figure falls not on tourist trips but on trips made for personal purposes.
Figure 2.8 shows statistics on target agreements for Uzbekistan.
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FIGURE 2.8 Distribution of the number of foreigners arriving in Uzbekistan by destination
in 2018 by destination.

The data show that the growth observed in 2018 was mainly due to
visits for personal purposes, whereas the development dynamics of visits
for tourist purposes was not so positive and did not exceed 459.8 thousand
people. If the number of tourist visits to Uzbekistan is excluded from the
total number of visits, the demand for tourism potential at this level will
reach 2 million.

The total demand for historical and cultural tourism potential in Uzbekistan
is 5.57 million soums. constitutes a person. But these numbers should not be
confused. Because they reflect a large influx of people coming to the country
for personal purposes. This is due to the fact that many millions of Uzbek
families currently living in other countries come to Uzbekistan to see their
relatives and friends. Visits to relatives are a factor in shaping the demand
for historical and cultural tourism potential. When tourism products are
constantly updated and new activities are developed, historical and cultural
tourism is one of the favorable factors of development because it can attract
this group of tourists.

In addition, this group of tourists is well acquainted with our country and
does not feel the need to invest in infrastructure and services. On the other
hand, the economic efficiency of this type of tourism is much more limited
for the country, and such tourists spend less on accommodation, meals,
excursions, the main items of tourist spending.
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The main requirements for the development of historical and cultural
tourism are countries with historical ties, located near or on the borders of
Uzbekistan. In the territory of these countries, Uzbekistan is well known
and can be considered by tourists as one of the options for visiting historical
and cultural sites. At the same time, there is a low level of representation of
the Republic of Uzbekistan in the world community as a rich historical and
cultural center. This is a clear shortcoming.

Between 531,000 and 870,000 tourists may be attracted to the country,
primarily at the expense of Turkey and Iran, based on their similarity to the
cultures of the Middle East and Central Asia. In terms of security concerns
in many parts of the world, the country needs to offer cheaper and safer
routes for tourists to visit. This, in turn, could be an alternative to countries
with developed historical and cultural tourism destinations, such as Iran and
Turkey.

In the analysis of the demand for the potential of historical and cultural
tourism, it is necessary to pay special attention to the large number of endog-
enous and exogenous factors identified in the first chapter of the work. For
example, the development of tourist infrastructure, the level of security, the
development of the catering system, car rental, the availability of guides and
the level of professional training, natural climatic conditions, and ecology. It
is important to understand that all these factors do not constitute, expand, or
shrink the historical and cultural potential but affect its realization. However,
this approach can be applied in the context of analyzing the potential of
historical and cultural tourism.

For example, if the stock of hotel rooms and apartments is full during the
high season, from the point of view of historical and cultural tourism, this
will not affect the demand for potential, but may make it difficult to realize.
On the other hand, in terms of developing tourism potential in general, the
number of hotel rooms is a potential limiting factor.

Prior to the declaration of independence, tourism in Uzbekistan was
organized in Moscow, and contacts with foreign tourism organizations
were carried out through the firm Intourist, which has offices in all allied
republics. Transportation was provided by Moscow Aeroflot and all financial
information was coordinated through Moscow. After gaining independence,
Uzbekistan has the opportunity to establish not only transport links but also
relations with the world tourism market.

The creation of its own organizational and economic mechanism of
the tourism industry began with the creation of the national company
“Uzbektourism.” The national company has become the main coordinating
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body in the territory of the Republic of Uzbekistan, forming a single state
policy in the field of tourism.

Uzbekistan has modernized its airport, air fleet, railways, and highways.
Some major projects have been implemented, Tashkent airport has been
modernized. Regional airports have been modernized.

Enterprises engaged in tourism in Uzbekistan have received benefits, the
licensing of tourism activities has been liberalized and facilitated in order
to stimulate tourism activity. Companies providing tourist and excursion
services are exempt from VAT. At a certain stage, there was a significant
increase in the activity of tourism, and by 2009, the annual inflow of tourism
amounted to 1 million. The number of tourists has stabilized.

As a result of parliamentary control, it was noted that the law “On
Tourism,” adopted in 1998, did not meet the requirements of the time and
some of its norms should be harmonized with modern requirements. In 2017,
it became clear that the level of tourist inflows into the country does not
correspond to the existing tourist resources at all. This is especially true of
the rich historical and cultural heritage that can be compared to the cultural
heritage of Ancient Greece and Rome. Suffice it to say that the UNESCO
World Heritage list includes more than 4.5 thousand sites located in the terri-
tory of the Republic of Uzbekistan.

In this regard, the president of the Republic of Uzbekistan Sh. Mirziyoyev
decided to develop a concept for the development of tourism in Uzbekistan
in the medium term, as well as developed a program of measures to imple-
ment this concept. Within the framework of this Concept, the Uzbektourism
National Company was liquidated and the State Committee for Tourism
Development of the Republic of Uzbekistan was established. The organiza-
tional structure of the State Committee for Tourism Development is formed
on the principle of functionality. With the exception of the Silk Road Office,
it brings together all international affairs under the Silk Road Restoration
Program. In addition, the structure is divided into regional structures for
several major tourist regions of the country. Within the functional structure,
each department of the Committee is responsible for its own functional area.

Coordination between the various functional units is carried out at the
level of the central administrative apparatus of the Committee. The central
office focuses on the coordination of most of the state units. Coordinates
foreign and domestic tourism, which is part of separate organizational units,
as well as issues of standardization and certification.

Within this organizational structure, a whole range of issues is carried out,
from attracting tourists to providing services by types of tourist activities. It
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is noteworthy that the Central Office is organized as a separate department
in the organizational structure of the Department of Marketing Research and
National Tourism Product Promotion.

The distribution of the mutual functions of attracting and serving tourists
cannot be said to be fully justified. Because the functions of attracting and
serving tourists are so closely intertwined, each of the two independent
structures attracts powers. At the moment, none of them directly responds
to the results of tourist trips. If the level of service is unsatisfactory, efforts
to attract tourists and improve the level of service will be ineffective. In this
case, the description of the category of tourists and the system of services
must be mutually agreed. If the routes developed by the department attract
tourists who are not interested in them and are not satisfied with the price or
quality of service, the result of the work will also be unsatisfactory.

Today, tourist service has a detailed nature, ranging from attraction and
service to communication to feedback. The organizational structure of the
Committee should include these tasks in the list of important tasks.

The development of the institutional structure of tourism management has
been considered by scientists of the republic as a matter of development of the
tourism sector. In particular, studies have shown that there are no priorities in
the field of tourism. The program of measures developed in accordance with
the concept of tourism development in Uzbekistan in the medium term has a
general character and covers many factors that affect tourism. However, this
concept does not clarify the main issues of positioning in the world tourism
market, the main directions and categories of tourists, certain indicators for
assessing the effectiveness of tourism activities, the mechanism of impact of
activities on tourism activities. The business processes within the framework
of the implementation of the concept are also not defined.

This problem is caused by the lack of organizational and intersectoral
coordination between government and tourism enterprises, as noted in scien-
tific research.

Along with the Tourism Development Committee, the Ministry of Foreign
Affairs, the Ministry of Culture, the Ministry of Internal Affairs, the Customs
Committee, Uzbekistan Airways, Uzbekistan Railways and a number of
other structures are involved in tourism. Today, each of these structures
fulfills its functions in the framework of the implementation of the concept
of medium-term development of tourism in Uzbekistan. A mechanism of
cooperation between this agency and government agencies is developing.

Statistics of visits for historical and cultural purposes show that the
majority of tourists visit several sites located in several regions. Cheapness
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and adequate development of transport infrastructure serve this purpose.
At the same time, the territorial principle of governance leads to a greater
separation of affairs in the regions. As a result, it hinders the dissemination of
the best knowledge. At the same time, the competition between the regions
does not always correspond to the tasks of developing the general system of
tourist services.

Prior to the implementation of the concept, the national company Uzbek-
tourism was operating in the country, which had a number of state-owned
facilities on its balance sheet, combining administrative and economic
functions. Such a system would ensure the integration of administrative and
economic structures. But practice has shown that such integration leads to the
negative consequences associated with the monopolization of the market. In
addition to integration issues, it is necessary to address the issue of creating
and developing an appropriate competitive environment.

The ongoing work on the promotion of the tourist brand of the country
abroad shows that the integrated approach is not fully formed. Accepting a
trademark is a complex and lengthy process. It is more difficult to emphasize
the uniqueness ofa country in terms of the number of Middle Eastern countries
that have much in common with the population of the Far East, Europe, and
America. The country’s position through the Silk Road approach cannot be
considered successful. A number of countries in the region are making use
of this historical direction. This does not help to emphasize the uniqueness.
Uniqueness can be achieved through a unique experience and the formation
of tourist impressions. In the process of defining a strategic path on the basis
of promotional activities and following it at all stages of communication with
tourists, not only government agencies and tour operators but also the entire
information space where tourists receive secondary information should be
involved and based on it. The process of visiting the country should take into
account the formation of an authentic image.

In line with modern approaches to shaping the image of a tourist
destination, tourists use a variety of methods to obtain information. Official
information often does not play a significant role in this process. Much of
the information used by tourists is decentralized. These are various reviews
on specialized sites, reviews from acquaintances, colleagues, and relatives.
At the same time, this information may not be about the general journey but
its individual aspects. For example, accommodation, catering, transportation
infrastructure, and more. It is not possible to control the dissemination
of relevant information by administrative means. Every enterprise and
government agency involved in the provision of tourist services should have
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mechanisms to provide information to tourists and control information, the
dissemination of positive information, and the rapid response to negative
reviews.

The system of information support of the organizational and economic
mechanism should be studied independently. In the current situation, the
availability of complete and objective information is a necessary condition
for timely and reasonable decisions, both at the state level and by individual
economic entities in the field of tourism. Modern information technologies
offer a wide range of opportunities to collect and process information,
thereby determining the amount of valuable information. For the successful
development of business in the field of tourism, all decisions by tourism
enterprises should be made on the basis of generalized and verified
experience, an extensive and objective database. Studies have shown that the
majority of tourism enterprises do not rely on such integrated data, forming a
unique information system based on their own experience. Another way for
them to develop is to learn from the experience of other businesses that are
demonstrating efficiency.

The only subject of tourism activity that seeks to integrate and process
large amounts of data is the State Committee for Tourism Development.

The first problem is the lack of necessary computing resources, software
and hardware for the given tasks. The existing organizational structure does
not have the necessary staffing and funding.

The second problem is the quality of the information. First of all, it is
unknown to what extent the data obtained and the completeness and reliability
of the research commissioned by the Committee are within the scope of the
statistical report. According to the results of our research, the majority of
tourism businesses consider the work of data collection to be unimportant
and often present it with little clarity. The data collection methodology also
does not take into account the possibility of data distortion. The attitude of
the committee itself to the collection of statistical information is not uniform.
There is an opinion that information is not in demand, the tasks of collecting
and processing it are seemingly formal.

The third problem is the lack of mechanisms for disseminating the
results of analytical data processing in the network. Even the information
currently provided to tourism enterprises, according to the survey, is not
available to all organizations involved in tourism. However, it is observed
that the information is provided in a form that is less suitable for use by small
businesses, which form the basis of the tourism industry. This, in turn, shows
that companies do not have the knowledge and resources needed to process
this data and turn it into management decisions.
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Currently, the development of tourism is one of the priorities of the
Republic of Uzbekistan. The concept of medium-term development of
tourism in Uzbekistan and a set of measures for its implementation covers
virtually all aspects of tourism. These activities also include marketing
research, but the concept is not fully focused on marketing research. This
can make it difficult to achieve the goals of the concept and reduce the
effectiveness of the activities carried out.

The starting point for tourism development is the assessment of tourism
potential. Tourism potential is considered in terms of available resources
that can attract tourists. These include historical and cultural sites, natural
resources, and more. But these facilities are considered to have no potential
if they are not focused only on resources, specific segments of the tourism
market, and to meet specific needs.

This had a fundamental impact on the definition of measures for the
development of tourism. The program of measures for the development
of tourism is aimed at the development of these resources without a clear
understanding of the relationship between this activity and the increase in
tourist flows as a key criterion for the development of the tourism market.

Without a clear understanding of the target travel group and the mechanism
of attracting tourists, the development of the resource base presents several
important shortcomings.

First, at least part of resource development will not be rational because
these resources are not evaluated by tourists. Since the development of the
entire resource base of tourism is carried out without taking into account
the need for it, certain improvements do not affect the development of
the tourism industry or their impact is inconsistent with development. For
example, the greatest interest in tourist facilities is formed by relatively
low-income tourists who prefer to use public transport or public taxis. The
development of car rental services, on the other hand, may depend mainly on
the premium category cars for the needs of medium and high-class tourists.

Second, the distribution of resources between different directions can be
characterized by significant disproportions, as each of them is not based on
what goals need to be achieved. Disproportions can occur between individual
components of the tourism infrastructure. For example, high-class hotels
of international standards are built, but the system of domestic service or
accommodation is not unlikely to be inconvenient for this group of customers.

Disproportions can also occur at different stages of a tourist’s planning
and implementation of a trip. The greatest interest and attention is paid to
capital-intensive projects related to the modernization of infrastructure and
hotel complex. At the same time, if the attraction of tourists is not achieved,
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these measures will be meaningless. It will not be enough to simply form the
tourist reception infrastructure and provide informational materials. In order
to attract tourists, many factors need to be matched and the impact of the
information must be strong enough. At the same time, it will be necessary
to provide it against the background of intensive marketing companies from
competing countries, which have a reputation as a reliable tourist destination
in the market. This work represents a more difficult and costly type of
tourism development activity than the construction of hotels, landscaping
of monuments, and historical monuments. It is also important to control
the number of tourists visiting Uzbekistan and ensure the formation of their
positive role models. Otherwise, all efforts to develop the resource base
of tourism will be ineffective. All areas of development within the tourist
service cycle must develop in a balanced way.

The third type of disproportion is related to the time distribution of
events. It is clear that the promotion of a tourism product, for example, takes
more time than the construction of hotels or the organization of exhibitions,
events, artisan workshops. If a large number of hotels are built at the same
time, their occupancy will be low. This leads to bankruptcy, deterioration
of service and savings on repairs, meals, other types of hotel expenses that
directly affect the level of service. Incoming tourists may face a low level
of service and the mass influx of tourists to the country will never increase.
The implementation of appropriate measures for the development of tourism
must be interconnected. In order to form a positive image and attract new
groups of tourists, it is important to provide a high level of service to a
limited number of tourists in the early stages.

In general, the modern organizational and economic mechanism of
tourism development in Uzbekistan should focus on the development of
specific measures for the organization of tourist resources in the target groups
in the development of tourism. At the same time, the need to coordinate the
types of tourism entities and establish horizontal links between them, as well
as the relationship between tourism entities and other foreign enterprises, is
relevant.

Building trust in tourists is becoming a very serious factor in promoting
in the tourism market in an environment where the amount of information
is too large. The process of assessing the reliability of the data obtained is
becoming increasingly difficult and complex. Tourist confidence is built on
the subject’s interaction with the region’s tourist environment. This cannot
be done on the basis of administrative methods.

At a time when the influence of individual tourism entities is growing and
the participation of government agencies is declining, the lack of knowledge,
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competencies, and resources to address the growing level of tasks and
responsibilities in tourism enterprises (many of which are small businesses
with limited financial resources) is obvious. is happening. This risks being
a significant constraint on tourism development, as these enterprises now
have the necessary knowledge (marketing, communication, linguistics) to
form a large-scale positive information flow, which allows them to create
a problem-solving framework with many other participants to attract mass
tourists. etc.) do not have.

2.5 CONCLUSIONS

Based on the above discussion, the following conclusions can be drawn:

1. Allregions of our country have a rich historical and cultural heritage.
The systematic holding of various cultural events and festivals in all
regions with the use of event tourism leads to their socioeconomic
development. At the same time, the holding of cultural events through
real tourism will allow us to demonstrate the tourism potential of
our country to foreign citizens, as well as interorganizational and
intersectoral coordination between the entities engaged in tourism
activities.

2. The main requirement for the development of historical and cultural
tourism are countries with historical ties, located near or on the
borders of Uzbekistan. Uzbekistan is well known in these countries,
and the fact that tourists visit it for historical and cultural purposes
determines their main goals. At present, our country is emerging in
the world community as a rich historical and cultural center. This,
in turn, shows that with the need to demonstrate the historical and
cultural potential of our country to the world through information
technology, it is possible to offer safe and affordable destinations for
tourists in our country.

3. In the development of historical and cultural tourism in our country,
it is necessary to pay special attention to the country’s position in the
world tourism market, important segments of tourists and mechanisms
for attracting them, to develop performance indicators necessary for
important business processes and cross-sectoral cultural events.

4. The starting point for tourism development is the assessment of
tourism potential. Tourism potential is considered in terms of available
resources that can attract tourists. These include historical and cultural
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sites, natural resources, and more. But these facilities are considered
to have no potential if they are not focused only on resources, specific
segments of the tourism market and to meet specific needs.

5. If demographic factors are not taken into account in the development
of measures for the development of historical and cultural tourism,
the resources invested in this area are inefficiently distributed, as
these measures indicate the satisfaction of tourists and whether the
services invested meet demand.
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ABSTRACT

Turkey is a country with many natural, cultural, and historical attractions,
as well as many infrastructure and superstructures such as transportation,
accommodation facilities, food and beverage businesses, and communication
infrastructure. These features increase the event tourism potential of Turkey as
in many types of tourism. Offering unforgettable event tourism opportunities
by combining all its touristic supplies, Turkey hosts many different events from
music festivals to shopping festivals. There are many national, international, and
local events organized in Turkey, and most of these events are followed by large
masses. In this chapter, event tourism activities and event tourism potential in
Turkey, which connects the Asian and European continents, have been written.

3.1 INTRODUCTION

Tourism movements, which have turned into mass participation with the
trilogy of sea, sun, and sand, have directed the visitors, who are in search of
difference, to the search for an alternative holiday and over time, alternative
types of tourism have emerged. Over time, there has been a great interest
in alternative tourism types. Accordingly, there has been an increase in the
number of tourists traveling around the world in line with their personal
tastes, wishes, and expectations. Alternative tourism types, which provide
important experiences for visitors, have provided a significant opportunity to
destinations especially have no touristic source as sea, sand, and sun. In this
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way, the destinations increase the types of tourism and the number of tourists
thus increasing the tourism revenues. These alternative tourism types have
been differentiated by marketing natural, cultural, and historical values of
destinations such as health tourism, sports tourism, farm tourism, cave tourism
as tourist products. Event tourism is one of these alternative tourism types
and events are an important motivation factor in tourism. Events organized
with different themes and contents have become an important touristic source
for many destinations. Events have become a major value of economic
development for many regions. In addition to reviving the region’s economy,
the events organized in any destination also have important contributions to the
promotion of the region and the revival of touristic resources such as natural
attractions, social and cultural activities in the destinations. Event tourism
means that various activities such as shopping and culture for destinations,
art festivals, sports events, religious events, fairs, and exhibitions are used as
a tourist attraction. These events, which increase the number of visitors, also
provide significant contributions to the tourist destination. Events organized
in a destination provide many advantages such as extending the tourism
season, diversifying tourism, strengthening infrastructure activities in the
region, creating new sources of income, and contributing to the image of the
region. For example, it is known that approximately 7 million tourists visited
the region during the 2014 World Cup held in Rio De Janeiro, Brazil. During
this 1-month event, Brazil earned approximately $30 billion. Apart from this,
Olympic Games, Formula 1, FIFA World Cup, UEFA Champions League,
Eurovision song contest, Oscar award ceremony, Grammy award ceremony,
Cannes film festival, Rio carnival are examples of big events that have an
important potential for event tourism. Millions of people around the world
are following these events and making efforts to participate in them. All these
events organized internationally, nationally, regionally, or locally have been
a significant tourism type that invigorates both domestic and foreign tourism
activities of the countries. Event tourism is an important tourism type that is
growing rapidly in the world tourism mobility (Getz, 2008: 405). Based on
this importance, many destinations around the world try to gain favor from
event tourism by organizing various activities. In this context, Turkey’s current
situation has been discussed in terms of event tourism activities in this chapter.

3.2 EVENT TOURISM MARKET IN TURKEY

Special events are an important tourist attraction and an important part
of tourism development and tourism marketing (Yoon et al., 2000: 33).
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Correspondingly to the development activities and tourism market in the
world, Turkey is an important destination that continues to develop in this
type of tourism with organized events that local, national, and international
scope. Important events organized until now in Turkey have been presented
in Table 3.1. These events in Table 3.1 have made a significant contribution
to the tourism of the country. Event tourism that develops with the quantita-
tive and qualitative increase of the events organized continues to benefit the
tourism of Turkey.

TABLE 3.1 Examples of International Events Organized in Turkey

Event’s Name City Year

East Mediterranean International Tourism and Istanbul Every
Travel Exhibition (EMITT) Year
Formula 1, Grand Prix Istanbul 20052011
International Basketball Federation (FIBA) World  Istanbul 2012
Olympic Qualifying Tournament for Women

Winter World University Games Erzurum 2011
European Youth Olympic Festival Trabzon 2011
Eurovision Song Contest Istanbul 2004

U23 World Wheelchair Basketball Championship ~ Adana 2013
UEFA Champions League Final Istanbul 2004-2005
FIFA U-20 World Cup Turkey Istanbul, Bursa, Antalya, 2013

Trabzon, Gaziantep,
Kayseri and Rize

Summer World University Games Izmir 2005
Special Athletes Alpine Ski Racing Championship ~ Erzurum 2012
World Athletics Indoor Championships Istanbul 2012
WTA World Women Tennis Championship Istanbul 2013
World Chess Olympiads Istanbul 2012
World Water Forum Istanbul 2009
17th Mediterranean Games Mersin 2013

Table 3.1 shows the international events organized in Turkey. When
the table is examined, it is seen that different activities are organized in
different provinces in Turkey. This shows that Turkey’s event tourism
potential and the effort made for event tourism. These events are followed
by a wide audience worldwide and are realized with a wide participation.
For example, the 17th Mediterranean Games in Mersin between June 20
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and 30, 2013 organized with the participation of 3,000,069 athletes and
187 officials in 31 branches (Harman et al., 2013: 1401). There was a high
demand for tickets at the stadium with a capacity of 25,000 people, and the
tickets were sold out within the first 10 min of the sale. In addition, East
Mediterranean International Tourism and Travel Exhibition (EMITT) fair
organized in Istanbul has hosted 44,000,321 visitors from 103 countries and
200 tour operators met with exhibitors and visitors in 2020 (EMITT, 2020).
These events have made a significant contribution to Turkey’s tourism and
economy. For example, total spending by foreign visitors coming to Istanbul
for the Turkey F1 Grand Prix event organized in 2005 has provided 8 million
232,000 Turkish Lira (TL) direct economic contribution (Karagdz, 2006:
109; Akdu, 2016). In addition, these events are also very effective in terms of
destination promotion and marketing. For example, 24 countries participated
in the Eurovision song contest organized in Turkey in 2004. Song contest
broadcasted live both participating countries and many countries outside of
them and Turkey also had an opportunity to make an important promotion in
the international arena.

The congress and meeting organization market, which is discussed
within the scope of event tourism and which has developed greatly due to
the development of technology and science after the Second World War,
increased investment and production, and the type of transportation and
opportunities, is also an important opportunity for a destination. Especially
the financial supports for these events which offer information and experience
sharing opportunities for the participants by the institutions and organizations
represented by the participants is an important factor that facilitates the
development of this market. Itis stated that congress and meeting organizations
held around the world have doubled every ten years, that is, approximately
10% increase every year in the research reports of International Congress
and Convention Association covering the years between 1963 and 2012. It
is said that congress and meeting organizations account for about 30% of
world tourism income and about 10% of people travelling around the world
travel for congress and meeting organizations (KUTO, 2016; ICCA, 2016). In
general, when evaluated in terms of conventions and meetings organization,
it said that the continued systematic development and growth in Turkey.
Concordantly, the first international event is held in 1969 named World
Red Cross Congress in Turkey with 1300 delegates participation. Also, it is
known that another organization has organized under the name of the World
Chambers of Commerce on the same dates with World Red Cross Congress
and approximately 1200 international delegates are hosted in this congress
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(Arslan, 2008:25; Aksu et al., 2004; Atabas, 2008: 41). The United Nations
Conference on Human Settlements (Habitat II) organized between June 1 and
15, 1996 in Istanbul is known as the largest international organization in the last
20 years and one of Turkey’s largest organization for international congresses.
For this congress, Istanbul Liitfi Kirdar Sports and Exhibition Palace which
was used as a sports and exhibition space between 1988 and 1996 is renamed
as “International Convention Centre” and started to serve under the name
“Istanbul Lutfi Kirdar International Convention and Exhibition Centre” in
the Turkish meeting and convention market (ICEC, 2016). UNICEF, United
Nations Educational, Scientific and Cultural Organization (UNESCO),
UNIDO organizations which are forming this system, nongovernmental
organizations, local administrations, private sector, union representatives,
and academicians participated in the HABITAT II Conference with the
official delegations of the United Nations. During the 2-week organization,
approximately 25,000 participants were hosted in Istanbul (KUTO, 2016: 21;
Arslan, 2008: 25; Akdu, 2016: 168). Although there is no steady growth due to
the flexible structure of the meeting and congress events, organizing ongoing
meetings and congresses in another destination each period, participants’
preferences, Turkey has an important place in the event tourism market and
has proved that with a lot of international major events. Turkey hosted 221
international congresses in 2013 and showed a significant growth in 2013
through its share of congress tourism. Turkey became the 18th country in
the world and the 10th in Europe in 2013. Unfortunately, Turkey could not
continue the success in 2014 and 2015 as the number of congresses achieved
in 2013. Turkey hosted 190 congresses in 2014 also hosted 211 congresses in
2015 because of the incidents encountered in the world and cancelation the
preapproved 69 congresses. Owing to the events around the world affected
all countries negatively, Turkey did not experience a great decrease in the
general ranking. Turkey was ranked 19th in the world and 11th in Europe in
2014. In 2015, it increased to 18th place in the world and maintained its place
in the ranking in Europe. Istanbul became the 8th city in the world with 148
congress organizations in 2015 the ranking of the cities where congresses
held. Due to the reasons explained above, Istanbul which failed to achieve
the same success in 2018 with 33 organizations, decrease to 46th in Europe
and decrease to 84th in the world. Similarly, Turkey decreases 52nd in the
world and decrease 26th in Europe with 55 congress organizations in 2018
compared to previous years (ICVB/1, 2016; ICCA, 2013; ICCA, 2019).
Statistics are located about domestic and foreign participants of the congress
organized in Turkey in 2015-2019 years in Table 3.2.
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TABLE 3.2 Statistics About Participants of the Congress Held in 2015-2019 in Turkey

Year Number of
Participants
Total number of participants 2015 2,212,327
2016 1,810,536
2017 1,780,820
2018 1,902,089
2019 1,850,208
Republic of Turkey citizens 2015 246,559
Number of participants 2016 264,728
of the training, task,
. 2017 228,649
congress and meeting
organization 2018 220,265
2019 232,646
Participants of other countries 2015 196,5768
2016 1,545,808
2017 1,552,171
2018 1,681,825
2019 1,617,561

Source: Republic of Turkey, Ministry of Culture and Tourism (2020).

When Table 3.2 is analyzed, changes are seen in the number of
participants every year. However, considering the type of meeting and its
structure, it can be said that the number of participants hosted each year
is close to each other when evaluated depending on the type and structure
of the meeting. Although this situation seems stable, it is, unfortunately,
difficult to make a mention about a stable development and standards due
to the variable structure of the congress and meeting organization market.
Significant developments are seen in the congress and meeting market in big
cities such as Antalya, Izmir and Ankara additionally istanbul. A research
report has prepared to point out the Meeting, Incentive, Congress, Events
industry market volume in Turkey containing 270 meetings management
company by Tourism Media Group. According to the chart showing the
top five cities where participants organized the most events in the report,
it is seen that Antalya is the city where meeting and event management
companies organized the most activities with the rate of 24.3%. Antalya
is followed by Istanbul with 22.9%, Izmir with 14.2%, and Ankara with
12.9%. Accordingly to the report, events are organized in May (19%),
October (16.4%), April (13.7%) and September (13%) in Turkey. July is
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the month in which the activities are organized less frequently with 1%
(Ataman, 2016; Akdu, 2016). Events organized in Turkey grouped in the
chart in Figure 3.1 according to the scopes.

FIGURE 3.1 Events organized in Turkey.

3.2.1 MUSIC FESTIVALS AND CONCERTS

As it is known, music festivals are important events that can be easily inte-
grated with many types of tourism. Visitors can go from where they reside
to music festivals or concert events, even outside the country’s borders.
Although the basis of these visits is music, it can be integrated with many
different activities such as culture, health, shopping, museum, and ruins.
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Turkey has hosted many national and international music festivals and
concerts in many musical genres like Latin, jazz, hip-hop, blues, dance, rock,
or electro-music in an extended period of time up to one week in one night.
There are examples of the ongoing and previously organized music festivals
in Turkey below.

3.2.1.1 ROCK’N COKE MUSIC FESTIVAL

The Rock’n Coke music festival is the biggest music festival that took
place at Hezarfen Airport in Istanbul in 2003. Rock’n coke music festival
hosted the most famous performers such as Pet Boys Shop, Suede, and The
Cardigans. It is the most comprehensive music festival in Turkey owing to
the participation of rock singers, famous music groups of the world, and other
festival lovers. The second year of the festival, 2004, was very important
to lay the foundations for the international recognition and identification
of the festival. Rock’n Coke festival reached the international level and
had significant followers worldwide by gathering together international
and national famous singers and music group such as Mazhar Fuat Ozkan
(MFO), Ozlem Tekin, Erkin Koray, Kurban, Athena, Kargo also 50 Cent,
Rebel Moves Fun Lovin’ Criminals, The Orb, Spiritualized and others. The
festival, which is organized regularly by national and international famous
performances every year until 2007, continued to be organized every 2 years
after this date. Unfortunately, the festival has been organized for the last
time in 2013 and it is said that it will start to be organized again soon. The
Rock’n Coke music festival takes an average of three days. Participants stay
in the camping area opened from Friday by setting up tents daily or two days.
Apart from the big stage, there have been various places such as car park,
alternative stages, camping area, the amusement park, where the participants
can provide all kinds of needs—entertainment needs and shopping area
(Akdu, 2016; Binici, 2018).

3.2.1.2 ISTANBUL INTERNATIONAL MUSIC FESTIVAL

Istanbul Music Festival is among the most respected and well-established
classical music events in Turkey. The Istanbul Music Festival has played
a major role in building up an appreciation for classical music more than
40 years in Turkey. Festival held by the Istanbul Foundation for Culture
and Arts (IKSV) first named “Istanbul Festival” in 1973, after renamed as
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“Istanbul Music Festival” in 1994. Festival have been hosted Famous chefs
such as Kurt Masur, Mariss Jansons,William Christie, Daniel Barenboim and
Gustavo Dudamel. Moreover, many celebrity international soloists such as
Fazil Say, Kathleen Battle, Suna Kan, Anne Sophie Mutter, Ayla Erduran,
Idil Biret, Shlomo Mintz, and Juan Diego Flore have been hosted by Istanbul
Music Festival. The Istanbul Music Festival, the 48th of which will be
organized in 2020, has been a member of the European Festivals Association
(EFA) since 1977 (IKSV/1, 2020).

3.2.1.3 INTERNATIONAL ANTALYA PIANO FESTIVAL

International Antalya Piano Festival has been organized by Antalya Metro-
politan Municipality and continues to held regularly every year since 2000.
The festival, which hosted successful names such as Idil Biret, Aysegiil
Sarica and Aris Garrufalis for the first time in 2000, continues to host
successful artists with national and international reputations every year. The
International Antalya Piano Festival will be held for the 21st time in 2020. It
is a member of EFA (APF, 2020; Event Tiirkiye, 2020).

3.2.1.4 ISTANBUL JAZZ FESTIVAL

The Istanbul Jazz Festival has been held by IKSV since 1994. It is organized
in different concert and event venues in Istanbul every year in the first half
of July. The Istanbul Jazz Festival covers a very wide geography from Latin
America to Northern Europe. Festival offers a wide selection of different
music style including pop music, rock, funk, blues, reggae, and so on music
to their participators. While this diversity gives audiences different concert
experiences, it allows the city to be experienced with another eye by blending
the historical and natural texture of Istanbul with its cultural heritage with
music. The Festival is carried out in private venues and hosted numerous
participants each year. Festival is organized in different places asides from
Cemil Topuzlu Open Air Stage such as historical places are Hagia Eirene
Museum, Istanbul Archeology Museums, Esma Sultan Mansion also parks
all around the city and open spaces such as gardens of private buildings and
Camialti Shipyard, ruins of San Theater, Beykoz Kundura factory. Istanbul
Jazz Festival is one of the first members of the International Jazz Festivals
Association (IKSV / 2, 2020).



48 Event Tourism in Asian Countries

3.2.1.5 AKBANK JAZZ FESTIVAL

Akbank Jazz Festival is one of Turkey’s oldest jazz festivals began with
concerts organized in Istanbul for the first time in 1991. Aside from the most
important jazz musicians of the world, this festival has supported the new
shining stars of new generations. Today it has become a versatile organization
with panels, workshops, film screenings, concerts and social responsibility
projects. Akbank Jazz Festival, which includes classical and modern jazz as
well as electronic and world music projects within the scope of its expanding
musical range over the years, is an event that not only jazz music lovers
but also many music lovers cannot give up. Akbank Jazz Festival organized
since 2006 besides of Istanbul with jazz concerts in Ankara, Eskisehir,
Gaziantep, [zmir, Eskisehir, Trabzon, Adana, Erzurum, Kayseri was held in
Turkey in many cities such as Kars. The Akbank Jazz Festival held annually
with the motto of the “jazz version of the city” and will be organized 30th
time on October 8—18, 2020, it is a member of the European Jazz Festival
Association (AkbankSanat, 2020).

3.2.1.6 IZMIR EUROPEAN JAZZ FESTIVAL

The aim of the event that organized 26th time in March 2019 is to bring
together jazz masters and jazz lovers in Europe and Turkey in the attempt
of generating feelings of love, peace and friendship. While jazz artists from
Switzerland, France, Austria, Luxembourg, Poland, Slovakia, and Italy
meet jazz audiences, many young jazz lovers have the opportunity to listen,
love, and learn the jazz music of Europe. The biggest difference of Izmir
European Jazz Festival is that it organizes an intensive training program at
the festival. The artists, who come to give a concert to the festival, transfer
their knowledge to young artists from Izmir with their workshops and
master classes. Two successful young people participating in the workshops
attend the Siena Summer Jazz Master Classes courses with a scholarship, in
cooperation with the Siena Jazz Foundation and IKSEV. To date, 21 young
people have taken advantage of this opportunity. In addition, for the last 17
years, the festival’s official poster is determined with the Poster Competition
of Jazz. Young designers in talents from all over Turkey could join the
competition. Izmir European Jazz Festival is a member of the European Jazz
Network (EIN) (IKSEV, 2020).
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3.2.1.7 KONYA INTERNATIONAL MYSTIC MUSIC FESTIVAL

The International Mystic Music Festival has been organized every year in
Konya since 2004 by the Provincial Culture and Tourism Directorate of
Konya Governorship. The festival, which has become the meeting point
of the traditional mystical music of the world peoples, aims to introduce
traditional music and to provide a cultural environment where they can
be exhibited as they are, without interaction with popular elements, by
preserving their authentic structures and features. Concerts of the festival,
where traditional, mystical or religious mystical music of the world peoples
are exhibited, are free and open to the public. The concerts are organized
in the Konya Metropolitan Municipality Mevlana Culture Center Sultan
Veled Hall, and the Sema Ceremony is performed in the Mevlana Culture
CenterSema Hall. “Konya International Mystic Music Festival,” organized
as part of the Anniversary of Hazrat Mevlana’s Birth Anniversary Events,
is considered as the most respected festival in the world of mystical music.
Konya Mystic Music Festival, which has been registered as one of the
world’s most important mystical music festivals (the 8th best festival in the
world) for a long time in terms of its own history, is known all over the world
and competes with major organizations now. To date, 129 bands and 785
artists from 45 countries have participated in the Mystic Music Festival and
performed for a total of 15.480 min. The last festival was organized for the
16th time on September 22-30, 2019, and organization works are ongoing
for the 17th (Konya IKTM, 2020).

3.2.1.8 CHILL-OUT FESTIVAL

Organizers summarize the Chill-out festival as “Started as the *uncompro-
mising dream’ of a boutique team that has remained the same to a large
extent and has been bringing the refined style of Lounge FM 96 to life since
2006.” The festival, which continues regularly every year, has a relaxing
effect in the simplicity of nature. Festival is hosted to national and interna-
tional soloists and music groups focusing on different music styles. Besides
the unforgettable music experience, the festival offers cheerful activities,
interesting workshops, and delicious food alternatives. The festival is aimed
to develop and increase the number the cultural festival in Turkey to global
standards and creating a character in the festival’s participants. Chill-out
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festival is met music lovers in Bodrum and Cesme besides Istanbul (Chill-
outfest, 2020).

Besides of the above-described music festivals, there are lot of ongoing
major music festivals organized regularly in Turkey. Some of these festivals
are listed below:

» Zeytinli Rock Festival

» Cappadox/Cappadocia Music Festival

» Mersin International Music Festival

* One Love Festival

* International Gaziantep Opera and Ballet Festival
* Gilimiisliik International Classical Music Festival
» International Ankara Music Festival

* Ankara International Jazz Festival

3.2.2 SHOPPING AND LIFE FESTIVALS

Shopping festivals are one of the most important events of recent times,
which allow people to gain different experiences while shopping. Shopping
and life festivals are a type of festival that can be integrated with different
events such as concerts and exhibitions and contribute to the region, where
many companies such as shopping malls (AVM), streets and streets shops,
restaurants and entertainment centers participate, and various discounts are
applied during the festival (Akdu, 2016; Tayfun and Arslan, 2013: 195). Life
festivals are organized with the participation of all age groups and many
different sectors in many themes such as home decor, entertainment and
education, which can be called life events together with shopping festivals.
Examples of these festivals are given below.

3.2.2.1 IZMIR INTERNATIONAL FAIR

Izmir international fair, bringing together different sectors of Turkey’s first and
most comprehensive exhibition will be organized on September 3-12, 2021,
89th times. Izmir International Fair, which is a trade fair has more than 1000
companies, and 60 countries, in many different product groups such as health,
food, automotive, commercial vehicles, business machines, general machinery,
furniture, finance, communication technologies and telecommunications are
participated. In conjunction with economic empowerment and increase trade
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facilities, the fair hosts many events every year. All activities besides the trade
fair are followed with interest and eagerly awaited by many people every
year from concerts to theatres, from cinema shows to musical shows, from
conversation to street shows, and appealing to every segment. The fair, which
is open for 10 days, is visited by approximately 1.5 million people every year.

3.2.2.2 ISTANBUL SHOPPING FESTIVAL

The festival combines culture, important historical past, gastronomy, the art
of Istanbul with shopping and amusement. Istanbul Shopping Fest has been
organized every year since 2011. In addition to discounts and campaigns,
the festival includes events that will allow you to live and explore Istanbul
with pleasure. The festival is organized not only in shopping malls but
also in various central points of the city, modern shopping malls that offer
many products at discount prices. It is also wide participation festival that
continues with various streets, with concerts, competitions, special fashion
shows, colorfully decorated streets.

3.2.2.3 ANKARA SHOPPING FESTIVAL

Ankara shopping festival organized in Ankara is capital of Turkey for the
first time in 2012 and continues to be organized on the same dates every year.
Among the strategic partners of the festival are the Ministry of Culture and
Tourism, Ankara Governorship, Ankara Metropolitan Municipality, Ankara
Chamber of Commerce and Clothing Industrialists Association. Apart from
these, many companies provide sponsor support for the festival (Tayfun and
Arslan, 2013: 194). In addition to shopping opportunities, the festival also
includes events such as concerts, exhibitions and shows. The festival renamed
as fashion and shopping festival and continues to be organized today.

3.2.2.4 ISTANBUL INTERNATIONAL PUPPET FESTIVAL

The International Istanbul Puppet Festival, which brings together the world’s
most colorful and successful puppet games every year in Istanbul and
organized by the Istanbul Karagdz Puppet Foundation was organized under
the general art direction of Cengiz Ozek who is 22nd UNESCO Cultural
Heritage Carrier and International Puppet and Karag6z artist between October
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24 and November 3, 2019. Total nine groups from seven countries exhibited
their games at the festival. Besides the puppet games, the festival includes
movie screenings, workshops, and exhibitions (Kukla Festivali, 2020).

3.2.2.5 ISTANBUL INTERNATIONAL DANCE FESTIVAL

Istanbul International Dance Festival held with the motto of “Dance for
Peace and Goodness” with the participation of more than 5000 social
dancers from more than 80 countries from America to Africa, from Europe
to the Far East for the 8th time in 2019. One hundred and twenty hours Salsa
LA-NY-Cuba, Cha, Zouk, Bachata, Kizomba, Semba, Tango, Hip Hop Vals,
Afro House, Tarraxinha, Zumba Classes such as Modern Dance, Reggaeton,
Swing, Lindy Hop, Flamenco, Afro Rumba, Urban/Street, Funky, Jazz,
Ballet, Oriental, Body Isolation, Sirtaki, Roman Air, Zeybek, Caucasian
Dances are taught from the world’s most famous dance instructors at the
beginning, intermediate, and advanced levels in eight separate halls in 4 days.
Within the scope of the dance festival, there are many amusing events such
as the performances of Foreign and Local Latin, Hip Hop, Modern Dance
groups, workshops, and themed dance parties that will last until the morning
accompanied by well-known DJs in five evenings (Dance Fest, 2020).

Besides the shopping and living festivals summarized above some of the
events and festivals organized in Turkey are listed below:

 Istanbul International Puppet Festival
» Istanbul Boat Show

* Bodrum International Yacht Show

* Izmir International Puppet Festival

» Istanbul Design Week

» Istanbul Fashion Week

3.2.3 GASTRONOMY EVENTS
3.2.3.1 INTERNATIONAL GAZIANTEP GASTRONOMY FESTIVAL

GastroAntep gastronomy festival is an international festival that has been
organized since 2015 after Gaziantep became the city of gastronomy within
the scope of UNESCO Creative Cities Network. Gaziantep, located on the
northwestern end of the Mesopotamia region where humanity started to live
together, be engaged in agriculture and husbandry for the first time, is located
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in a unique geography that features the characteristics of the Mediterranean
and land climates in the region. With the effect of its physical geography,
Gaziantep has different diversity of agricultural products and this situation
makes a significant contribution to the food and gastronomic product variety
of the province and region. All these features have increased the international
recognition of the city’s gastronomy. Gaziantep, which is the first UNESCO
Gastronomy City within the scope of UNESCO Creative Cities Network of
the three gastronomic cities in Turkey, exhibits rich local gastronomy with
a great festival all over the world. GastroAntep realizes Gaziantep’s unique
cuisine with the participation of gastronomy professionals, the world famous
Michelin star restaurant chefs, academicians, students and residents, local,
and international visitors, with the cooperation of Gaziantep Metropolitan
Municipality and Gaziantep Development Foundation. Food presentations in
various concepts, workshops, workshops for children and adults, animations,
cooking competitions in various categories, concerts, and amusement events
are organized within the scope of the gastronomy festival (GastroAntep, 2020).

3.2.3.2 ISTANBUL INTERNATIONAL GASTRONOMY FESTIVAL

It is an international gastronomy competition besides gastronomy festival. It
is aimed to meet Turkish cuisine with other culinary cultures of the world, the
collaboration and information exchange between Turkey’s and the world’s
leading chefs and cooks. Festival held in 2019 for the 17th times following
to acceptance of membership in the World Association of Chefs’ Societies
(WACS) of Chefs and Cooks Federation of Turkey in 2008 an important
event in the international sense. International Istanbul Cuisine Days which
have “Continental” title by WACS due to successful organizations in the
past, provides competition opportunities at an international level to Turkey’s
young chefs and students. The chefs who succeed in the competitions to be
held within the framework of the standards set by the WACS are the owners
of both medals and certificates that are valid worldwide. Approximately 30
different countries attend the festival every year (TASFED, 2016).

3.2.3.3 ISTANBUL COFFEE FESTIVAL

The Istanbul Coffee Festival was organized for the first time in 2014 at Galata
Greek Primary School with more than 14,000 participants. The festival, which
continues this journey in Haydarpasa Station in its second year, continues to
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be held in Kii¢iikCiftlik Park as of the third year. The organization emphasized
it is not a coincidence for the festival starts and continue in locations bearing
collective city memory and culture aims to offer a new festival experience
to the consumer combining the speciality coffee and its life culture with the
city’s texture. As part of the festival, concerts, workshops, seminars, panels
and many entertaining activities are organized (ICF, 2020).

3.2.3.4 URGUP INTERNATIONAL GRAPE HARVEST FESTIVAL

Urgup International Grape Harvest Festival held for the 48th time in 2019
is organized by District Governorship, Municipality, nongovernmental
organizations, tourism professionals, and farmers. The harvest festival is a
cultural and gastronomy festival that focuses to promote the grape of Urgup
and its by-products like pekmez (grape molasses), which is one of the most
important features of Urgup in addition that call attention to the importance
of tourism and agriculture for Urgup (NevsehirValiligi, 2020; Akdu, 2016).

3.2.3.5 HATAY GASTRONOMY ACTIVITIES

Hatay was awarded the title of “City of Gastronomy” in 2017 within the scope
of the UNESCO Creative Cities Network. Hatay, which is an important flavor
destination of Turkey, reinforces this title with the gastronomy events and
hosts many domestic and foreign visitors. For example, a dessert called kunefe
is made to share out with visitors within the scope of Hatay Kunefe Festival,
which is organized every year between July, 21 and 23. The last dessert made
was 75 m long. Apart from this, various events are organized on the gastronomy
values of the region such as Local Desserts and Local Soups Competition,
Altindzii Olive and Olive Oil Festival, Payas Caravanserai Festival (1st
September), Iskenderun Fish and Bread Festival (28 March), International
Erzin Citrus Festival (November), Erzin Olive and Olive Oil Festival (15-16
October), Hatay Daphne Festival (14th-16 October), International Iskenderun
Tourism and Culture Festival (1-5th July), International Arsuz Culture and Art
Festival (9—16 August), International Samandag Silk Festival, Kirikhan Spring
Festival (9 May), Samandag July Festival (11-14 July ), Akc¢al1 Egg Festival
(30 March), Local Products Fair (18-23 April), Kirtkhan Liver Festival (14
May), Dortyol Food Festival, Altinkep Competition (Fish-themed) Screening-
Hatay-2016, Altinkep Gastronomy Competition, Local Appetizers, Local
Desserts and Local Soups Competition (Hatay, 2020).
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3.2.4 CULTURE AND ART FESTIVALS

Turkey hosts so many national and international cultural and artistic events
each year. These festivals, which include events such as cinema and theater
festivals, ballet, book fairs, are generally organized in big cities such as
Istanbul, Antalya, Izmir, Ankara, Bodrum, Konya. Below are the examples
of events organized in Turkey.

3.2.4.1 ASPENDQOS INTERNATIONAL OPERA AND BALLET FESTIVAL

Aspendos International Opera and Ballet Festival is the first opera and ballet
festival in Turkey organized in the Aspendos ancient theatre which is about
2000 years since 1994 by Republic of Turkey Culture and Tourism Ministry
general directorate of state opera and ballet. Aspendos International Opera
and Ballet Festival is attracted intense interest along the Mediterranean
coastline, especially in the city of Antalya is hosted local and foreign audiences
reaching about 60,000 people each year. Aspendos Opera and Ballet Festival
is one of the significant art events held by the State Opera and Ballet. Five
years after its start, it gained an international identity and was accepted to
the EFA, which is among the respected institutions of Europe. International
Aspendos Opera and Ballet Festival is the festival that received the world’s
first and only “Quality Management Certificate” award (TS-EN-ISO 9001:
2000) in 2015 (Devlet Opera ve Balesi Genel Miidiirliigii, 2020)

3.2.4.2 ANTALYA INTERNATIONAL GOLDEN ORANGE FILM
FESTIVAL

The International Antalya Film Festival, which started with concerts and
theaters that started to be organized in the mid-1950s in the historical
Aspendos Ancient Theater, is one of the well-established film festivals in
Europe and Asia, Also, the oldest and longest-running film festival in Turkey.
The shows, which have shown intense interest by the public and held every
year in the summer, continue to be organized in a festive atmosphere until
the beginning of the 1960s. Antalya Golden Orange Film Festival, which
started in 1964 under the leadership of Doctor Avni Tolunay has turned into
an event where the heart of national cinema beats over the years. The festival
is the most important event in the cinema journeys of many master names
of Turkish cinema so far. The International Antalya Film Festival, which has
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been moved to the international platform since 2005 and has become a big
cinema event, is a wide-participation festival and is on the way to become an
ambitious film festival on the world cinema platform. Films of important and
respected figures of world cinema, including Asian and European cinema,
also meet movie lovers. Antalya Golden Orange Film Festival, which will be
held for the 57th time in 2020, is organized by ANSET under the auspices
of Antalya Metropolitan Municipality. Today, Antalya Golden Orange Film
Festival, which hosts many national and international famous names, is a
member of the Federation of International Filmmakers Associations (FIAPF)
(Akdu, 2016; AltinPortakal, 2020).

3.2.4.3 ISTANBUL INTERNATIONAL SHORT FILM FESTIVAL

It is notable as the longest-lasting and most experienced event among the
international short film festivals organized in Turkey. This event is organized
in order to support the short film, which is based on telling a lot in the context of
cinema art in a short time, and which allows its directors to reflect their talents
in the most original way, and to prepare an environment for young directors to
make their voices heard nationally and internationally. The festival launched
in 1978 at the national level, including only films produced in Turkey at the
beginning. The festival created an international identity since 1988 above the
major interest it received. To date, around 6000 short films have been shown;
approximately 1600 foreign guests have been hosted; and 530 interviews and
65 workshops have been launched. The films are presented to the audience
in three separate halls, twice, with the participation of the director. In the
national section, there is a competition section where fiction, documentary,
animation, and experimental films are evaluated separately. All national films
that apply to the festival are watched by the selection committee, the films
to be included in the screening program are determined, and the best of each
branch is awarded by the same committee (IFF, 2016).

3.2.4.4 INTERNATIONAL ISTANBUL THEATER FESTIVAL

Istanbul Theater Festival organized for the first time in 1989. The festival,
which is organized every year until 2002, is an international event where local
and foreign theaters and dance groups meet with the audience for three weeks
in May every 2 years between 2002 and 2017. The productions and societies
within the scope of the festival, which continues to be organized every year
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since 2017, bring different perspectives both to the audience and the art world;
national and international, classical and contemporary interpretations are
staged within the scope of the Istanbul Theater Festival. Offering a Lifetime
Achievement Award to a Turkish and a foreign artist every year since 1997,
the Istanbul Theater Festival continues to carry new orientations and works
at the national and international level in the field of performing arts each year
with its program focusing on educational projects, co-productions and themes
related to today’s social problems (IKSV/3, 2020).

3.2.4.5 ANKARA ACCESSIBLE FILM FESTIVAL (AFF)

The festival is based on the fact that everyone has the right to participate
in cultural life. It was organized for the first time in 2013 to remind that
it is a must to create conditions where individuals with disabilities can
exercise their social and cultural rights. All film screenings, side events, and
workshops within the scope of AFF, which defends that individuals with
disabilities should have the opportunity to watch movies with their rela-
tives to participate in a cultural and social event, to develop and use their
creative, artistic, and intellectual capacities, not only for themselves but also
to enrich the society they are part of are presented as accessible. Current
cinema examples are shown with audio description for the visually impaired
individuals, sign language for the hearing impaired and detailed subtitles,
and post-movie interviews are translated into Turkish sign language. Work-
shops and all side events within the scope of the AFF are organized with the
infrastructure that individuals with visual and hearing disabilities can also
participate. These films are compiled in the Library of Disabled Movies and
an accessible cinema archive is created (EF, 2020).

3.2.4.6  INTERNATIONAL ISTANBUL BIENNIAL

IKSV has been organizing the Istanbul Biennial since 1987 that aims to
create a meeting point in the field of visual arts among artists and viewers
of different cultures. Biennial is the most comprehensive international art
festival organized both in Turkey and its geographical environment. Interna-
tional Istanbul Biennial plays a major role in the promotion of contemporary
artists all over the world besides Turkey. It also offers the opportunity to
follow the artistic developments and current discussions in the world and
supplementary training in this way both general attendees and the art students
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through conferences, exhibitions, panel and workshops within the scope of
the biennial applied in simultaneous translation. The 17th of the Biennial
will be organize in 2020 (IKSV/4, 2020).

3.2.4.7 SEB-I ARUS (VUSLAT (REUNION) COMMEMORATE OF
HAZRAT MEVLANA)

Mevlana Celaleddin-I Rumi, who adopted that everyone understands each
other and treats each other with tolerance and frequently emphasized that
his view of life was also in line with the Quran and the Prophet Hazrat
Muhammed, passed away on Sunday, December 17, 1273, when he was 66
years old. MevlanaCelaleddin stated his death day as the moment of Vuslat
(reunion) to Allah, whom he knows as the greatest lover, hence, he accepts
that night as “Seb-1 Aris,” that is, “Wedding Night.” The 746th commemorate
ceremony of Seb-1 Arus, which has been organized regularly for 82 years,
was organized in 2019 with the motto “VEFA VAKTI (Faithfulness Time).”
In addition to the events such as Merasimi, Nevbe (Nevbe is the name of
special rhythms performed in the Dervish lodges with the participation of
specific rhythm instruments and sounds, and also a special rhythm instrument
used during some religious orders.), Tekke pilaf, mesnevi conversation,
Giilbank prayer (the name given to stereotyped takbirs, prayers, sung with
one mouth by a community), sema (Ayin-i Serif), Sufi music concert, many
events such as exhibitions, photography competitions, and workshops are
organized at the commemoration ceremonies (Konya Valiligi, 2020).

It continues to be held regularly in many activities outside of culture and
art activities outlined above in Turkey. Some examples are listed below:

» Istanbul International Opera Festival

+  Izmir International Film Festival

+ Izmir International Short Film Festival

» Antalya State Opera and Ballet Festival

* Antalya International Choir Festival

» Antalya International Folk Music and Dance Festival
* Bodrum International Ballet Festival

3.2.5 SPORTS EVENTS

Many national and international sports events and competitions such as
athletics football, tennis, basketball, motor racing, cycling, volleyball, rowing
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races, regattas, winter sports, and extreme sports are organized in Turkey.
Within the scope of these events, many domestic and foreign visitors are hosted
every year. Investments such as stadiums and tracks, which are required for
the fulfillment of these events, have been made and new infrastructure invest-
ments continue to be made according to the need. In this context, it can be said
that Turkey is one of the world’s most important destinations in national and
international sporting events. For many sports that have important resources
in terms of natural features sporting events held in Turkey are listed below.

3.2.5.1 PRESIDENTIAL CYCLING TOUR OF TURKEY

Presidential Cycling Tour organized first launched in 1963 under the name
“Marmara Tour” by Turkey Cycling Federation and gained International
status in 1965. The Tour was taken under the auspices of the Presidency
in 1966. The tour was organized for the first time in the “Union Cycliste
Internationale (UCI) World Tour” category in 2017. The tour was organized
for the second time in 2018 in the “UCI World Tour” category with the
participation of a total of 20 teams, 9 of which are “World Tour” teams.
Presidential Cycling Tour which is the world’s unique intercontinental bike
tour reaches a wide access network worldwide including more than 120
countries through national and international television channels primarily
Eurosport with live and recorded broadcasting (Tour, 2020).

3.2.5.2  KIRKPINAR OIL WRESTLING CHAMPIONSHIP AND
FESTIVAL

Kirkpmar Oil Wrestling is a traditional Turkish oil wrestling sports
tournament organized by Edirne municipality every year in Edirne in late
June and early July. Kirkpmar Oil Wrestling Festival, one of the well-
established sports activities of the world, won the “European Distinguished
Destinations” award in 2008 and was accepted to the “Intangible Cultural
Heritage Representation List of Humanity” by UNESCO on 16 November
2010. The history of Kirkpinar oil wrestling is based on different legends.
One of these legends is as follows: During the conquest of Rumelia,
Orhan Gazi’s brother Siileyman Pasha, conquered several castles along
with Domuzhisar1 Castle with 40 soldiers. While these armed forces are
returning, they wrestle during their breaks in Samona which are within the
borders of Greece today. Two of them cannot beat each other. Then two
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wrestlers bout again on a Hidirellez day (6 May). Wrestling starts early
in the morning and lasts until midnight until the death of two wrestlers.
They are buried under a fig tree in there by their friends. Years later, when
their friends come back to the same place, they have found that clean
and lush fountains flow in a place where their two wrestlers are buried.
Thereupon, this place is called “Kirkpinar” and thus the Kirkpinar Oil
Wrestling tradition begins. Wrestlers are fighting for three days in the
square at the festival, which has been held every year since then. In the
finals made on the last day, the first, second, and third wrestler of each
category (boyun) are determined. The most important of these is the
chief veteran (baspehlivan). During the wrestling, Kirkpinar Festival is
organized and various events are held within the scope of this festival.
Kirkpmar Oil Wrestling and Festival will be held 659 times in 2020
(Akdu, 2018; Boyacioglu, 2013; Edirne IKTM, 2020).

3.2.5.3 ISTANBUL INTERCONTINENTAL SWIMMING RACE

Bogazici Intercontinental Swimming Races, which have been continuing in
different style and categories for 32 year. Swimming races will be organized
33rd times with 12 different age categories according to their age range in
2021. The Unique event is intercontinental swimming race from Asia to
Europe in the world, organized by Turkey’s National Olympic Committee
(TOC), Also it is held without interruption since 1989. The Bosphorus Inter-
continental Swimming Race is organized with great social and institutional
support under the auspices of the International Olympic Committee (I0C)
(TMOK, 2020).

3.2.5.4 ISTANBUL MARATHON

It is an important sports event in Istanbul. The idea of running from Asia to
Europe, which was brought to the agenda in 1973 by Tercuman newspaper,
was realized with the initiative of a group of German tourists in 1979. The
Istanbul Marathon, which has been developing year by year, has been brought
to the top with the organizations of the Istanbul Metropolitan Municipality.
Asia-Europe Run which is the first name of the event was changed to name
as Eurasia Marathon in the following years. Subsequently the name of the
Eurasia Marathon was changed to Istanbul Marathon in 2013. The aims
of Istanbul Marathon are to promote the city and its name. The Istanbul
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Marathon continues to be organized in an indispensable feast for Turkish
sports and Istanbul residents over the years (IM, 2016). The Istanbul Mara-
thon takes place every year on the second Sunday of November in Istanbul,
and three different race as 10, 15, and 42 km are organized within the scope
of the marathon (Istanbul Maraton, 2020).

Sporting events samples which regularly organized in series across the
globe, Turkey or under the sponsorship of Turkey apart from the above-
outlined sporting events held in are listed below:

* TEB BNP Paribas Istanbul Cup

* Extreme Sailing Series

*  PWA World Windsurf Competitions

* QGallipoli Marathon

* CEV Women’s Volleyball Champions League
» Turkish Airlines Euroleague Basketball

3.2.6 TRADITIONAL TURKISH FESTIVALS (LOCAL EVENTS)

Turkey is a very rich country in terms of local events and over a thousand
events are organized on different topics and contents during the year. A
total of 1188 local events were identified in a study conducted by the
Ministry of Culture and Tourism of Turkey and Kizilirmak (2006) and
1254 local events were identified in a study conducted by Giritlioglu et al
(2015). Local events organized under different names in all months of the
year in Turkey and reflecting the tradition and tradition, culture, life and
commercial life of the region where it is organized are an important tour-
istic potential. Kizilirmak (2006) has sorted 1188 local events organized in
Turkey and determined by the Ministry of Culture and Tourism according
to their topics in his study. Local events according to their subjects are
given in Table 3.3.

When table 3.3 is examined, is seen that quite varied events organized
from mining events to agricultural products have been realized for much
different mass in Turkey. Giritlioglu et al. (2015) explained that the local
events in Turkey are organized in spring and summer rather than winter.
The general purpose of the local events organized is to promote regional,
national, and international value of the region-specific value that organizes
the event, to keep the traditions and culture alive, to transfer it to future
generations, and to increase the tourism mobility in the region. Examples of
local events in Turkey are given below.
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TABLE 3.3 The Local Events Organized by Topics in Turkey

Event Topics Number of Events
Activities related to agricultural products 132
Activities related to culture and art 130
Liberation Day celebrations of provinces and districts 129
plateau festivals 110
Sports Events 103
Special day and week celebrations 74
Commemoration of historical and religious people 70
Provincial and district festivals 63
Activities related to Bahar, Nevruz and hidrellez 54
Expo and Fairs 50
Music, dance, opera, ballet and folklore events 49
Recreational activities 35
Activities related to food and beverage types 35
Tourism festivals 29
Youth and children’s activities 28
Celebration of Atatiirk’s arrival in provinces and districts 26
Sunnah Feasts 20
Handicraft activities 17
Activities related to Animal husbandry 16
National holidays 11
Friendship and solidarity activities 5
Mining related activities 1
Total 1188

Source: Kizilirmak (2006).

3.2.6.1 MANISA MESIR PASTE FESTIVAL

The wife of Yavuz Sultan Selim, Hafsa Sultan, opened the Sultan Mosque
and Complex built in her name in 1523 and appointed Merkez Efendi as the
head of the hospital. Sometime after the opening, the Governor of Manisa
informs Sehzade Mustafa with an urgent letter that Hafsa Sultan had a disease
but could not be treated well despite the efforts of all doctors. The situation
is communicated to Merkez Efendi. Merkez Efendi prepares a special paste
with a mixture of 41 kinds of spices. This special paste heals Hafsa Sultan in
a short time. Hafsa Sultan, who finds healing from this special paste, which
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is known as mesir paste, informed Merkez Efendi that the paste should be
known to the public and that she wants them to bring health. Mesir paste,
prepared upon this request, is wrapped in small papers and distributed to
the public by spreading from the Sultan Mosque, built on behalf of Hafsa
Sultan on March 21 (on Nevruz). This festival, which is organized as the
ManisaMesir Paste Festival now, is a well-established event celebrated for
479 years. The event, which has not lost its cultural and historical texture
over the years, includes health and faith tourism activities in addition that
artistic and cultural features. Mesir paste, which is the main theme of the
festival, contains 41 kinds of spices, begins to be prepared with a prayer
ceremony held in Sultan Complex on the day of Nevruz and spreads from
the Sultan mosque and its complex at the scattering ceremony, coincide with
the third or fourth Sunday of April. The International Manisa Mesir Paste
Festival was included in the “Intangible Cultural Heritage Representation
List of Humanity” in 2012 by UNESCO (Doner and Tepeci, 2014: 786;
UNESCO, 2020).

3.2.6.2 CAMEL WRESTLING

Camel wrestling is the wrestling that is generally organized in the Aegean
(Denizli, Selguk, Izmir, Mugla, Germencik, Aydin), Marmara (Balikesir,
Canakkale), and Mediterranean (Burdur, Antalya, Isparta) regions and is
related to the Yoriik culture. Camel wrestling takes place in open squares. It
is said that traditional camel wrestling probably started in Hidirbeyli village
of Germencik, Aydin about two hundred years ago. However, it is stated
in the "End of Camels" section of the book Interesting Events in Western
Anatolian History by A. Miinis Armagan, camel wrestling was organized in
Tire and its vicinity during 2nd Mahmut period. In camel wrestling festivals,
as in other major festivals, the public is not only spectators, they do play
themselves, wrestle themselves, and enjoy. In this festival, the public shows
their culture, art, and character. Camel wrestling is a real public festival and
cultural exchange center where it is organized (Culha, 2008: 1835).

3.2.7 FAIRS AND EXHIBITIONS

According to I¢dz (1998), one of the important types of event tourism is
the exhibitions and fairs, where many products or services come together
under the same roof, where they are exhibited and where the professionals
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or the public are invited. According to Hacioglu (2015), exhibitions are like
a prestige, information, and education show and are generally not organized
periodically. Exhibitions and fairs, where the promotion rather than sales
are carried out intensely, create the opportunity to exchange ideas with the
current and potential customers (Tavmergenve Aksakal, 2004: 40). Fairs and
exhibitions can be made as integrated with each other or can be made sepa-
rately and it constitutes an important potential in terms of tourism activities
in Turkey. According to statistics of Tiirkiye Odalar ve Borsalar Birligi/the
Union of Chambers and Commodity Exchanges of Turkey (TOBB), fairs
held in Turkey in 2015 are shown in Table 3.4.

TABLE 3.4 Fairs Organized in Turkey in 2019
Number of Fairs 2019 Number of Total Number Total Number Number of

Fairs of Participators of Visitors Foreign Visitors

Fairs 482 62.293 25.828.251 719.267

By Fair Types
Specialized Fairs 475 61.286 25.373.872 713.767
General Fairs 7 1.500 454.379 5.500
Total 482 62.786 25.828.251 719.267

By Fair Size
National Fairs 349 26.942 19.703.099 284.560
International Fairs 133 35.351 6.125.152 434.707
Total 482 62.293 25.828.251 719.267

Source: TOBB (2020)

Looking at the fairs in Turkey in 2019, it is seen that about 62.2 million
people hosted in total 482 fairs. These statistics prove the importance of fairs
and exhibitions in terms of event tourism market. Referring to the planned
exhibition list reported to the TOBB in Turkey, it is expected to be held in
136 international, a total of 450 fairs in 2020. Examples of the fair held in
Turkey are listed below:

» Travel Turkey Izmir Tourism Fair and Conference

* EMITT (Eastern Mediterranean International Tourism and Travel Fair)

» Satef (Travel Agents and Suppliers Fair)

» Tourism Fair (World Tourism Forum and Fair)

* ACE OF M.I.C.E. (Congress, Meeting, and Event Fair)

* FETEX (Fethiye Tourism, Tourism Suppliers and Food and Beverage
Fair)
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» Eurasia Boat Show (Sea Vehicles, Equipment and Accessories Fair)
* Exposhipping EXPOMARITT International Maritime Exhibition and
Conference

Fine arts in different kinds of art that is closely watched by art lovers and
exhibitions organized in Turkey is very important in terms of event tourism.
These exhibitions, which are organized intensely in big cities such as Istanbul,
Ankara, [zmir, Antalya, are organized in a wide range from personal painting
exhibitions of a painter to design exhibitions, from exhibiting photographs of
a photographer to sculptures exhibitions (Akdu, 2016).

3.2.8 CONGRESS AND MEETING EVENTS

Turkey is a world-class convention center with accessibility, quality, and a
number of meeting and congress centers, service quality, price and congresses,
and reference to the meeting. Turkey continues to serve in these various types
of tourism with investments in hotels congress tourism with its big conven-
tion centers established for conventions and meetings organization. Important
congress and convention centers with a capacity of more than a thousand
people in Turkey are shown in Table 3.5.

TABLE 3.5 Important Meeting and Convention Centers in Turkey

Congress and Meeting Center Name City Capacity (Person)
Ephesus Convention Center Kusadas1  12.000
WOW Hotels and Convention Center Istanbul 6.500
LitfiKirdar International Convention and Exhibition Istanbul 5.000
Center

Istanbul Congress Center Istanbul ~ 3.700
Grand Cevahir Hotel and Convention Center Istanbul 3.513
Hilton Hotel Istanbul 3.450
Feshane Congress Center Istanbul ~ 3.420
Sabanci Congress and Exhibition Center (Glass Pyramid) Antalya 3272
Hali¢ Congress Center Istanbul 3.000
Hilton Bomonti Istanbul ~ 2.900
Divan Talya Congress and Conference Center Antalya 2.500
Harbiye Military Museum and Culture Center Istanbul 1.821
Sheraton Cesme Hotel Congress Center Izmir 1.600

Source: TURSAB (2013).
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When Table 3.5 is analyzed, it is seen that the largest capacity congress
center is the Ephesus Congress Center in Kusadasi, Aydin. This is an impor-
tant indicator that the investments made for the congress tourism market are
considered both nationally and regionally.

3.2.9 FAITH EVENTS

Faith events in Turkey are organized in certain periods according to various
religions and beliefs. Ramadan bairam (Eid al-Fitr) and sacrifice bairam (Eid
al-Adha) and various events organized in the country during these bairams
be an example of religious events which celebrate the great enthusiasm of
Muslims in Turkey. In addition, “St. Nicholas Day” for commemorate to
St. Nicholas known Santa Claus worldwide in Demre, Antalya in December
since 1983 with the participation of religion and scientists from different
parts of the world, Akdamar Church ritual held on the second Sunday
of September every year in the Akdamar church in Van after 95 years,
Seb-iArus (Wedding Night), organized every year on 17 December, which is
the anniversary of the death of MevlanaCelaleddin-1 Rimi, to commemorate
Mevlana and the ritual performed by the Christian Orthodox in the historical
Sumela Monastery in Trabzon can be given as an example for belief events.
These religious events constitute an important potential in terms of event
tourism (Akdu, 2016).

3.2.10 NATIONAL HOLIDAYS

National holidays celebrating in the big cities to the smallest villages every-
where in Turkey with great enthusiasm and excitement and various events
organized within the scope of these national holidays are very important in
terms of event tourism. National festivals and events held in Turkey dates are
listed below (Akdu, 2016).

Republic Day: National Day commemorates the proclamation of the
Republic of Turkey on October 29, 1923. Republic Day is one of the most
important national holidays celebrated every year on 29 October.

August 30 Victory Day: It is an official and national holiday, celebrated
on 30 August in Turkey Republic and Turkish Republic of Northern Cyprus
each year to commemorate the battle of Dumlupinar, which led to victory
under the command of Mustafa Kemal.



Event Tourism in Turkey 67

National Sovereignty and Children's Day: The National Sovereignty and
Children’s Day, which was given to the children of the world by Mustafa
Kemal Atatiirk, is celebrated every year on 23 April with festivals and joviality
organized for children.

Commemoration of Atatiirk, Youth and Sports Day: In Turkey, May 19,
1919, Mustafa Kemal Atatiirk came to Samsun, is recognized as the day of
the liberation struggle began. It is celebrated with state ceremonies and sports
events throughout the country under the name of Atatiirk Commemoration,
Youth and Sports Day on 19 May every year.

3.3 CONCLUSION

Activities organized in a destination are an important motivation factor for
both local people and visitors. At the same time, the activities that provide
an important competitive advantage for the destination also strengthen
infrastructure activities in the region, create new sources of income, and
contribute to the image of the region. This movement, which is analyzed
as event tourism in the tourism literature, is an important tourism type that
is growing rapidly within the world tourism mobility (K&miircii, 2013: 23;
Getz 2008: 405). Many destinations around the world make investments to
increase their event tourism activities and strive to maximize the benefit
they will get from event tourism. Turkey also organizes many different
activities at national, international, and local levels and invests to get more
share from the event tourism market. In this context, it hosts events that have
continuity worldwide and have a significant follower mass and supports
these events with important infrastructure and superstructure investments.
For example, the 25th winter Universiade organized in Erzurum province
has invested more than 600 million (TUSF, 2020). Turkey is a country
that has many infrastructure and superstructure for successfully manage
the many types of tourism with natural, cultural, and historical attractions
also many transportations, accommodations, food and beverage companies,
communications. The features that are accepted as an important factor in
increasing the satisfaction of the visitors and increasing the efficiency of the
activities organized for the event tourism increases the potential for event
tourism as in many other types of tourism in Turkey. There are many activities
organized at national, international, and local levels in Turkey. Many of these
events are followed by a wide audience. Music festivals, shopping festivals,
culture and arts festivals, religious events, traditional Turkish festivals (local
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events), sports events, national festivals, fairs with these events congresses,
meetings organizations allow for the acceptance of Turkey as an important
destination in event tourism. These events complement and develop the event
tourism due to infrastructure and superstructure ownership and working
coordinately of transportation, communication, congress centers, meeting
halls, accommodation facilities, organization companies, travel agencies,
congress offices, universities, and other organizations. Turkey has tourism
activities with all these features provide a significant competitive advantage
over their competitors in the event tourism market.
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ABSTRACT

Tribal fairs are the mirror of the cultural and historical bequest of the
community. Geographically and socially isolated, these fair are linked with
visualizing tribal cultural diversities. Their customs, traditions, attires, music,
and dance are the keys of their social and economic development where their
originality and authenticity are preserved in a respectful manner. In reality,
these fair are also positively contributing the country’s development process.
Thus this research aims to study the impact of tribal festivals on the local and
wider the socioeconomic well-being in a city. The endeavor is to find out the
role of tribal fairs in their social and economic development and to dig out
the possibility of involvement with the mainstream of the society. Rajasthan
is a state of India that reflects various colors of cultures and traditions. It is
also comprised of many tribes having their identity and authenticity. This
research analytically explains the tribal fairs of Rajasthan. The “Baneshwar”
fair by the Bhil tribes and the Sitabari Mela by Saharia tribes are dominant in
this area and our target group. This research on the basis of arguments made
on available literature studies confirms that each tribe individually has its
own traditions, customs, and lifestyles. Tribal fairs are the showcase of their
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complete culture and cultural tourists always admire the originality. So it can
be a tool for their social and economic development. Many strategies need
to create the environment for tribal fairs capitalizing opportunities. Finally,
this study suggests the need to preserve the intangible tribal heritage of tribal
fairs of Rajasthan with the support of effective technologies.

4.1 INTRODUCTION

Tribal tourism is a new and expanding addendum to such postmodern travel
modes as ecotourism, nature, and wilderness travel. For the tourists, these
new destination concepts speculate an indistinguishable attentiveness of
losing ground resources that individuals should see while they still can
(Smith, 1996). “Tribal tourism” is defined by Terry Ward (2010) as ”’a novel
type of travel in which tourists visits tribal villages in order to be showing
to a culture entirely diverse from their own” (p. 1). For tribal tourism, some
states of Orissa, Jharkhand, Madhya Pradesh, Chhattisgarh, and Himachal
are famous. Conventionally, tribal tourism is believed as instrumental for
creating diverse financial opportunities for both in and around the selected
tribes. This supports for fostering awareness about the Indian tribal people
to fight against lack of opportunities, oppression, and social exclusion. Any
form of tourism can benefit the society, in general. Also, tourism can create
psychological and social values for the relevant tribal population. Still,
tourism activities can lead to negative consequences and harmful effects on
society. In earlier decades, many tourism initiatives like tours in tribal areas
produced negative and harmful effects on the tribal people.

Many researchers, NGO workers, and social activists are working for tribal
development, upliftment, and inclusion in the society. Providing basic facilities
to the needed community is never a solution. Keeping this observation in mind,
tribal tourism theory came into the mind of many researchers. Indigenous
tribes are relatively rich in ethnic features and cultural resources. Many of
the remote tribes are retaining some significant number of cultural and social
systems, rituals, and handicrafts. These tribes also both directly and indirectly
can influence people that live in the city by forming a strong attraction. Chang
and Huang (2009) directed that the indigenous culture can be a valuable and
important indicator of tourism products. These researchers reflected that in
aboriginal tourism regions, indigenous mostly stay as the prime content of
goods. These have turned into a relatively newer economic source type. Hinch
and Butler (2007) argued that indigenous tourism represents the indigenous
people that are directly attached to the tourism industry’s operation or performs
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in the tourism industry as a mean for attracting tourists to visit the aboriginal
culture. The research is conducted mainly from literature review and on-site
visits so as to achieve the set objectives of the topic (i.e., tribal fairs and
festivals can be a tool for social and economic development; the preservation
of their customs and traditions with the application of effective technologies
are important). Outcomes of this study can explore whether tribal festivals
can back the economic development initiatives. The outcome can also support
their traditions and customs’ preservation.

4.2 INDIGENOUS TOURISM

Whitford and Ruhanen (2016) explored that sustainability issues can
both shape and underpin a considerable proportion of Indigenous tourism
research that is published to date. The present challenge is to achieve a better
and comprehensive understanding of Indigenous tourism on the Indigenous
stakeholders’ context. Also, to approach its complexity in a flexible, adaptive,
and iterative style coupled with the affected stakeholders that are attached to
the research process and knowledge creation as well as the conclusion.

Carr et al. (2016) emphasized on tourism capacities as beneficial elements
for realizing sustainable Indigenous development in “Indigenous peoples
and tourism: the challenges and opportunities for sustainable tourism.” This
research reviewed in the contents in details. The research reminded the readers
both of the pessimistic and constructive authenticity of Indigenous tourism.

“The Commodification and Management of Culture” is a volume
published in Advances in Tourism Research in 2005. Through Tourist-Host
Nexus-Research Considerations by Ryan (2005) examined the nexus of
researcher and researched within the framework of the association between
tourism and indigenous peoples. It was debated that the academy, the local
outlook, and the imperative tourism are the most important three elements
subsist in this association.

Notzke (1999) explores the present trends of indigenous (aboriginal)
tourism development in Canada’s Western Arctic region in the research titled
“Indigenous Tourism Development in the Arctic.” In the North, aboriginal
tourism is featured as a resource-based industry, conventionally in the big
game hunting form, and in a more recent perspective, evolves into ethnic,
cultural, and ecotourism. Few of the indigenous people tend to explore
innovative ways for harnessing tourism for supporting the conventional
elements of the land-based economy. The validity of such tourism know-how
shows a major advantage as well as foremost challenges for the management.
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In their publication titled Indigenous Tourism Research, Past and Present:
Where to from Here?, Whitford and Ruhanen (2016) explored that sustain-
ability issues can both shape and underpin a considerable proportion of
Indigenous tourism research that are published to date. The present challenge
is to achieve a better and comprehensive understanding of Indigenous tourism
on the Indigenous stakeholders’ context. Also, to approach its complexity in
a flexible, adaptive, and iterative style coupled with the affected stakeholders
that are attached to the research process and knowledge creation as well as
its conclusion. This is both a moral essential and a realistic approach to make
sure the results of investigated assist the sustainability of Indigenous tourism.

4.3 TRIBE AND THE HISTORICAL CONTEXT

The English word “tribe” is derived from the Latin word “Tribus” which
means a specific common and political organization type functioning in
almost all societies. The notion of “tribe” denotes a category of people and
entitles a developmental step in the society. In ancient time, tribes were
heavily reliant on the forest for their daily needs like shelter, food, treatment,
medicine, and clothes. However, as time moved, these tribes became able to
control the forest with capacities to grow the required foods. In such ways,
the tribes became able to meet their demands at the time of their needs.
Thus the forest offered the tribal people complete support for generating
their livelihoods. In the last seven to eight decades, manufacturing industries
and mining coupled with the use of power hugely accelerated resource
collection from forests. These activities in return led to the loss of indigenous
cultures and resources. Vidyarthi and Rai (1977), in their research titled The
Tribal Culture of India have well documented such transformations of the
indigenous sociocultural and economic systems. This research featured vital
issues that are attached to the indigenous cultural lifestyle. Modernization
and industrialization, with their significant roles in the human kind actually
allowed people to realize the importance to preserve tribal culture and social
systems.

In the last few decades, Special Interest Tourism (SIT) has appeared as
a rapidly growing approach and concept in tourism that presents a strong
people-focused and sustainable model. This model searches for generating
authentic experiences in line with interacting the host communities in fair
manners. Hall and Weiler (1992) recommended that SIT can be enriching,
rewarding, adventuresome, and a journey to learn. According to them, these
are the main four elements of SIT. The product and service offers of SIT
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can be customized with an aim to generate experiences for niche markets
(Douglas et al., 2001). Such products and services offer both unique and
useful insights into specific communities, destinations, or knowledge. In SIT,
indigenous people turn to become a major element of the tourism industry.
Such tourism type is named “Indigenous Tourism” that is formed by special
interest areas for tourists where these tourists like to experience authentic
indigenous ethnicity and culture.

Indigenous tourism is rather a resource-based tourism type where
indigenous traditions as a main tourist desirability, the expansion of tourism
in accumulation to the local attractive natural landscapes, and unusual
extraterrestrial scene, the more tourists the “Man” as a very important
purpose. Numerous scholars have defined for aboriginal tourism diverse
definitions: Ryan and Huyton (2002) defines that “Aboriginal Tourism” is
a tourist imaginative acts by aboriginal culture, celebrations, attractions,
chronological heritage, and customs magnetize while traveling to tourist
activities occupied in aboriginal areas. Wu (2003) argues that the notion
of “Aboriginal Tourism” is somehow dissimilar from the common tourism
activity patterns. The reason is the associates are not rigid rides or not capable
to converse with natural resources, but people who live, reliable cultural
traditions. “Aboriginal Tourism” is defined as the expansion of Aboriginal
cultural resources as a spindle, the changed things; activities implications
include Aboriginal arts and crafts, clothing, architecture, and music, dance,
cultural traditions, and so on (Wu, 2003). As a result, indigenous tourism can
have a linkage with the small businesses that are based on inherited tribal
knowledge of nature and culture. This enhances at the time when indigenous
people initiate to operate tours, guiding, and cultural centers. As well as
these people stated providing relevant facilities to visitors and controlled the
access of tourists to homelands and cultural events (Zeppel, 2006).

Smith (1996) suggested the four H’s (i.e., habitat, heritage, history, and
handicrafts) to define indigenous tourism. Accordingly, the visitor industry’s
segments directly attach native people in the way to attract tourists.

Indigenous tourism is outlined as a means toward the survival of the culture
of many native communities while this offers a path for overcoming social
isolation. The cultures of the tribal people are mostly of particular interest
types. This is the basic and preliminary motivational factor for tourists to
travel to exotic regions, destinations, events, and attractions. These normally
include cultural villages, local museums, indigenous festivals, nature-based
tours, indigenous art galleries, and events. The attractions in indigenous
tourism can be located both in remote and rural regions having inadequate
infrastructures and facilities (Getz and Jamieson, 1997). The essential parts
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of indigenous tourism are formed by spiritual, environmental, and cultural
aspects of indigenous traditions and heritage (Zeppel, 2006). The preliminary
capacities and strengths of tribal tourism stay in its ability to draw tourists’
attention and creating their interests for experiencing the local cultures in the
most authentic settings.

Tourist participation in interactive activities with aboriginal people is
the other basic strength of indigenous tourism (Imtiaz and Hassan, 2016;
Hassan, 2016). Thus the preference in such a market remains more to offer
both spontaneous and intimate cultural experiences. The prime reason for
this is the strong affinity between the natural environment and the aboriginal
cultures. Tribes generally behold an inheritance of customs, traditions, and
rituals that are deeply rooted in their conventional lifestyle and culture.

4.4 TRIBAL DIVERSITIES OF RAJASTHAN

India is considered as the land cultural diversities, festivals, and many
different seasonal celebrations. Such fairs and festivals support in reinforcing
cultural values and roots. These also enable communities for preserving their
customs, traditions, and to ensure economic values. All of such promising
fair and festival roots are attached to the economic agents like business pros-
perity, agricultural bliss, social benefits, and entrepreneurship development.
Tribal fairs and festivals permit the local tribes to be connected to their foods,
arts, crafts, talents, dance, and relevant cultural landscape forms as well as
promoting significant livelihoods through entrepreneurial activities. They
lead to economic development through gifts, fruits, and sweets exchange as
elements of cultural richness. Also, these are commonly attached to economic
agents such as consumer, entrepreneur, and producer. In each festive season,
the demand for particular services and goods increases mainly owing to
tribal festivals and fairs where the supplies are also met. Many hundreds of
the tribal shopkeepers make temporary shops across the streets and take the
new opportunities of such festivals and fairs. Tribal peoples in Rajasthan
have created interests in the world. Tourists have special interests in them
mainly for their attractive dwellings, occupations, customs, and costumes.
Tribes in Rajasthan make a wide range of customs, lifestyles that range from
aristocratic, nomadic, farmers, shepherds, camel-herders, craftsmen, traders,
and so on. These tribal peoples comprise homogeneity in both socioeconomic
status and customary living patterns. Conventional tribal dresses identify the
local communities of Rajasthan where modernization becomes an unavoid-
able tool. Tribal dresses and costumes have differences even with similarities
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in clothing, jewelry, and adornment types. These tribal peoples like to wear
their conventional outfits.

The Bhils: Bhils are commonly known and popular as the bowmen of
Rajasthan. The Bhils are known as the tribe that spread across the whole India.
This tribe forms the largest tribal group not only in India but also in South
Asia. The Bhils usually dwell in the Western region of Madhya Pradesh. This
region adjoins Gujarat, Maharashtra, and Rajasthan, and some Bhils also live
in the northeastern part of Tripura.

The Bhil tribe belongs to the race of the pre-Aryans. The name “The
Bhil” is believed as derived from “billu” or “villu.” Following the Dravidian
language, this name meant bow. They are possibly the most ancient tribe
of India and mentioned in Hindu mythology and also believe Valmiki and
Eklavya as their ancestors. In earlier centuries, they were believed and well
known as the great warriors. They used to fight against the Marathas, the
Mughals, and the British. The Language and Costumes of the Bhil tribe are
too attractive. Apart from other states, the Bhils comprise 39% of Rajasthan’s
total population. They speak the “Bhili,” which is an Indo Aryan language.

The Bhils are well known for their simplicity and truthfulness. The Bhils
are also brave at the same time. The bow is their traditional and national
weapon that is made from bamboo. In earlier ages, the Bhils were the greatest
hunters but these days they mostly live on agriculture as the main source of
their livelihood.

Religious beliefs and practices of the Bhils mostly differ between them-
selves and from place to place. Approximately all of the Bhils adore the local
deities. These deities are named as “Sitalmata,” “Kanhoba,” “Khandoba”
and “Bahiroba.” The worshipped tiger is named “Vaghdev.” The Bhils do
not have any temple owned by them. The Bhils have “Gurus” or “Bhagat” to
execute their religious rites.

The Bhils have an enriched cultural history that emphasizes on music
and dance. “Ghoomar” is said to be the most popular and well-known dance
of the Bhils. The “Gair” is the dance drama on the religious ground as
performed by the male members in “Sharavana” months (July and August).
They have talents in making clay sculptures and make beautiful elephants,
horses, tigers, and their deities.

The “Baneshwar” fair is the major festival that the Bhils celebrate during
the “Shivratri” (in January or February). This fair is to “Baneshwar Mahadev,”
who is also known as “Lord Shiva.” Actually, two fairs are conjoined in one
fair. One of these two fairs takes place in reverence of “Lord Shiva” while
the other is commenced after setting the “Vishnu temple” by Jankunwari.
During this fair, on the banks of the Som and Mahi river, they gather together
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to set up camps. They sing conventional songs and dance around the fire.
They perform a dance around the fire and sing traditional songs. At the
Lakshmi Narayan temple and at night, they enjoy “Raslila.” Animal shows,
cultural shows, magic shows, and acrobatic feasts are the popular and major
attractions of these fairs.

The “Dusshera” and the “Holi” are the other major festivals that are
celebrated by the Bhils in all over India. During these two festivals also,
the Bhils sing their traditional songs and dance around the fire. The whole
night they spend at the “Lakshmi Narayan temple” to enjoy “Raslila.” The
rituals and celebration styles of these two festivals have similarities with the
“Baneshwar” fair.

The use of color varieties tends to make Bhil dresses more attractive and
appealing. The Bhil women like to wear their traditional dress that is the
“Sarees” when the Bhil men like to wear pyjama with a loose long frock and
the farmers wear turbans. During the festivals, the costumes of the Bhil men
and women can be featured as traditional. During these festivals, the Bhil
women wear “Ghaghra,” “Odhna” as well as “Kapada,” an upper cloth piece.
In ancient times, the Bhils women used to wear short skirts of knee-length
for better movements. With “Odhna” and “Lugda,” the Bhil women cover
up their torso and head. “Pejania,” an ornament that is worn on hand, leg,
and arm offers safety and protections from thorns and animals. On the other
side, the Bhil men wear “Tunic,” turban, “Angi,” and “Potario” (a lower
garment). All of the Bhils also love to wear brass ornaments and jewelry.
They generally wear beautiful jewelry that matches their customs, sentiment,
costumes, and ethnicity. Few of the widely popular pieces of jewelry worn by
the Bhil women are “Bichiya,” “Dhimmna,” “Beenti,” “Oganiya,” “Pejania,”
“Hansli,” “Kasla,” “Haar,” “Bidi,” “Tagli,” and “Kamkada.” They also use
silver brass and white metal in jewelry.

The Saharia: The Saharia tribe is only prehistoric tribal group in Rajas-
than. They are intensed in the Shahbad and Kishanganj Panchayat Samities
of Baran district. Tod (1881) mentioned them along with Minas, the Bhils,
and Gujjars as the ancient residents of the region. The word Saharia emerged
from the Persian World, Sehi, meaning jungle. The Saharia were counted
by the Muslim rulers as the forest inhabitants. The Saharias’ customs and
manner bear a great resemblance to caste Hindus with whom they live in
their present habitat and who consider them to be untouchable. The costume
of the Saharia men was a short-length Dhoti, Salook (shirt), and turban.
The Saharia women wore Ghagra, Lungra, and Choli (bodice). Young boys
wore Pancha (small piece of dhoti) and Salook and the girls wear dressed in
Ghaghria, Palka, and Faria. Very small children moved without any clothes
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and were seen nude. In general, the Sahariyas reside in separate village
“Basti” that is called “Saharana.” These people follow the religious practices
of the Hindu and speak the dialect that is influenced by Hadoti. Over the
years, the Sahariyas have been maintaining ecological stability with the
environment they live. These people have very inadequate dependency on
technology.

Commonly, the Sahariyas get themselves engaged in collecting minor
products of the forest and they live as agricultural laborers. Their main
trading and selling commodities are gum, forest wood, honey, vegetables,
fruits, “Tendu” leaves, etc. The Shariyas are believed as primitive. However,
a good number of them are not primitive and rely on agriculture to live on.
Some of them are also forest product collectors and landless laborers.

For the Shariyas, the “SitaBari Mela” is traditionally famous. SitaBari is a
holy place located near “Kelwara Kasba,” which is about 45 km from Baran
City. On “Jeshta Amavasya,” a large tribal fair is organized. A number of
“Kunds” are situated in this place that attribute to “Laxman,” “Sita,” “Kush,”
“Surya,” and “Lav.” All of these are religiously important and auspicious to the
Sahariyas. Millions of people visit this fair titled the “Kumbh.” In this fair, the
“Swyambar” or marriage function of the Sahariya tribe is organized. People
come from many different areas of Rajasthan and adjoined Madhya Pradesh.
In this fair, the Sahariya boy drops a handkerchief as a ritual to propose the
Sahariya girl. Accepting this handkerchief by this Sahariya girl establishes
that the marriage is agreed. The groom and the bride perform the “Sat phere”
that is a ritual of seven round of the Barnawa tree. With the blessings of their
parents the bride and groom are accepted as a married couple. This fair is also
known as the animal fair where buffalo, cows, and other animals are bought
and sold. These fairs are the good presentation of customary living styles.

4.5 SOME INSIGHTS OF PRESERVING THE TRIBAL FAIR AND
FESTIVAL WITH EFFECTIVE TECHNOLOGY APPLICATION

Rajasthan is well known and famous for having places that are both cultur-
ally and religiously important. Rajasthan also has tribes with ritual and are
cultural richness and diversities. The “Baneshwar” fair is relatively a popular
tribal fair that aligns both with religious and traditional rituals. This fair is
important because the Bhils visit this fair from many neighboring states like
Gujarat and Madhya Pradesh and pray to the “Lord Shiva.” This fair does
not merely have cultural or religious values but also exhibits frolic and fun
of the general lifestyles and acts as a place to sell or buy local items. This
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fair becomes popular with folk dances, songs, animal shows, magic shows,
or acrobatic feats. With the priest, a massive parade disembarks at the fair.
This is named “Mathadhish.” The myth is that the river water becomes purer
and holier at the time the “Mathadhish” takes bath and thus the people bathe
at the same time in the river. The “Sitabari” fair that is held annually at
“Sitabari” celebrates the place’s sacredness with its historical and religious
significance. In Hinduism, the “Sitabari fair” at Sitabari shows the Sitabari
town’s religious importance. This fair is celebrated and enjoyed by the people
with a variety of events, activities, and rituals.

The “Swyambar” ceremony is organized for offering enjoyment of
the people with their family members. This fair turns into a major visitor
attraction in Sitabari town with the participation of people residing in nearby
areas like Kota, Nagaur, Bundi, Aklera, Jhalawar, the Bhilwara, and others.

In each fair, many people are gathered to visit and enjoy the activities
and performances. The commodification of these fairs is also strong when
people sell and buy essential and fancy goods and commodities. Stalls
and shops bring attractive readymade and handmade products. Also, the
cultural shows that are arranged mainly by the youngsters welcome the
local villagers to attend.

All these activities are boon for economic development of these tribes and
villagers. These fairs and festivals of the two different tribes of the same state
deserve promotion and marketing. The application of effective technologies
can help in this regard. However, this application is rather a subject for
further research. The Bhil community is socially and economically better
in position as compared to the Sahariyas. After visiting such villages, it had
been realized that the reason of poverty and illiteracy is not lack of regular
source of income. They are the community who feels themselves differently
and detached from the rest of the society. They believe in their traditions
and customs and never think beyond that. But few young tribal groups, who
already performed as a folk artist at many places, wanted their community to
more educated and civilized. Past studies have already shown (Ryan, 2005)
that tribal tourism development has two aspects (i.e., Capacity building
and Commodification). Capacity building is one of the main optimistic
characteristics and the other one which reflects as their living style is being
presented for the tourism development. The present study further offers tribal
tourism fairs in place of tribal tourism and tribal fairs. This may eradicate the
ill effects of commoditization and augment the preferences of the source of
income. Very few tourism researchers tend to meet the tribal people to take
their opinion about tribal fair development.
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Organizing tours, exhibitions, drama, etc., in a sequence at their villages
during the fairs and festivals could be a great idea (Sharma, 2018). Kota city
of the Hadoti region is primarily known as an education city. Lots of institu-
tions and universities are located here. The education institutes, universities,
colleges, and coaching centers can play a vital role in supporting the Tribe
fairs and festivals. In the opinion of the researchers, the artist of the fairs
and festivals must be invited during MICE events for their performances.
The tribe artists should also be encouraged and financially supported by the
Universities for exchange programs in different states and countries. It will
give their art due weightage in the various nook and corners of the country.
The website of different hotels may also highlight these fairs and festivals.

Moreover, research in this area is required to know more about tribal
fairs and festivals. The government universities may keep a provision for
the admissions at school, college, and university level for the children of the
artists who belong from these tribes. This will support them and keep them
associated with their beliefs, art, and culture.

They responded in a very positive manner but they never took their
religious customs or fairs with economic benefits. Most of the villagers
perceive their fair as social or religious customs. Though many of them were
economically involved with these fairs but they took fairs as their way for
economic benefits. Associating these fairs and festivals with technology
could be a great idea to provide recognition on a global level. Not only this,
more of education tourism in these areas, particularly at the time of fairs and
festivals, can work as a boon for the villagers and develop a new way to earn
more (Sharma, 2015).

4.6 CONCLUSION

This research aimed to explain and analyzes the effects of tribal festivals
on the local and wider socioeconomic well-being in a city. There is a huge
potential that tribal tourism and festivals can have positive effects on the
local livelihood. Strategic policy interventions are required for ensuring
commercial viability of presenting tribal traditions, cultures, and customary
living styles. This is one of the influential ways to empower the tribes and
their performers on the socio-economic context. This research stress on
taking all of the necessary efforts for ensuring sustainable inherent quality,
innate beauty and fundamental tribal ideology, traditions, cultural forms, and
art. Also, the general people of the society are required to be well aware about
the styles, values, diverse tribal performing arts. In this regard, effective
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publicity and campaign of the tribal festival elements become beneficial
to attract more general tourist audience. The presentation of tribal and folk
cultural forms, arts, and festivals before the tourists needs careful attention.
For the reason, useful strategic policies application also becomes relevant
for meeting the tourist demands. This chapter concludes and justifies with
its primary and secondary data analyses that tribal tourism development is a
tool for their economic and social development but their religious and social
fairs are the strongest instrument for their overall development. Through
these fairs, their handicrafts, customs and rituals, cuisines, attires, and other
articles could be exhibit and sell to a large number of people. This way,
they will not feel as commodity or strange. The State Government and local
authorities need to make new policies and planning to highlight the said
fairs and festivals of the region. The involvement of more local people and
artists in fairs and festivals will not only support them economically but also
boost up their morale to associate the coming generations with their culture
and tradition. One of the key limitations of this study is not to incorporate
primary data. Thus future studies should cover aspects of religious, social
customs, rituals, and traditions of a festivals and fairs on the context of
effective and useful technology application.
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ABSTRACT

Marriage is one of the most notable moments for humans regardless
of their social status. Stylish, high ended, and expensive weddings
have become a passionate issue in Malay modern society. This study
determines that the ever-growing desires of the 21st-century bride and
groom could be a factor of pricey consumption activities of commodities
and services to fulfil the dream wedding, brides are highly desirous in
realizing their unique wedding dreams caused the waste of money. The
traditional way in planning and executing a wedding ceremony that used
to be anchored in religion and frugal value is currently facing massive
challenges due to the trendy and high-cost wedding dream concept. The
modern Malay community facing a wedding expenses issue following the
existence of various new kind of preparations, including the demand of
customer wants, needs, and trends. Thus it could influence the managing
of expenditure by not prioritizing matters that might be the source of
expenditure.
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5.1 INTRODUCTION

Events are generally known as moments that happen or take place especially
with one or more important reasons or celebrations. Events are mostly a planned
public or social occasion. There are various types of events that have been
determined and can be found in this whole wide world such as conferences,
seminars, meetings, team building events, incentives events, dinners, trade
shows, press conferences, networking events, opening ceremonies, product
launches, theme parties, trade fairs, shareholder meetings, award ceremonies,
birthdays, festivals, weddings, and many more (Bowdin, Allen, O’toole,
Harris and McDonnell, 2012).

A wedding is a ceremony where or a couple of people are united in
marriage. Wedding traditions and customs vary greatly between cultures,
ethnic groups, religions, countries, and social classes. There is a specialist or
a specific organizer for weddings who is called a wedding planner. Wedding
planner is a professional event consultant who would offer to assist bride-
grooms-to-be with the design, planning, and management of the weddings
according to the package chosen. Weddings are significant and memorable
events in people’s lives and due to this reason, couples are often willing to
spend considerable or a big amount of money to turn their dream weddings
into reality (Husin et al., 2018).

Modernization has come across all aspects in life including marriage in
this millennial era. Most of the people in these days tended to have their
wedding theme slightly or more different apart from their original culture,
influenced by social media or circles where they find it is “rare” to have such
wedding. Many wedding planners nowadays have the capability of realizing
their clients’ dreams, even, offering more packages to fulfil the desire of
having a modern wedding (Khairuddin, 2016).

Wedding services were described as part of the consumption activities
carried out by the middle class in urban areas as Fatimah Abdullah (2009),
but now the culture of consumption and the use of these commodities and
services has transmitted to the bridal couple from the low-income family. This
situation proves that there has been a high level of taste among the bride’s
informants in fulfilling the form of their dream wedding. An important factor
affecting the use of goods in capitalist society is the production of new goods
referring to the struggle for good standing (Hirsch, 1976). This causes the
subordinate social group to endeavor to have certain goods in order to pursue
the upper class but at the same time the upper group will continue to invest
in order to possess certain goods to reinforce the existing social distance
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(Feathersone, 1991). In this context, knowledge of new items, social values,
culture, and how to use them becomes very important.

The rising of various modern wedding trends in Malaysia has gone
more or slightly astray from the traditional concept of Malay weddings.
Also, to analyze how the dream wedding desires would affect the value
of traditional weddings to realizing them. Trends will somehow affect the
actual culture, but the value of a culture must be kept and preserved despite
that it is adaptive. Hence, wedding planners need to amend the concept
carefully according to the modernization yet, the preservation of cultural
values are not to forget. We will also be identifying the types of wedding
packages that are available and used by the majority of newlywed bride and
grooms (Khairuddin, 2016).

Nowadays, trends have been leaving more and more impacts and
influences in wedding planner market of concepts. The wedding planner
must compete in parliamentary procedure to remain profitable. Nowadays,
with the increasing recognition of the importance of customer retention
and loyalty, companies now understand the importance of their assistance.
Nowadays, the dream weddings of every Malay couple is very diverse and
different from the traditional Malay wedding. Obviously, the perception of
society toward the wedding is changing according to the season; previously
where a person plays a role in controlling a wedding party, now, the ringgit
becomes a bet for the occasion. The concept of simplicity has been ignored
to keep the name and status in society (Khairuddin, 2016). This research
problem in relation with the modernization of Malay weddings is that it
disrupts a few factors such as the cost of weddings planned out by wedding
planners (Suraya, 2016). The modernization of Malay weddings has pulled
apart the traditional cultures when it has been affected by modern cultures
in time to come. The aims of this study are to understand the effects of
modernization on Malay weddings, to determine the ever-growing desires of
bride and grooms in the 21st century, and to examine why Malay wedding
traditions have evolved into a modernized version of what it is today.

5.2 IMPORTANCE OF THE CHAPTER

The importance of this chapter is to know how modern trends have affected
Malay weddings. These days, there are various wedding trends in the
industry that are competing. Marriage is the Rites de Passage for most people
regardless of their social status. However, costly wedding ceremonies have
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become a heated issue in Malay contemporary society. This chapter examined
how bridal wedding desires were heavily influenced by pricey consumption
activities of marketed commodities and services to be fulfilled. The Malay
brides were highly desirous of realizing their unique wedding dreams, which
were entrenched in heavy, overt consumption of commodities and services
provided by the modern wedding industry players. This means that the
traditional wedding ceremony that used to be anchored in religion, customs
and frugal attitudes is facing tremendous challenges due to the prevalence
of the new market and consumption-driven wedding dream concept, and
that this phenomenon is rendering contemporary Malay Wedding ever more
costly.

The chapter identifies how to overcome the changes against the tradi-
tional Malay Wedding culture and at the same time, understand why it has
evolved from a traditional Malay Wedding culture to a modernized version
of what it used to be and what it currently is now. And to highlight how bridal
wedding desires were heavily influenced by pricey consumption activities of
marketed commodities and services to be fulfilled. Along with keeping three
aspects in mind that are the Wedding Attires, Wedding Rituals, and Wedding
Packages.

It is very important to know how modern trends have affected Malay
weddings. These days, there are various wedding trends in the industry that
are competing, and how bridal wedding desires are heavily influenced by
pricey consumption activities of marketed commodities and services to be
fulfilled. There are several key terms used in this chapter such as consumerism,
Malay wedding ceremony, modern brides, Rites de Passage, wedding dream,
wedding products, services, and finally, modernization. Modernization has
overcrossed boundaries across all aspects in tradition; in this case we will be
specifying the “Effects of Modernization on Malay Weddings.” The majority
of people these days tend to have their wedding themes in a wide scale of
difference or “upgrade” from their original culture that is heavily influenced
by social media and the public. Wedding planners in this 21st century have
developed the capability and variation of realizing their clients’ dream
wedding and thus offering more packages to fulfill the desire of having a
wedding in a unique modernized aspect.

5.3 MODERNIZATION

Modernization is a global phenomenon. It has altered many phases of
lifestyle and yet, the culture that has long been practiced and ritualized
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by the Malay community that includes certain aspects of Wedding Events
should be preserved. This research that we have carried out brings focus
and sheds the light on the effects of Modernization on Malay Weddings
specifically at Mahligai Creative Weddings and Laman Kayangan, Shah
Alam in the possibilities and hopes of understanding the position that
newlywed bride and grooms of this modernized era; and understand why
Malay Weddings have evolved into a modernized version of what it is
today.

An event functions within society purposely to share the joy of
celebrations and declare identities with others. According to Raj (2009),
events have played an important role in portraying cultures and contributing
a major part in economic development. Social and cultural requirements are
fully accepted by citizens, as well as the production of economic welfare
because such cases will grasp attention to various people from a various
foreign region, local citizens, and many more (Raj et al., 2002). For instance,
global joint ventures can also be shown through events on both local and
international scales. Event planning is meant for determination. Events were
created from individual and community initiatives back then, meanwhile,
these days the event management is commonly operated by entrepreneurs
and professionals from the event industry for the only reason that events are
purposeful, organized for specific goals, and probably a high chance of risks
to be assigned to the nonspecialists (Bowdin et al., 2012).

An event can be defined as a public assembly for the purpose of
celebration, entertainment, education, marketing, or reunion. Getz in his
book Event Management and Event Tourism (1997) stated that events are
temporary occurrences, either planned or unplanned, and they usually have
a finite length that is normally fixed or publicized for planned events. They
can be classified or organized in different ways based on their size, form,
and content. Examples of the various types are special events, hallmark
events, mega events, community events, sports event, and many more.
Different typologies of events have been established worldwide depending
on the purposes of events. Events have been part of any nation’s culture
and traditions (Raj, 2009). These groupings seem to be appropriate as they
encompass all sorts of events and allow the researcher to give the audience
a more specific, categorized overview of events (Arcodia and Barker,
2003). Furthermore, to the local people, they can learn more about their
own identity in-depth as well as boost up their sense of pride (Raj, 2009)
(Figure 5.1).



92 Event Tourism in Asian Countries

Typologies of Events

FIGURE 5.1 Typologies of events (Raj et al., 2009).

Community events are known to be laden with traditional and cultural
elements. A wedding is a ceremony and associated rituals by which
two people vow to spend their lives together in marriage. The wedding
ceremony, for example, is among the most significant and fundamental
of the religious and sociocultural traditions and events. According to
Sneizek (2005), the wedding ceremony involves processes, procedures, and
substantial number of meanings that are significant toward forging social
community relationships and bonding. Shone and Parry (2004) argued that
weddings can be the most complicated events to organize as they involve
family and friends a wide range of inspection and repair-related activities
ranging from catering to entertainment as easily as the formal aspect of the
wedding itself. Planning a wedding calls for multiple tasks and times that
may be intertwined in ways that realize both their means and their carrying
out extremely complex (McKenzie and Davies, 2010). However, the day of
the actual event may consist of the wedding ceremony itself followed by
a reception and buffet planning may take several months and affects large
numbers of people (Shone and Parry, 2004). Because of such complications
and due to the growing length of days, size of budgets, widened scope, and
limited time availability, people are turning to event planners to coordinate
this important milestone (Goldblatt, 2005).

Modernization through its elements namely social advancement and
trends gradually alter the practices in one of the most popular Malay social
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events that is wedding as modernization gradually touches the periphery
of rural area, the axis which discerns between urban and rural is becoming
fader. In the midst of modernization, the dream weddings of every Malay
couple are diverse and different from the traditional ones and the perception
of society toward the wedding change according to the season as now the
wealth becomes a bet in order to execute the occasion successfully instead
of the role of key people in the weddings (Khairuddin, 2016).

5.3.1 WEDDING ATTIRES

The theme of marriage refers to the identity or certain elements chosen by
the couple for their wedding ceremony. Krishnan (2008) mentioned that the
theme can be created like other community; for example, western, Japanese,
Minang, Javanese, and so on; colors with the use of one or a combination of
two or three colors; environment such as garden wedding and so on, all of
which rely on the bride’s brilliance to create the atmosphere of their unique
wedding ceremonies and to make it memorable; not only to the couple but
also to the guests (Otnes and Pleck, 2003; Dee, 2006).

The main purpose of selecting and using the concept and color of the
theme in their wedding ceremony is to make the wedding look more beautiful
and interesting, following the current trends, and to obtain uniqueness and
differs their big day from others. In the context of this chapter, the use of
concepts or themes of weddings indirectly affects the overall structure of a
wedding, especially in terms of commodities and materials to be used. This is
because all sorts of commodities and services in a wedding ceremony must be
in line with the “requirements” of the concept or theme that has been chosen.
The more complex and sophisticated the concept or theme chosen, the higher
the cost the couple will have to bear for the necessary goods and services.

5.3.2 WEDDING RITUALS

The choice of lifestyle could differentiate and classify the “taste of choice”
of an individual. A high percentage of the respondents said they tend to
choose branded goods due to the influences of their peers especially to avoid
the feeling of “inferior and shame” (Rokiah Ismail, 2003). The inseparability
of concept or “theme” and weddings is since both are embroidered to each
other in the implementation of the wedding events in Malay community
these days and the usage of highly costly and branded goods in weddings are
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following the currents standards. The dream and desire to use commodities
or services is essentially created, formed, and in the end, it is developed
socially in the modern Malay community. The more complex or high-end
concept of the wedding theme, the brides and grooms will have to bear the
higher costs to get the necessary commodities and services that suits chosen
concepts and themes.

5.3.3 WEDDING PACKAGES

Wedding packages are one of the most important commodities in today’s
weddings as most wedding commodities such as the complete set of seals
including bridal beds, chandelier lamps, and decorative ornaments, bridal
room decoration, make-up and grooming, and the entrance arch have been
assembled under one package and at a certain price offered by the wedding
boutiques in accordance with the budget allocation. Khairuddin (2016)
stated that the choices of wedding packages from his informants based on
the perfection of existing wedding commodities, according to the chosen
concept or theme and the commodities and services required for their
wedding receptions. In addition, the selection of wedding packages under
the same boutique also indirectly help them to save their time, energy, and
money as all the necessities for their wedding ceremony they find under
the same roof and source. The findings show that expensive price factor
is not a barrier for informants to cater their desires as they have provided
enough budget allocation to ensure that their wants and needs are fulfilled.
Obviously, they are willing to spend a huge amount of money to achieve
their desires and thus to satisfy them.

5.4 CONCLUSION

Marriage can be considered as one of the most memorable and happiest
moments in a person’s life. Hence, the desire to have a beautiful, grand, and
a lively wedding is indeed a must. Although the current weddings are still in
place to meet religion and cultural demands, at the same time it is also being
implemented in order to fulfill the dream weddings through consumption
on the commodities and wedding packages and services provided by the
events industry. Desire and dreams are a form of personal development that
has sociological dimensions and social identity created or extracted through
experience, reading, and advertising and so on from various media to the
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point that the consumption of commodities and services is considered as
a standard. In making sense, the consumption pattern is considered as a
symbol of relationship and individual’s responsibility to fulfill it as a symbol
of status and identity (Gell, 1986). Identity is important to emphasize “who
you are” and it could be constructive and dynamic. It can be related to such
factors, relationship, power, class, gender, and education level. In the context
of this research, personal identity and dreams are formed and influenced by
new culture intermediaries, especially magazines.
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ABSTRACT

Events are considered to be integral parts of global tourism and currently they
are experiencing massive turmoil in the form of cancellations or postpone-
ments thanks to the recent outbreak of the coronavirus disease (COVID-19)
which has been declared as a pandemic of the 20th century. Despite its multi-
faceted nature, the implications of COVID-19 on various events have been
understudied thanks to the novelty of the severe acute respiratory syndrome
coronavirus 2 (SARS-CoV-2). This paper undertakes a systematic review of
scientific literature to discuss the recent developments in various global events
amidst COVID-19 and the implications of the disease on event management.

6.1 INTRODUCTION

Travel and Tourism is considered as a sunrise industry that accounted for
10% (8.9 trillion US$) of the global GDP, 330 million jobs (one in every ten
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jobs), 6.8% (1.7 trillion USS) of total global exports, and 4.3% (940 billion
USS$) of total investments in the year 2019 (WTTC, 2020a). Events constitute
a critical part of tourism systems as they function as major elements both at
the origin point (events as push factors to travel) and at the destination point
(event as a pull factor) in the marketing and development of the destination
(Getz and Page, 2016). Events show a wide spectrum of types based on its
nature, size, professionalism, and volume (Bouchon, Hussain, and Konar,
2017). In recent times, many tourism service providers and organizations
are specializing in organizing and conducting special events like community
fairs and local festivals, thereby attracting local communities and visitors
while providing social and economic benefits to the local communities (Getz,
2005, 2008; Hanrahan and Maguire, 2016; Maguire and Hanrahan, 2017).

With the advent of 2020, the travel and tourism industry has experienced
massive turmoil in the face of a never before health emergency, that is, the
COVID-19 outbreak across the globe (Barua, 2020). The impacts of this
unparalleled disease on the travel and tourism sector are unprecedented and
fast-changing in nature (UNWTO, 2020). It is believed that the tourism
industry is going to be the hardest-hit industry in this pandemic scenario with
negative impacts spread on to both demand and supply of tourism products
(WTO, 2020). It has been estimated that the travel and tourism sector will
take a dip of 20%—30% in the international tourism arrivals (UNWTO, 2020)
and a loss of 50 million jobs throughout the global industry (WTTC, 2020b).
Consequently, the recent outbreak of COVID-19 has had devastating effects
not just on the tourism industry, but also on events all across the world
(Gautret et al., 2020). May it be the postponement of the Summer Olympics
in Tokyo and the Cannes Film Festival or the cancellation of Wimbledon
in the UK and Metropolitan Opera in New York, the impact of COVID-19
was all-prevailing with multifaceted socio-economic and geopolitical
implications (Chin, 2020; Garcia et al., 2020).

Though literature concerning tourism or destination management in the
context of an infectious disease outbreak is in plenty (see Chen et al., 2007;
Dwyer et al., 2006; Gossling, 2002; Gu and Wall, 2006; Hall, 2011; Hall et
al., 2004; Hodges and Kimball, 2012; Rossell6 et al., 2017), only a few of
them deal with the management of events in the infectious disease outbreaks
(Baker, 2015; Memish et al., 2014), Further, the severity of COVID-19
is unparallel and superior when compared to the outbreaks of other
coronaviruses like SARS and MERS (Mahase, 2020; Sun et al., 2020). Due
to these multifaceted implications, the current situation demands a special
investigation into the various ways in which COVID-19 has impacted the
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aspect of event management, to prepare well and mitigate any potential risk
to the audience or organizers in the post-COVID-19 period.

The current work has attempted to fill the above-mentioned gap by
performing a systematic review of the literature of the works concerning
COVID-19 and event management. The study discusses two major aspects of
event tourism. In the first section, an overview of the status of events tourism
before COVID-19 has been briefly discussed. The question of why events
remain as a critical factor in the context of COVID-19 has been narrated as
the second objective. The third objective deals with the assessment of the
impacts of COVID-19 on tourism and events.

6.2 REVIEW METHODOLOGY

Given the novelty and unprecedented nature of COVID-19, research articles
discoursing the impact of COVID-19 on events are scarce. Therefore this
study can be classified as exploratory research. Due to the scarcity of
scientific works on the said subject, the authors of this paper have taken
cues from “gray literature,” which includes unpublished studies and studies
published outside widely available journals (Conn et al., 2003, p. 256) and
are rich sources of information. In this context, to make the study more robust
searches with the same predefined parameters were conducted to trace out
the Government and international agency reports, press briefings, preprints,
newspaper articles that dealt with the aspect of tourism event management in
the context of COVID-19. Thematic content analysis was performed on the
sources of data collected through searching the keywords on academic and
general search engines. Following the tracing of the themes, the draft of the
paper was designed and grammatical and typographical errors were rectified
by reviewing by each author.

6.3 STATUS OF EVENTS BEFORE COVID-19 PANDEMIC: AN
OVERVIEW

Events are considered essential motivators in the tourism business and they
play a major role in the marketing and development of a destination (Getz,
2008). According to Salem, Jones, and Morgan (2004, p. 19), events are “a
unique blend of activities, which are the tools for achieving the overall event
aims and satisfying customer needs.” However, Brown and James (2004)
argue that the definition of events varies from one textbook to another. Van
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der Wagen (2007, p. 5) opines that the event can be best described as: “An
event is generally a complex social endeavor characterized by sophisticated
planning with a fixed deadline, often involving numerous stakeholders.”

Events Tourism is registered as the fastest growing sector in the tourism
industry and currently undergoing a dramatic change due to the sudden
outbreak of COVID-19. Events play a crucial role in the development of
the tourism industry and economic benefits (Seraphin, 2020). Every year,
a large number of attendees participate in events that contribute to the
promotion of the destination, cultural awareness, employment opportuni-
ties, and economic growth (Lee et al., 2013; Lee et al., 2017). As per the
study by Oxford Economics (2018), the annual participation only in busi-
ness events alone was around 1.5 billion visitors worldwide while the share
of the global event industry in the global GDP was 1.5 trillion USD with
direct and indirect spending constituting a staggering figure nearing 2.5
trillion USD. The global event industry also provided direct and indirect
employment opportunities to 26 million peoples (Gdssling et al., 2020;
Ozili and Arun, 2020). Festivals make a huge contribution and act as an
integral part of the tourism industry in different ways, including tourism
promotion and cultural offering (Rowen, 2020; Sigala, 2020). Festivals are
divided into varied ranges such as food festivals, theater, dance, music, and
art. Music events of the United Kingdom contribute £17.6 billion to the
economy of the nation and recorded a hike of 22% in the last 2 years and
57% interested in participation in tourism activities (Bas and Sivaprasad,
2020; Davies, 2020).

6.4 EVENTS AND COVID-19: EXPLORING THE LINKAGE

On December 31, 2019, a case of pneumonia with unrecognizable cause
was detected in Wuhan, the capital city of Hubei province, and reported
to the country office of the World Health Organization (WHO) in China
(WHO, 2020c). By January 3, 2020 44 patients with similar symptoms were
reported to the national office in China and on January 5, 2020 the news of
disease outbreak was flashed on the WHO website (WHO, 2020b). Within a
month of its detection, WHO flagged the disease outbreak as Public Health
Emergency of International Concern on January 30, 2020 (WHO, 2020c)
and on February 11, 2020 the disease and the virus causing the disease was
officially named as COVID-19 and SARS-CoV-2, respectively (WHO,
2020a). By March 11, 2020, the world witnessed the COVID-19 outbreaks
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in 114 countries and given its outreach. WHO characterized COVID-19 as
a pandemic (WHO, 2020d). The disease is having a catastrophic effect on
varied spectrums of economic activity and in particular on global tourism.
With massive changes in work-life patterns, this pandemic has been
promoting an environment of the biggest depression of the 1930s (Rappeport
and Smialek, 2020, April, 14).

As the biggest pandemics of the 21st century, the COVID-19 outbreak
has had catastrophic impacts on almost all spheres of economic activity
(Fernandes, 2020; McKibbin and Fernando, 2020). Global events as one of
the crucial wings of tourism have been among the hardest-hit sectors (Ahmed
and Memish, 2020; Ebrahim and Memish, 2020; McCloskey et al., 2020). The
massiveness of the events in terms of the volume, size, and scope makes them
a potentially easy target for not just COVID-19, but also any infectious disease
outbreaks. Events suffer from the innate disadvantage of higher vulnerability
to internal or external disturbances meaning any small disturbance in the
internal and external environment causes catastrophic impacts on any event
no matter how neatly the action plan for the event is designed. For example,
the Hajj pilgrimage conducted annually in the Kingdom of Saudi Arabia.
Even if being the biggest mass gathering annual event in the world, Hajj has
been experienced major disturbances not just by COVID-19 outbreak but also
by the outbreak of SARS, the rift valley fever (RVF), HIN1 pandemic, Ebola,
MERS and Zika (Ahmed and Memish, 2020).

Furthermore, events are considered as one of the biggest sources for
transmission of infectious disease (Ishola and Phin, 2011). Therefore cancel-
lation or postponement of the events is always considered as the preferred
decision when it comes to a pandemic situation (Ahmed and Memish, 2020;
McCloskey et al., 2020). Events and festivals, conducted without any proper
regulation can become “super spreading” events. In the recent past, India
experienced a sharp surge in the number of COVID-19 infections thanks to
the lack of measures taken at religious congregation like Tablighi Jamaat
(BBC, 2020).

6.5 COVID-19 AND EVENTS: IMPACTS AND IMPLICATIONS

Amidst the COVID-19 crisis, immediate restrictions were imposed by
the government on travel activities and event gatherings. This resulted in
irreparable loss to the events tourism sector. According to a report by OSAKA
(2020), Meetings, Incentives, Conferences, and Exhibitions events which play



102 Event Tourism in Asian Countries

a crucial role in the economic growth registered unprecedented cancellations
and postponement of events. Almost all events were canceled and postponed
by the organizers as per the guidelines announced by the government—
exhibitions, concerts, conferences, sports events, marriages, and trade shows
(Gossling et al., 2020; Ozili and Arun, 2020). All kind of events across the
world whether cultural, business, sports or mega events like Olympic 2020,
Indian Premier League (IPL), IIFA 2020, ITB-India, India Fintech Festival,
Ultra Festival, Goa Fest, FDCI India Fashion Week, Marathon, META Theater
Awards, E3, SXSW tech event, and many more have got affected due to the
pandemic (Gossling et al., 2020; Ranasinghe et al., 2020).

Mega events not only have a mass popular appeal but as well as boost
the tourist expenditures, provide income sources, and employment. The
event provides a platform for promoting and creating awareness regarding
the host region. COVID-19 leads to the postponement of two mega events
in the world, that is, Olympics 2020 and EURO 2020 Union of European
Football Associations (Ludvigsen and Hayton, 2020). Many global events
are delayed or canceled due to COVID-19 and few of them are Singapore
Airshow 2020, IT and CM China and CTW China, International Exhibition
Logistics Associations, National Association of Travel Agents Singapore
(NATAS), and ISPO Beijing.

According to Event and Entertainment Management Association,
COVID-19 has adversely impacted the events industry in India with
incurred losses of Rs. 40,000 crore and estimated approx. Rs. 3000 Cr
impact in the first two months based on 100 MSMEs survey projection
(reported by Javeri, 2020, June 25). According to the recent release, the
event industry is expected to bear a loss of approx. Rs. 20,000 in the first
quarter of the financial year 2021 and the industry has planned to postpone
events till the third or fourth quarter of the year 2020. If extend to another
quarter then events will be canceled for the particular year (Mahendra,
2020, April 10). The impact of Covid-19 disease on sporting event is
unprecedented and uncertain. The world never experienced a pandemic
of this scale in the century (Ludvigsen and Hayton, 2020). To mitigate the
chance of shut down or collapse, event industry may lay off employees or
deduct salaries.

The outbreak of COVID-19 has knocked down the event industry around
the world. There is a long list of events for which attendees congregate as
participants or spectators in the event. A few of the major events have been
categorized into five segments and the impact of COVID-19 on each segment
has been discussed below (Table 1).
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TABLE 6.1 Impact of COVID-19 on Major Events Across the Globe

Type of Name of the Event Hosting Country Status
Events
. 2020 Geneva Motor Show Switzerland Canceled
%0 Google I/0 California, United States Canceled
§ ITB Berlin Germany Canceled
2 London Book Fair United Kingdom Canceled
S 2020 North American International Auto Michigan, United States Canceled
% Show
8 St. Petersburg International Economic Russia Canceled
S Forum 2020
E Wikimania 2020 Thailand Postponed
Computex 2020 Taiwan Postponed
Christian Holy Week events in Rome Italy Canceled
Easter fires Multinational Canceled
Umrah pilgrimage Saudi Arabia Canceled
‘§ New Orleans St. Joseph's Night and Parade Multinational Canceled
9 Holy Week in Spain Spain Canceled
§ Vesak Thailand Canceled
:;EO Buddha's Birthday Multinational Canceled
= Etekaf and Mid-Sha 'ban Iran Canceled
Passion Play of Iztapalapa Mexico Moved to
undisclosed
location
2020 Arctic Winter Games Yukon, Canada Canceled
Monaco Grands Prix Monaco Canceled
@ 2020 Rome Marathon Italy Canceled
§ 2020 Summer Olympics Japan Postponed
P 2020 FIFA U-20 Women's World Cup Panama Postponed
§ La Liga Spain Suspended
2 2020 Indian Premier League India Postponed
44th Chess Olympiad Russia Postponed
2020 PGA Championship California, United States Postponed
- 47th Daytime Emmy Awards United States Postponed
-1-: é 55th Academy of Country Music Awards Nevada, United States Postponed
E E Cannes Film Festival France Postponed
= L.A. Screenings California, United States Canceled
6 g, 36th ASEAN Summit New Zealand Rescheduled
E = 2020 Indian Rajya Sabha elections India Postponed
§~ E 2020 United Nations Climate Change Scotland Postponed
3 = Conference

Source: Authors’ own work.
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6.5.1 IMPACT ON BUSINESS/CORPORATE EVENTS

Business and corporate events have a substantial share in the tourism industry.
Business events need a wide range of facilities like convention and exhibition
centers, different range of hotels with banquet facilities, and several private
and public amenities. Globally most of the business events occur at the city
level because of service availability (Getz, 2004). The corporate events
have been largely affected by the COVID-19 as almost all services have got
hampered because of the precautionary measures taken for the pandemic.
Governments worldwide have banned international and domestic travel and
halt on mass gathering as the first action when COVID-19 declared as a
pandemic (Jamal and Budke, 2020).

The renowned global events having enormous tourism potential have
seen an uncertain situation and some of them get canceled as well. Though
the financial losses are irreversible, the decision is appreciable on account of
the saving of mankind. One of the leading travel and trade show ITB Berlin,
2020 was canceled due to the rapid spread of the COVID-19 (ITB Berlin,
2020, February 28). ITB Berlin is a major tourism corporate event with
10,000 exhibitors from over 180 countries and expected more than 160,000
visitors (ITB Berlin, 2020, February 28; TTR Weekly, 2020, February 29).
Though the business firms, ticket buyers will get a refund, it is a massive loss
for the organizers as well as the business firm who expected a bunch of trade
from the event.

Some of the large technological business meets and conferences also
canceled in the due course of COVID-19 situation. The Google I/0 devel-
opers meet was scheduled in May was canceled by the authorities (Google,
2020; Warren, 2020, March 3). The Mobile World Congress (MWC) one of
the biggest events that were planned in Barcelona in February also canceled
for the same. The MWC a mega event for partnership, deals, and product
launch was expected more than 1200 mobile companies across the globe,
with thousands of gathering (Warren, 2020, March 3). Prioritizing the
health and safety of the concerned people Facebook also canceled its event
developer conference F8. An annual event running since 1988, the Game
Developers Conference has been postponed to the next year (Farokhmanes
and Statt, 2020, February 28).

One of the largest book fairs, which would have celebrated its 50th
anniversary this year, the “London book fair” was canceled over the
COVID-19 outbreak. The book fair gathers more than 25,000 numbers of
people including the publishing industry to promote, sell, and negotiate their
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products (BBC, 2020, March 4). Some other book fair events like Paris book
fair, book fair in Germany faced the same while Bologna book fair in Italy
was initially postponed to May but in later situation organizers called off
the event (Nawotka, 2020, March 11). The publication industry faces the
indirect impact of the COVID-19.

6.5.2 COVID-19 AND RELIGIOUS EVENTS

COVID-19 pandemic has had a devastating impact on religious festivals
across the world. However, as religious events are celebrated only on a fixed
date of the year, postponement or cancellation was mostly no option for poli-
cymakers. While many religious events were celebrated with minimum devo-
tees, others were celebrated in a secluded environment. Below, the impact of
COVID-19 on some of the major religious events has been discussed; Hajj
is considered as the fifth pillar of Islam religion. In this annual pilgrimage in
the month of Ramadan, millions of Muslims around the world visit Mecca
and Medina pilgrimage. Hajj is mandatory for Muslims to visit once in a
lifetime (Abuznaid, 2006). In 2019, around 2,400,000 pilgrims congregated
at Hajj. The COVID-19 crisis has adversely impacted Hajj pilgrims this year.
As per the guidelines set by WHO, restrictions are imposed on event gather-
ings. In consideration of the COVID-19 impact, UMRAH and the ministry
of Hajj announced strict precautionary measures for Hajj Pilgrimage 2020.
The Ministry of Hajj and UMRAH had also imposed limits on the pilgrim
allowed in the premises, that is, only 10,000 Saud Arabian pilgrims while
pregnant, older, and sick pilgrims were advised for not attending the congre-
gation (AFP, 2020, July 30). As per the guidelines all the mandatory measures
were taken care of like COVID test before arriving Mecca, quarantine after
attending the hajj, regular sanitization of premises, and maintenance of social
distancing. As per the new normal of the current situation, a kit having all
necessary items was provided to every pilgrim.

The Islamic spiritual event Itikaf is especially known for the seclusion
in the mosque during Rajab month. The event believed that it purifies heart,
repent, and provides opportunities to work on self-improvement. However,
the official announced the cancellation of Ttikaf this year due to the COVID-19
outburst (Khamenei, 2020, March 9).

Similarly, after the permit of the Supreme Court, Jagannath Rath Yatra
was commenced midst COVID-19. The holy festival is connected with the
beliefs and faith of thousands of people across the world. The Rath Yatra was
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allowed by Supreme Court with the strict guidelines and measure as only
500 peoples were allowed to pull the gigantic chariot of Lord Jagannatha,
Balbhadra, and Subhadra. Millions of the devotees take a glimpse of the holy
event on television (Sharma, 2020, June 24)

The Holy week is event is a blend of mourning and joy both, which is
mostly celebrated by Christians worldwide. Due to the outburst of COVID-19
and imposed restrictions on the mass gathering, Holy week was celebrated
without attendees. As per the past events, Holy week drew 10,000 attendees
but this time coronavirus came into existence. Hence, it becomes necessary
to take needed measures (Burke, 2020, March 14).

New Orleans parades were known for their unique culture. The COVID
pandemic and shutdown had a major impact on the annual mega-events
like St. Patrick’s Day. 34th Joseph St. Patrick Parade was canceled because
of COVID. Many events of New Orleans got affected due to the sudden
outbreak epidemic. A large number of workers working in the hotel lost
their jobs and as per the estimated the budget deficit for next year was $100
million (WDSU Digital, 2020, March 10).

The COVID-19 led to the cancellation of events like Parade and incurred
the loss. As per the earlier records, Holy week contributes around 1.3% to
GDP, while the expenses incurred in Holy week were 9 million and generated
around 400 million in return. The events suspended were Andalusia, proces-
sional parades, La Linea e la Conception, Castilla Y Leon. Semana Santa
(Holy Week) is among the big businesses which contribute to economic
development as well. The study revealed that the suspension of festivals and
events could cost more than €102 to the Malaga economy.

The annual event Passion Play of Iztapalapa is celebrated during the Holy
Week and held in Iztapalapa borough of Mexico City. It is one of the oldest
and elaborate passion plays in Mexico and covered by media. About 3 to
4 million spectators are drawn by these plays. After the COVID-19 crises,
the Mayor of Iztapalapa declared to cancel the open space play of Passion
of Jesus Christ and announced to celebrate the Passion Play in close space
with minimum involvement and stream on televisions and social network
platform. The commercial activities fairs and pilgrimage had also registered
the adversely hit of COVID-19 (Redaccion, 2020, March 17).

For more than 1000 years, Holy Fire is celebrated in Jerusalem and
symbolizes the “Jesus” resurrecting. Every year approx. 10,000 Christian
pilgrims assemble and celebrate Holy Fire in Jerusalem. This year the Holy
Fire was celebrated in an unprecedented way due to the enforced strict
restrictions. The virtual platforms like Facebook live and other websites
were used for sermons and Seders to the pilgrims. Not only had the gathering
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registered fall even though the chocolate demand also recorded a decline.
Every year Belgium noticed a hike in chocolate demands during this week
but this time coronavirus hit harder to the Belgium confectioners (Report,
2020, March, 21).

Keeping in mind the increasing cases of COVID-19, the upcoming Vesak
event was canceled by International Council Vesak. United National Day of
Vesak event is an international event and commemorated Buddha’s birth,
enlightenment, Mahaparinirvana. The 17th United Nation Day to be held in
Thailand in May but later canceled as a precautionary measure (Lewis, 2020,
March 10).

6.5.3 SPORTS EVENTS AMIDST COVID-19

The pandemic has put restrictions on public movements and limited the
functionalities which have affected all sectors including sports. The sports
industry which is estimated at an annual global value of US$ 756 billion is
facing the threat of COVID-19. Economic consequences have been observed
as millions of jobs not only related to sports but several associated sectors
are also at risk in the ongoing pandemic situation (United Nations, 2020).
Likewise, other sports companies and clubs have been exposed to economic
and financial problems that may lead to the shutdown of businesses. In this
pandemic situation, the sports event with no spectators (ghost game) is
losing its credibility as the fan support affect results and generates revenue
for the team as well as for broadcasters (Drewes, Daumann, and Follert,
2020). Few professional sports have resumed including team sports with a
mutual understanding of concerned authorities with permission of national
to regional Governments. The IPL will be played in UAE from September
to November with certain guidelines. On the other side, the cancellation of
IPL tournament could have resulted in a loss of Rs 4000 crores of revenue
for the BCCI (Majumdara and Nahab, 2020).

Certainly, it cannot be recommended to immediately return to the pre-
COVID-19 as the situation may turn to be fatal. Most governments and
sports organizations need to adopt a few measures and WHO guidelines to
effectively manage sports activities. For example, the Australian Institute
of Sport (AIS) in consultation with other institutes and Governments has
developed a framework for rebooting sports in the COVID-19 environment
(Hughes et al., 2020). The AIS framework suggests three levels of activities
with a minimum baseline for different high-performance/professional sports.
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6.5.4 COVID-19 AND AWARD FUNCTIONS

Major global award ceremonies saw a series of cancellations because of
the COVID-19 pandemic. Some of the major award functions have been
discussed below:

47th Daytime Emmy Awards is presented by NATAS to the best US
daytime television for outstanding achievements. Earlier the events were
scheduled on June 12-14, 2020 but later on postponed to June 26, 2020.
However, COVID-19 was the route cause for the postponement of the event.
Finally, on June 26 the results were announced and awards were felicitated
to the winners (Hill, 2020). Similarly, the COVID-19 led to the rescheduling
of the 55th Academy of Country Music (ACM) awards. As earlier, it was
scheduled to be held on April 5 but later decided to postpone. On Sep 16,
2020, Keith Urban will host the ACM awards that will be held in Nashville,
Tennessee (Levenson and Forrest, 2020).

Cannes Film Festival, an annual film festival organized at Cannes, was
announced to be held on May 12—13, 2020 but then postponed due to midst
breakdown of the pandemic (Marshall, 2020, March 19). L.A screening is
another independently developed television markets that attract the promi-
nent T.V program buyer. As per the recorded data, there are about 1500 buyers
from 70 countries for hosting L.A screening in Los Angeles. Nowadays, US
Television distributors are searching for the best alternatives to cope up with
COVID-19 (Videoage, 2020, March 12).

6.5.5 COVID-19 AND GEOPOLITICAL EVENTS

Similar to other events, many geopolitical meetings got suspended amidst
COVID-19 keeping in mind the safety and security of politicians and
bureaucrats. The ASEAN summit was planned to be commenced on April
8-9 but then the members of ASEAN postponed the event to the end of June
2020 (ASEAN, 2020, March 20). The 26th United National climate change
conference, also known as COP26, was to be hosted by Britain this year and
was scheduled to be held in November 2020, but because of the ongoing
COVID pandemic, the date shifted to 1-12 November 2021 (Lawless and
Jordan, 2020, April 1).

There is a further long list of events affected by COVID, but discussing
the impact on every event is beyond the scope of the study. However, there
is one trend that has caught the attention of the authors. When the physical
events have seen a massive downfall in the time of COVID-19, the use of the
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online or virtual medium of events has experienced remarkable growth. The
corporate and academic firms adopted a virtual medium to run the business,
new product launch, and to strive during the global crisis. Some of the virtual
media platforms, as well as mobile applications, have achieved substantial
growth in the last few months. A virtual event platform 6Connex has reached
1000% growth by organizing 52,000 events and subevents in the COVID-19
times (John, 2020, May, 27). YouTube and Facebook are the preferred
platforms for new product launch while other platforms like Google meet,
Hangout, Zoom, WebX are some concurrent meeting platforms that got a
rapid response in the pandemic period.

6.6 CONCLUSION

Events Tourism constitutes the fastest-growing segment in the tourism market
and its growth before the COVID-19 pandemic has been discussed in the initial
part of this paper. In the second part, it is argued that due to their massiveness
and higher vulnerability, events suffer from an innate disadvantage in the
COVID-19 context. Furthermore, events have the potential to become the
superspreading sources of infection if not organized with proper guidelines
and apt measures. Lastly, the impact of the pandemic on various segments
of the events has been discussed in detail. It can be concluded that events
tourism has experienced “never seen before” loss in this COVID-19 pandemic.
While corporate and sports events conceded the biggest losses in the form of
cancellations, religious events were carried out with precautionary measures
and minimum devotees. The status of other forms of events like academic and
award ceremony events in the COVID-19 pandemic have been discussed in
this paper.
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ABSTRACT

The business event industry has grown enormously since the 1980s. Though
the downturn has hit it in national and international economic activity in the
first half of the 1990s, it continues to grow faster than tourism as a whole. With
business tourism, there is a significant financial gain for the host community.
Moreover, business tourists contribute to the host community by exploiting
hotels, restaurants, shopping avenues, and collaborating in different varied
activities. Also, these events bring status and stand for the host destination.
According to United Nations World Tourism Organization for the projection
of long-term tourism, the international arrivals (overnight) rate increased
by an average of 3.5% from 2010 to 2030. The market share of emerging
economies increased from 30% in 1980 to 45.6% in 2018 and is expected to
reach 57% by 2030, equivalent to over 1 billion international tourist arrivals.
World Travel and Tourism Council mentioned in their business travel report
that the total amount spent by business tourists was US$ 1,283 billion and
182 million business tourists travelled worldwide in 2019. Due to such
demand and favorable conditions, several trends can be seen in the event


mailto:Jeetesh.kuamr@taylors.edu.my

116 Event Tourism in Asian Countries

industry including continued growth of the overall industry, boost in fuel
costs affects the travel industry, source of travel planning and purchasing,
development and expense management, geo-tourism, generational shifts,
crises and disaster planning, and family and friends reunion travel. There are
several impacts of the business event industry on the host economies. This
chapter has looked forward as the impacts, particularly economic impacts,
and the suitable model/ways to estimate the economic impacts of business
events. This chapter is helpful for academics as well as for industry personal
linked with business tourism.

7.1 INTRODUCTION

Meetings, incentives, conventions, and exhibitions (MICE) sector has been
identified as a fast-growing segment of the tourism industry in the past
decade. Wootton and Stevens (1995) mentioned that “business tourism
has grown strongly since the 1980s and through the downturn has hit it in
national and international economic activity in the first half of the 1990s, it
continues to grow faster than tourism as a whole.” Hence, this chapter had
been dedicated to research on the business events industry and the economic
value of business events.

Tourism is a significant source of foreign exchange earnings, a generator
of personal and corporate incomes, a creator of employment, and a
contributor to government earnings. It is a dominant international activity,
surpassing even trade oil and made product. Economists study the results
of the tourism industry in the economy. The economic importance of the
tourism industry cannot be underestimated. Besides, Travel and Tourism has
been set for a milestone year as the industry’s total (direct, indirect, and
induced) contribution to the global economy, contributed US$ 8.9 trillion
to GDP and 330 million jobs globally in 2019 (World Travel and Tourism
Corporation (WTTC), 2020).

Business tourism can be defined in many ways, as different authors have
different perspectives on business tourism. Business tourism consists of
business events, including MICE. MICE business has matured, developed,
and reflected the changes of the cordial reception business (Montgomery
and Strick, 1995; Rogers, 2008). It is a vital growing segment in the area of
business. With business tourism, there is significant financial gain for the host
community. Moreover, business tourists contribute to the host community
by exploiting hotels, restaurants, shopping avenues, and collaborating in
different varied activities. Furthermore, being chosen as a conference host
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brings status and stands for the host destination (Rogers, 2008; Kumar and
Hussain, 2013).

Further, the literature supports that the business tourism industry is one
of the critical sectors in the worldwide tourism industry that is growing and
maturing fast. It is the sector that pulls remunerative direct and indirect
revenues for host destinations. Besides, it conjointly creates employment
opportunities and generates exchange. Because of these significant charac-
teristics, the quantity of destinations vying for this young and dynamic trade
is extraordinarily increasing.

7.2 REVIEW OF LITERATURE
7.2.1 MICE INDUSTRY

The MICE Industry, also known as the business events industry, is one of
the fastest-growing types of tourism and is turning into an effective standard
method to regenerate native economies. While adapting to the International
Congress and Convention Association (ICCA) (2012, 2013) concept, tourism
can be divided into leisure tourism and business tourism. Similarly, Haven-
Tang et al. (2007) and Hankinson (2005) mentioned that business tourism
encompasses all visits associated with a tourist’s employment or business
interest like meetings, conferences, and exhibitions. Furthermore, business
is global, whereby every industry/business wants to explore more and needs
to get into new markets. The exhibition is one of the key business events,
whereby companies use the exhibition as a market diversification (marketing
strategy) to exhibit new products and capture new markets.

Therefore the economic importance of business events cannot be
underestimated. Nevertheless, it is quite necessary within the MICE business
to identify the total expenditure from the views of each organizer and
participant. As a result, business events have become key players that attract
businesses. Based on an analysis carried out by the World Travel and Tourism
Council (WTTC, 2020), the worldwide travel and business enterprise trade
grew by 3.5% in 2019, marginally quicker than the global rate in the economic
process, which was expected to be 2.5%.

The year 2019 was another year of strong growth for the global Travel
and Tourism sector reinforcing its role as a driver of economic growth and
job creation. This rate of change means that the travel and business enterprise
trade had been predicted to a total contribution of US$ 8.9 trillion to the
worldwide economy. Besides, when the impact of the broader economy
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on the trade area unit (visitor exports) was taken into consideration, the
travel and tourism industry has injected US$ 1.7 trillion into the worldwide
economy and generated 330 million jobs—or one in ten of all jobs on the
earth (WTTC, 2020). Therefore tourism is a significant driver of growth and
prosperity, and significantly in developing countries, it offers employment to
eradicate impoverishment.

According to United Nations World Tourism Organization (UNWTO,
2013) “tourism includes the activities of persons travelling to and staying in
places outside their usual atmosphere for less than one consecutive year for
leisure, business, or different functions not associated with the exercise of an
activity compensated from the place visited.” Also, based on United Nations
World Tourism Organization (UNWTO) (2019), arrivals of international
tourists in Asia-Pacific reached historically high, which was 348 million in
2018, 7% more than the year 2017. Most destinations posted double-digit
growth, boosted by the healthy development of local economies in the
region. Receipts grew, accordingly, by 7% in real terms to US$ 435 billion
for the year 2018.

On the other hand, ICCA’s (2012) custom-made definition of business
tourism is that “business tourism is providing facilities and services to the big
number of tourists World Health Organization annually attend conferences,
congresses, exhibitions, business events incentive travel, and company
hospitality.” International congress and convention associations additionally
highlight that there is not usually used or universally accepted definition
obtainable for the term business tourism (ICCA, 2012).

Besides, the UNWTO also did not describe business tourism specifically
(UNWTO, 2012). From past literature on business tourism, researchers
represented it by keeping it within its scope of business activities concerning
tourism. For example, Haven-Tang, Jones, and Webb (2007) mentioned that
business tourism consists of all visits associated with a tourists’ employment
or business interest, e.g., conferences and meetings; exhibitions and trade
fairs; and company hospitality and events. Similarly, Hankinson (2005) cited
business tourism as travel-related to group action at conferences, exhibitions,
and incentive events. These previously mentioned ideas are essential to
determine why the UNWTO might not think about it as an entirely business
tourism industry; instead, classified it as a meeting industry.

On top of that, UNWTO (2011, 2012, 2013) defines the conference industry
as avisit with the primary purpose that could be a business/professional schedule
that includes attending conferences, congresses, trade fairs and exhibitions,
and different businesses and professional activities. Furthermore, the term
meeting industry is most popularly applied by ICCA, Meeting Professionals



Business Tourism and Economic Impacts 119

International, and Reed Travel in the form of MICE that does not acknowledge
the economic nature of such business (UNWTO, 2012).

Several studies have commented on the confusion surrounding the
utilization of specific term within the field of business tourism or meeting
trade associated with MICE. Therefore the concept of business events in this
study was derived. The MICE industry is also known as the convention and
meeting industry, where conferences and exhibitions are the most critical
types of business events. Several studies have mentioned that business
meetings always occur for a shorter time or on the same day, so tourists
do not spend much time the local tourism products like hotel/lodging and
F&B (UNWTO, 2006). Besides, minimal data are available for the incentive
group and the organizers (PCOs), which had been very reluctant to provide
data (expenditure). The market is highly monopolistic in competition and has
intense rivalry in the industry. Therefore all the data had been kept private
and confidential (Riandey and Quaglia, 2008; Singer, Groves, and Corning,
1999). Hence, the current chapter elaborated business events from two (2)
dimensional perspectives: Conferences and Exhibitions.

Conferences: It is usually a short duration of gathering for discussing
relevant topics, resolution issues, or only consulting with the individuals
working within the same field. Organizations organize conferences to create a
platform and network for discussion, to require a more in-depth examination
for their industry, to exchange views, to convey vital messages, to dialogue
crucial queries, or to provide subject matter to some relevant areas (Rogers,
2008). Conferences are being organized around different cities, and countries
called rotating conferences and conferences might be managed at similar
destinations called annual conferences. A conference is a meeting activity/
event of individuals, who “confer” a couple of topics of common interest.
It includes the organizer and the attending tourists. The World Health
Organization has organized the event regionally or internationally, private
companies, educational establishment, trade or professional association, and
also the independent attending participants coming from different regions or
countries to participate in the event.

Exhibitions: Events to which businesses send staff to display their product
to potential customers. They attend to shop for and receive professional
information regarding the products being exhibited, mainly straight from the
manufacturers.

An exhibition is a professionally organized event that facilitates the
meeting of buyers and sellers efficiently. An advert exhibition includes trade
fairs, trade shows, or expos that are usually scheduled for a particular interest
or the industry will showcase and demonstrate their latest products, services,
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and examine recent trends and opportunities. It includes the organizer, and
the World Health Organization organizes the event locally or internationally,
which can be a private company or association with independent buyers and
sellers coming from different regions or countries to attend/join the event.

Therefore the business events industry is recognized as a high-yield element
of the tourism industry with direct connections to alternative vital areas, such
as conferences, incentive groups, and exhibitions. It has great potential for
additional expansion (Wooton and Stevens, 1995). Global business events
have contributed US$ 1.07 trillion in terms of direct spending, 26 million
jobs globally and generated US$ 1.5 trillion of GDP in 2017 (Events Industry
Council. 2018). Hussain et al. (2017) reported in their research for the year
2016, an average expenditure per business tourist per event was found to be
MYR 6271 (USS$ 1918), whereas conference delegates and exhibition buyers
had an average spending of MYR 7426 (US$ 2271) and MYR 5114 (US$
1564), respectively. Total direct economic value contributed to the local
economy through the business tourism market in Malaysia was MYR 4.7
billion (US$ 1.44 billion). The overall economic multiplier was found to be
2.1, which accounts for MYR 9.7 billion (US$ 2.96 billion) of total economic
impact (direct, indirect and induced). Research also mentioned about
contribution to employment that one FTE for every MYR 29,806 of total
economic value created 325,437 job opportunities to the Malaysian economy.
In 2014, the business tourist market supported the local economy by MYR
416 million (US$ 127.2 million) of contribution to tax revenue.

7.2.2 BUSINESS EVENTS, SIZE, AND ECONOMIC VALUE

“Business Tourism is concerned with people travelling for purposes which
are related to their work. As such, it represents one of the oldest forms of
tourism, a man having travelled for this purpose of trade since very early
times” (Davidsons, 1994). The tourist who travels for business purposes is
called a business tourist, and according to the standard definition of tourism,
the business tourist has to stay at least one night away from home. Business
tourism is business to business activity. This industry encompasses organizers
and delegates of the conferences, exhibitors, and visitors at the trade fairs
and exhibitions, incentive travels, and individual business tourists.

Cope (2006) claimed that business tourists could be divided into two
categories: individual business tourist and business tourist. Individual tourist
could be the person who is travelling regularly because of his job/employment.
On the other hand, Davidson (2001, p. 73) mentioned that tourists participate
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in occasional group events. Business tourism and the MICE industry are
closely related. Business tourist earns more significant revenue for the host
destinations as compared to other tourism types. Business tourism can be
described from two different perspectives: demand and supply sides (Mc
Niccoll, 2004). Demand perspective looks at the money spent by the inbound
tourists who came for business purpose and supplies side of business tourist
looks into the number of activities and products designed and supplied to the
business tourists.

Swarbrooke and Horner (2001) mentioned that business tourists are the
ones who spend double or triple to leisure tourists and use top-class hotels,
transport, and restaurants during their stay. Furthermore, Swarbrooke and
Horner (2001) elaborated that business tourism works at a high peak in the
winter and usually four days of the week, from Monday to Thursday. MICE
industry extended its business to some sun destination for their off-peak
season. Business tourists have more chances to return in the future for business
or leisure purposes if they enjoy and are satisfied with the destination; plus,
they will do word of mouth to their fellow friends and family, which has
a direct positive effect on the future host destination. Free marketing and
satisfied tourists have become ambassadors for the destination.

Most of the time, all business tourists enjoy the same services and
facilities as leisure tourists. Business tourists spend more than leisure tourists
and sometimes, business tourists become leisure tourists. Business tourists
extend their stay for a few more days at the destination for a holiday, leisure
purpose, pre- or post-event they were participating in. Business tourists also
bring their companion, friend, or spouses for leisure purpose and business
trip. The companion will be accessible during the business events and these
ads on the leisure tourist numbers due to business events. Similarly, the
airlines also used to combine tourists, business, and leisure together, except
charter flights. Hotels also use to accommodate all types of tourists and the
venue, conference halls/building that also can serve different occasions
like one day concert and on another day, the same venue to be used for an
international conference (Swarbrooke and Horner, 2001).

According to the ICCA statistics, 400,000 business events (conferences
and exhibitions) are being held every year with an average output of
USS$ 280 billion. Similarly, the Global Association of Exhibition industry
mentioned that the annual output of the MICE industry is US$ 1.16 trillion,
which includes US$ 400 billion from conferences and US$ 760 billion from
exhibitions. UNWTO (2012) mentioned in their report that by 2030, there
will be US$ 2 billion of new middle-class business tourists available, created
throughout the world and led by India and China.
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7.2.3 SPENDING PATTERNS AMONG BUSINESS TOURISTS

It is challenging to assess real economic impact because there is no standard
method to measure how much a tourist spends, except by surveying detailed
information of goods and services and their prices that the tourist used and
paid (Lovejoy, 2003). Hence, it is significant to survey the actual tourists
who spend. Still, most of the time, tourists spend through different channels
like TSAs or other accounting models, creating an estimate of the sending
directly (Okubo and Planting, 1998). Moreover, literature shows that many
studies have looked into tourists’ spending; however, most of the time,
visitors’ spending is reported in a lump sum—the whole group or per trip
or day expenditure. Chhabra (2002) explained the expenditure pattern for
tourists, where it was found that tourists spent more money on lodging/hotel,
followed by shopping, food and beverages, and travel expenditure.

Meanwhile, Stynes (1998) particularized the technical aspects of
measuring tourists’ spending, primarily focused on collecting data and
accurate visitors data, region/area should be defined clearly, spending area/
categories, and only for visitors to a particular region. Furthermore, Stynes
illustrated that the survey questionnaire should be precise to reduce biases
and recall bias. It is also essential to survey within a few days of the spending;
otherwise, there are chances of recall bias. Many researchers have concluded
that recall bias error occurred due to underestimating spending (Frechtling,
1994; Howard et al., 1991; Stynes, 1998; Stynes and Mahoney, 1989).

As mentioned earlier, business tourists spend almost double/triple
compared to leisure tourists. Therefore, several tourism organizations have
highlighted these high expenditures and intend to revisit a leisure trip to have
a positive economic impact.

Wang etal. (2006) classified the tourist’s expenditure regarding identifying
the major significant factor influencing the expenditure categories. It is
essential to point out the main category—the most spending area by collecting
expenditure data from the sample to understand destination planners’ wide-
ranging understanding. Another study by Brida et al. (2012) stated that
demographic factors (type, age, gender, nationality, economic, purpose, and
social-cultural) also affect tourists’ expenditure. Income level and prices can
be significant factors to determine the demand for leisure tourism. Therefore,
both factors can have a negative effect on business tourism.

Later, it was found by Downward and Lumsdon (2003) and Lehto et al.
(2004) that income is not a significant factor for business tourists, especially
same-day tourist, as most of the expenses done by business tourists are
covered by the company, or the organization they are working for. Hence, it
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is substantial to understand the business tourists’ spending patterns, which
have potential economic benefits rather than leisure tourists. According to
Chi and Qu (2009), tourists’ satisfaction is measured by tourism experience
in the destination. A good tourism experience is significant to influence the
tourists for future purchase and recommendations to their friends (Choi and
Chu, 2001; Yoon and Uysal, 2005).

Furthermore, tourists’ spending consists of pre- and post-business trip
expenditure activities, which are very helpful for planning for the growth of
the business tourism industry. Regular data collection, monitoring activities,
and destination-based surveys every year allow one to keep track of the
time-series data. The most important consequence from the business tourists’
spending each dollar in the MICE tourism initiates the broad, comprehensive
set of economic inter- reactions that influences other sectors for additional
spending in the economy (Lubbe; Douglas; Wieme and Fabris-Rotelli, 2013).

TABLE 7.1 Business Events Activity 2017

Direct Participants Average Direct GDP  Direct

Spending (Million) Spending (USS Billion) Jobs

(USS$-Billion) (USS) (000s)
Global Total $1,071.2 1,520.7 $704 $621.4 10,308
North America $381.0 329.7 $1,156 $221.6 3,234
Western Europe $325.0 4444 $731 $182.5 2,595
Asia $271.4 482.7 $562 $165.1 3,175
Latin America and the $33.0 91.2 $362 $20.6 494
Caribbean
Central and Eastern ~ $24.6 66.0 $373 $12.5 345
Europe
Africa $23.4 80.6 $290 $11.7 328
Middle East $12.8 26.1 $488 $7.5 136
Top 50 countries $1,033.7 1,409.0 $734 $602.3 9,824

Source: Events Industry Council. 2018.

7.2.4 MICRO AREAS OF EXPENDITURE—BUSINESS TOURISTS

There is no standard measure to categorize the exact areas for business
tourists’ spending and the amount. Besides, economic impact studies are
beneficial for future development. Therefore data used in these estimates
must be accurate as a small error can be the reason for a big difference in
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economic estimation (Howard et al., 1991; Kumar and Hussain, 2014).
Earlier, several studies used the self-administrative expenditure survey
to assess economic impacts, but none of the study assigned any specific
category for the expenditure. The expenditure category could vary from 4
to 20. Walsh (1986) mentioned that an increase in the number of a category
would lead to accurate estimation of economic impacts, as accurate expen-
diture data can increase the validity and the reliability of the economic
estimates (Figure 7.1).

*To destination:
Airlines

*Within destination

(-Facilities &
Services
eLocation

Accommodation Transportation

Destination Venues

*Size

*Shopping facilities

eleisure time *Location
opportunities eFacilities
eSupport services *Registration
\_ 4

FIGURE 7.1 Micro Areas of Spending for Business Tourist.
Source: Swarbrooke and Horner, 2001.

An increase in the expenditure category can reduce the response rate
and data accuracy (Walsh, 1996). Surveys with 20 expenditure categories
typically have a small sample size that cannot be explicitly used in the
analysis. Still, it can be used as a cumulative to develop new categories
with a reasonable sample size (Moisy et al., 1990). Literature has proven
that studies with seven expenditure categories represented almost 85% of
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all expenditure in the economy. To measure the business tourists’ spending
in different areas during their business trip, it is essential to know where
tourists wish to spend. Sometimes, tourists can spend unknowingly, which
does not come under economic impact research.

Therefore, Swarbrooke and Hornor (2001) came up with four factors that
influence the tourists’ spending pattern in different areas: environment, location,
experience, and the other aspects where micro expenses can range from 4 to
20. Meanwhile, from the technical point of view, Stynes (1998) considered
that location strongly influences business tourists’ expenditure. Spending areas
can differ from site to site, which can help define the expenditure categories.
As mentioned earlier, including too many types in the survey and measuring
too many varieties can confuse and reduce the response rate (Walsh, 1986).

7.2.5 ECONOMIC IMPACT ASSESSMENT

Han and Fang (1997) stated that tourism is an important economic activity
in most countries worldwide and has a direct economic impact. The tourism
industry has tremendous indirect and induced impacts. An easy way to
summarize all these three impacts is that tourists, participants, delegates in
the restaurants, hotels, or any of the tourism products can be referred to as
the direct effect. Restaurants also buy products, such as vegetables and other
ingredients from other businesses, which can be called an indirect impact.
Meanwhile, the induced effect occurs due to additional income of the
restaurants and hotel employee, and they spend money in the local economy
by purchasing goods and services (Vogelsong and Graefe, 2001; Santos and
Vieira, 2012). Economic impact studies are very beneficial because they
illustrate the benefits of travel and tourism. Several studies for economic
impacts assessment were conducted and varied in the methodological part
of the information level gathered. That is one reason that makes every study
different.

There are different factors for the studies of the economic impact, like
the tourism industry, that is always studied and shows the positive economic
effects of the tourism, but on the other hand, residents always come up with
the negative economic impacts of tourism (Fleming and Toepper, 1990). An
economic impact study can be carried out for a city, region, state, country,
or a particular convention center by surveying the total expenditure done by
the tourists in the area. Studies are instrumental in educating people and in
developing economy. Economic analyses can be used as a planning tool and
policy for the government and private sector to make promotional activities
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and set their goals. An economic assessment identifies the level of contribution
of tourism toward the local economy. It also shows the relationship between
different economic segments. It comes up with the approximate necessary
changes, which can take place in the economy due to existing or possible
available actions. Antigua and Barbuda Tourism Development Programme
(2003) mentioned that the economic impacts of tourism go up due to demand
and supply relationship in the industry. The demand—supply factors influence
the number of visitors, their length of stay, and their expenditure patterns.
At the same time, the economy’s structural characteristics of the economy
and its natural tendency recirculate all those expenditures internally in the
economy done by the tourist. This circulation system is an ongoing process,
so the more rounds the circulation in the economy, the greater the multiplier
effect and the tourism multiplier for tourism spending can be estimated using
ratios (Santos and Vieira, 2012).

Furthermore, Stynes (1997) revealed a variety of economic impacts of
business tourism, tourists’ contribution to sales, profits, job opportunities, tax
revenue, and additional income for employees in the local economy. The most
common direct impacts arise within the primary tourism sectors, like lodging,
restaurants, transportation, retails trade, and amusements. Meanwhile, through
secondary effects (indirect and induced), tourism affects most of the sectors in
the economy. In general, an economic impact analysis of the tourism industry
focuses on the increase in sales, income, and job opportunities in the local
economy (area, and region), resulting from the tourism practices. Also, Jago
(2012) mentioned in a report “The value of business events” for Tourism
and Business Events International for Joint Meetings Industry Council that
benefits for assessing business events are described in two parts:

* Return on investment (ROI) for delegates and their employers
* Other delegates and host destination benefits

ROI is a well-known procedure. It has been used by many industries,
including business events, as it helps to estimate all the benefits for delegates
(attendees) and their employers. Second, ROI also estimates the benefits for
the host destination for hosting and inviting a significant number of delegates
to attend and participate in the event.

7.2.5.1 DIRECT AND INDIRECT POSITIVE ECONOMIC EFFECTS

Direct positive economic impacts are the ones that occur as a direct result of the
travel and tourism activity in a region, such as employment. Indirect positive
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economic impacts occur when residents spend to buy goods and services to
supply travel-related. At the same time, the effects induced include spending of
the resident who gets a job, wages, or salary from the tourism-related activity,
and they spend on their own. Besides, there are some other positive impacts on
the environment/physical, such as constructing new facilities, improving local
infrastructure, and preventing heritage. Concerning residents, an increase in
local pride, community spirit, and awareness increase nonlocal’s perception.

7.2.5.2 DIRECT AND INDIRECT NEGATIVE ECONOMIC EFFECTS

Direct and indirect negative economic impacts lead toward the development
of the economy and tourism industry. Such results include inflation (price
increases during the MICE event), congestion, environment degradation,
real estate speculation, failure to attract targeted tourists, better alternative
investments, inadequate capital, and short estimation of the costs of events.
There are some other negative impacts of tourism from social and cultural
points of view like, modification of nature or the activity to accommodate
tourism, chances of increase in crime rate, social dislocation and changes
in community structure, and promotion of the activities, which may be of
private/personal nature. There could be some negative impacts from the
political or administrative point of view as the use of the event to a legitimate
unpopular decision, failure to cope, inability to achieve aims, and economic
exploitation of local population to satisfy the political elite (Janeczko, Mules,
and Ritchie, 2002).

7.2.6 DIRECT, INDIRECT, AND INDUCED EFFECTS

According to Stynes (1997), an ideal economic impact analysis uncovers the
money from the tourism industry, first to the businesses and governmental
agencies, where tourists spend their money and then, other companies who
are supplying goods and services to the businesses, who are offering services
to the tourists. Employees get their income by working in the tourism industry
or business related to the tourism industry, while the government, through
different taxes and other charges on tourists.

Indirect and induced effects are also known as secondary effects by some
authors. Economic effects change region to region and all the three types of
impact. But surely the total economic effects should be equal to the sum of
direct, indirect, and induced effects within the region.
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7.2.6.1 DIRECT ECONOMIC EFFECTS

These effects are production changes related to the immediate effects
of changes in tourism expenditures. For instance, a rise in the number
of tourists staying longer in hotels would directly yield multiplied sales
within the hotel sector. The addition of extra sales and associated changes
in hotel payments for wages and salaries, taxes, and services directly
affect tourist spending.

Some researchers have identified the economic impacts of the conven-
tion by totaling the expenditure related to the business event. The gross
expenditure of the convention also includes all buying of goods and services
related to the convention and the buyers like delegates, organizers, and
accompanying persons. We can measure the overall effects of not direct
and indirect effects for the region through gross profit. Besides, it is crucial
to develop the basic information related to tourist’s expenditure within
the host destination to identify the direct effects. Meanwhile, Tyrell and
Johmston (2001) came up with a few points to avoid confusion between
gross and net expenditure while doing economic impact analysis in the
region,

* Source of the expenditure

» The starting point of the expenditure
* Reason for expenditure

* End of the expenditure

Business tourism is known as a high-quality tourism segment, and the
expenditure of business tourists is always higher than an average leisure
tourist. As in Malaysia in 2012, many tourists have spent an average of 346
RM per day, and compared to all other types of tourists, it was almost triple.
It had been the same in the UK in 2001, as business tourists spent an average
of 146 £ per day compared to other visitors with average spending of only
56 £ per day (International Passenger Survey, 2000). So, we can say that
all the expenditures done by delegates and organizers represent the total
expenditure in different tourism sectors, such as

* Accommodation

* Transportation

» Shopping

* Food and beverages
* Entertainment

* Pre or post-tour
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7.2.6.2 INDIRECT ECONOMIC EFFECTS

These effects are the production changes resulting from numerous rounds
of respending of the hotel industry’s receipts in different backward-linked
sectors (i.e., enterprises supply products and services to hotels). Changes
in sales, jobs, and income within the linen supply company, for example,
represent indirect effects of changes in hotel sales. Businesses that supply
products and services to the linen supply company represent another round
of indirect effects, eventually linking hotels to varying degrees to several
alternative economic sectors in the region.

7.2.6.3 INDUCED ECONOMIC EFFECTS

Induced effects are the changes in economic activity ensuing from household
spending of income earned directly or indirectly due to tourism spending.
For example, hotel and linen supply workers supported directly or indirectly
by tourism, spending their payment within the local region for housing, food,
transportation, and the usual array of household product and service needs.
The sales, income and jobs that result from household spending of additional
wage, salary, or proprietor’s income are induced effects.

Economic studies tell the state government, bureau, and business
officials regarding the net benefits of promoting the destination, tourism,
and recreational activities. Reviews also help the local public (household) to
underrate the benefits for the local economy and ultimately to the local people
to reassure or stop repelling the tourism marketing activities. Last but not least,
economic impact assessment studies also educate the local, state, and national
level officials to develop laws and policies to promote economic, social, and
cultural tourism to attract a significant number of tourists and ensure their
safety (Frechtling, 1994). In Malaysia, Shuib et al. (2013) studied at direct
expenditure effects of a particular event (Rainforest world music festival 2009
in Santubong, Sarawak). Money Generation Model (MGM) was used to look
at direct effects of the event, an average total expenditure per participant was
about RM 334 per day, a festival created RM 7.4 million in sales, 117 new FTE,
RM 3.3 million as income to the region and RM .69 million as tax revenue.

7.2.7 MULTIPLIERS EFFECT

A multiplier is a tool that helps to measure the spending amount, which
is not leaked out of the local economy due to further spending on good
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and services. As direct economic impacts of the business tourism can be
measured by surveying the participants or measuring the overall business
sales, to measure the secondary economic impacts (indirect and induced),
we can use a multiplier that calculates the leakages of new expenditure in
the area, as it is very important to measure the secondary impacts because
these give an accurate assessment. Multiplier works with the amount of
leakages and the amount as revenue in the local region. Leakages include
taxation, foreign company, and importing goods and services. Meanwhile,
tourism expenditure is an invisible kind of export that creates an inflow of
foreign currency in the local economy of the particular destination. Like
other exports, this export also has a big number of positive like, additional
business turnover that leads to additional revenue, income of household, and
revenue for government in terms of taxes. This export also helps to create a
huge number of jobs.

The multipliers used for economic impact assessment are output,
income, value-added, and employment multipliers. An increase in the level
of economic activity due to direct tourist expenditure can be measured with
an output multiplier. Employment multiplier helps to count the number of
jobs created due to extra spending by tourists. On the other hand, value-
added and income multiplier measures the total income left in the economy
after all leakages, and it is the essential multiplier for the economy because
only this measures the income left in the economy after the increase due to
tourist spending.

Sales Multiplier: Sales multiplier is also known as output multiplier; the
total value of sales by all sectors/industries of the economy is compulsory
to satisfy the final demand for the industry output.

Sales multiplier = Direct sales + indirect sales/ Direct sales
Sales multiplier = Direct sales + indirect sales + induced sales/ Direct sales

Income Multiplier: Income multiplier translates the effects of changes in
final demand in household income.

Income multiplier = Total direct, indirect, and induced income/ Direct sales

Employment Multiplier: The number of jobs created during an economic
change, if the relationship between the value of the industry’s output and
its employment level can be estimated, then the employment multiplier
can be calculated.

Employment multiplier = Total direct, indirect and induced income/ Direct
Sales
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Multiplier changes over time, and in several economic impact studies,
multipliers are generated by using past year data. It is costly to develop a
new Input-Output coefficient, and it may take several years to complete the
Input-Output Table. Besides, many existing models have been often used to
conduct economic impact studies.

Also, there are a few reasons why the input—output relationship changes
over time, such as technological changes and the invention of new products
over time, which varies the producers’ buying behavior. Besides, more changes
in price across commodities induce substations of the relatively cheaper input
for the more expensive items.

7.2.8 TOURISM SATELLITE ACCOUNT

The main objective of the TSA is to create and maintain a standard database
for all to evaluate the economic impact of tourism-related activities, in
particular region or country. Travel and Tourism Satellite Accounting, as
defined by WTTC (2010):

“The standardised United Nations measurement of travel and Tourism’s
economic impact on the economy’s consumption, business spending,
capital investment, government expenditure, gross domestic product, and
employment is perhaps the most important recent development in the quest
for recognizing Travel and Tourism’s contribution and future potential”.
As mentioned above the awareness regarding the economic importance of
tourism has begun since the start of the Travel and Tourism Conference
in 1990 held in Ottawa. Developed countries like France and Canada
started summarizing the point to come up with a standard guideline for the
tourism satellite account with the help of a few international organizations,
including Organization for Economic Co-Operation and Development
(OECD) and World Tourism Organization (WTQO) so that international
comparability can be carried out, and each country can create and
maintain tourism statistics. Finally, in 1999, during the Enzo Paci World
Conference on the Measurement of Economic Impact of Tourism in Nice,
international groups of organizations, including the OECD, WTO, and
Eurostat (European Commission), were established and acknowledged.
Tourism Satellite Account shows the relationship between demand
for products and services by tourism and their supply. UNWTO has
acknowledged a range of twelve (12) tourism characteristics/subsectors
for TSA (UNWTO, 2006).
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Restaurants

Railways passenger transport services
Road passenger transport services
Air passenger transport services
Water passenger transport services
Transport supporting services
Transport equipment rental

Travel agencies

Cultural services

Sporting/ recreational activities
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All the characteristics/subsectors help to design tourism-related products.
The TSA products can be purchased by or for tourists. These products can be
categorized into three types, as depicted in the following:

1.

Tourism Characteristic Products: These products whose consump-
tion goes down significantly once tourists visit the destination in the

correct quantity.

Tourism Connected Products: These products known as tourism-
related in the country, but not worldwide.

Tourism Specific Products: These are also known as tourism-related
products and are the combination of tourism characteristic and

tourism-connected products.

Expenditure by business tourists is related to business trips when tourists
visit places on a business trip for their own or public or private companies.
In the System of National Accounts, these expenditures named as secondary
consumptions. Still, in TSA, these expenditures are treated as primary,
and tourism final consumptions to reflect the full value of tourism demand
(UNWTO, 20006).

7.3 ECONOMIC ASSESSMENT MODELS

Several models have been discussed in the literature on economic impact
assessment in tourism—business tourism or other events. Economic impact
assessment cost can range from US$ 500 to US$ 50,000 or more. Cost
depends on the size and the scope of the study covered in the research, the
size of the study region, and how the primary data can be collected.
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Klijs et al. (2012) mentioned that several models could be divided by 52
potential criteria and subdivided into ten groups. Groups of criteria can be
identified as—efficiency, data used as input into models, comparability—
standardization, transparency and simplicity, trust in the models—validation
and familiarity, sensitivity in the analysis, underlying analyses, expenditure
categories, Output indicators, and externalities (Blake et al., 2001; Dwyer
et al., 2004). There are several models available for economic impact
assessments includes 10, Computable General Equilibrium Model, Social
Accounting Matrix, Impact Analysis for Planning (IMPLAN) Model,
Random Effects Model (REM) I & II, and MGM.

7.4 DISCUSSION AND CONCLUSION

The MICE industry is also known as the business events industry, and it is one
of the fastest-growing types of tourism and turning into significantly common
as a method to regenerate native economies. Business tourism encompasses
all visits associated with a tourist’s employment or business interest like
meetings, conferences, and exhibitions (Hankinson, 2005). The business
events industry recognized as a high-yield element of the tourism industry.
Hunt (1989) and Swarbrooke and Horner (2001) found that business tourists
spent double/ triple compared to the leisure tourists and a shorter average
stay than other types of tourists. The worldwide business travel market had
been taken into account to be huge, approximately 750 million trips with an
estimated value in far more than US$ 320 000 million accounted for last few
years (UNWTO, 2018).

Besides, economic impact studies are very useful for future development
(Howard, Lankford and Havitz, 1991). In the past, so many studies had looked
into the economic impact with self-administrative expenditure surveys, but
none of the study assigned any specific category for expenditure.

However, in the Malaysian context, limited literature is available on the
business tourism industry and none of the research focused on economic
value of business events. Furthermore, Malaysia is facing a decline in
international business tourists’ arrival ranking for worldwide and Asia
Pacific. Moreover, the Ministry of Tourism has been using the IO Tables,
which is quite outdated and have a lot of restrictions (Briassoulis, 1991;
Fletcher, 1989; Johnson and Moore 1993).

Therefore the current research has given a brief discussion of the litera-
ture related to MICE/ business events industry and its impacts specifically
in Malaysia scenario. The current research discussed microareas of business
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tourists spending, including business event registration fees, cost of interna-
tional airline, cost of domestic airline, cost of hotel/accommodation, cost of
local cultural tours, money spent on local transportation, money spent on food
and beverages, money spent for shopping, money spent on leisure activities,
and other expenses along with economic impact assessment studies to predict
the impacts of these spending on the host economy. Furthermore, the study
discussed major economic assessment models available to assess the impacts
and also recognized the importance of the business events industry in the
Malaysian context. All the findings of the study have substantial theoretical,
managerial, and contextual contributions.
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ABSTRACT

Education is an integral part of one’s development as a human. The purpose
and the process of it become quite stressful along the way. This study is done
to understand and analyze how educating can be eventful and enriching with
infusing culture and commitment. Being a teacher myself, it is very much
visible how a student’s life has been shaping up and how the community can
help them. The problems in this could be geographical, ethnic, financial,
and emotional. I researched in the Mini Kashi of India, that is, Kota and the
Institute, which has been shaping the future of students since 1988, named
ALLEN Career Institute. Kota-coaching for IIT JEE and Medical NEET
UG has been a pioneer and their methods have been an inspiration. ALLEN
Career Institutes has four Directors and faculty members (ALLEN Family)
worked toward students’ development and making their life eventful. I did
interview the students as well as the Director for getting the data regarding
the study. The KoCa (Kota Carnival) festival, the Sanskar Mahotsava,
the Open Sessions, The Happiness card and online career, and personal
guidance programs have been few events that were making a difference in
students’ life.
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8.1 INTRODUCTION

Education completes every individual. However, the process of educating
one has been having different turns over the decades. In ancient times we
had gurukuls, then came the Pathshalas and schools, colleges, and now
online classes. During these Sessions, the goal was to make a person
knowledgeable and ready for life. In the whole idea of education we hardly
thought about the life of the student who has been going through the ups
and downs of his own. What is the area of education he wants to attend?
How is he coping with the different stages of it? How can he learn and
grow better of himself? These are the few of the concerns that we are going
to analyze here.

India has millions of people who fall in the range of 15-25 years of
age and they come from middle-class families. In India, the general idea
of being educated is to get an excellent job as an engineer or a doctor or
something related to the same. As above its’ the largest population, which
means the resources are limited and the numbers of people to use them are
higher as the same goes with the educational institutes. Every student has
to perform at highest level of his/her to get into an engineering or medical
college. All students undergo centralized common entrance exam for this.
When the numbers are higher, the competition is also cutthroat. Student and
parents to attain their desires prepare themselves for the best. So they turn
to institutes that can help them in the cause. Now we come to the place
where these dreams and desires come closure is Kota. A tier 2 city in the
state of Rajasthan in India, which is also called Mini Kashi. The place is like
a Mecca for the students who want to get into IIT (Best of the Engineering
Institute in India) or Medical colleges. They study in the institutes here and
prepare themselves for the national level exams. In this city, we have almost
150 thousand students from across the country. The institutes here are like
ALLEN Career Institute, Resonance, Bansal Classes, which help students in
their respective fields.

Now we come to the life of a student in this process. We have almost
2-2.5 million students every year appearing for the IIT or NEET exam.
The number of seats is nearly 15%—20% of the total students appearing.
This means every year, nearly 1.8—1.9 million students do not get into their
desired field. Few try again and few change their direction or compromise.
The above data tells a little about the stressful life of a young student can be.
The students come to Kota from different demographical and financial back-
grounds. Every individual is different from another in terms of emotional,
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language, and mental abilities. Only good education or books will not be
sufficient for a student, as he is going through a lot of different concerns
at a time. Education cannot just be telling what needs to be read, write, or
learn. He needs more and different things that can help him through this.
I have taken the case from the best of the institute named ALLEN Career
Institute, which has helped almost 1 million students over the years in educa-
tion. They are almost 32 years old. With 4 directors and almost 3000 faculty
members, who are working in creating a better life for the students during
their promising years.

Student from a very early age start preparing in Kota for IIT and
medical, they come from different places and meet at one city; they have
a lot difference like cultural, food habits, and common goal. For achieving
their ambition student travel through various mental and emotional zones
and educational institute support by just not teaching the textbooks, different
needs of students are done by various methods of teaching life and making
them better in this. The environment of students has been challenging and this
affects their study and behavior. These concerns can be from parents, society,
food, culture, financial, or emotional. So the development or education of
students cannot happen by classrooms or text reading, it has to be something
more. Teaching has to be like living life, as an event, or like a festival, which
everyone wants to enjoy, everyone wants to be part of it. Study as a life event
sounds good. But is it feasible? Yes, it is, and it has been done in this Kota
city. We are going to understand how it has been done and what benefits it
has given to society and the students. How ALLEN career institute has done
it, we are going to understand the same in this study.

8.2 REVIEW OF LITERATURE

The aspect of this study is to understand how making education as an event
or saying eventful education is helping the student to grow in life and reach
their goals. ALLEN Career Institute has been working toward educating
India since 1988 in Kota city, and they have almost taught 1 million students
since their early days. A student attends almost 67 hours classes every day,
every 3 weeks he needs to attend a test to review his study and see where
does he/she stand among others. Living in a new place and without parents at
the age of approx 14 years, onward lives a total change of life cycle for him/
her. Their life becomes quite a same routine day after day and this circle of
habits may hamper one’s mental and physical health.
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According to Seligman and Csikszentmihalyi (2000) well-being is a
vital part of optimistic psychology. When we talk about the youngsters
who are staying away from their families and a native place, it is more
important to focus on their well-being. It is very well said by MacLeod and
Conway (2005) giving anticipation of encouraging events is a solution of
well-being. The same is reflected in the vision of the directors of ALLEN
Institute at Kota city. The significance of foreseeing future constructive
results is symbolized by approaches that view the prosperity and well-being
as the consequence of individuals being occupied with endeavoring toward
esteemed objectives that they accept are probably going to occur (Schmuck
and Sheldon, 2001).

Higher Education Research Institute (Astin, 2004; HERI, 2005) states
spirituality and religion help students to become compassionate and caring
individuals, results in procommunity and selfless human being. Howe and
Strauss (2003) also experienced similarities in their research on developing
student as a whole. ALLEN Institute works on development of student from
cultural and spiritual levels by providing Yoga Session, Sanskar Mahotsva,
and guiding the students for a brighter future including society and them-
selves. These sessions connect the students as one and approach of humanity
and care.

Elliott and Hufton (2005) talked about stress and emotional expectation
on kids in Asian countries. Education is first priority for Indian households
and Indian parents always look toward the best outcome for their kids. The
untold pressure to perform on students becomes part of their life. Having
invested a lot of years in preparing students, ALLEN Kota and their team
maps the syllabus and helps them to overcome these hurdles by organizing
Open Sessions and Personal Guide and Mentorship Projects. Students always
have access to their faculties and mentors for emotional and educational
well-being.

Perry, Deborah L. (What makes Learning fun? 2012) suggested that
learning in a manner when it becomes fun gives brighter results. Something
new always attracts and desire to know that puts us in a drive mode toward
understanding it. Visiting a carnival or a gathering gives an opportunity of
meeting people and understand the environment with various aspects of
life. This gives impulse to learn more. City administration in tandem with
ALLEN for students organizes Kota Carnival (KoCa Festival), which results
in the indulgence of almost 150 thousand students for 3 days. Meeting new
students, having different opinions toward similar goals, knowing more about
the challenges they might face, and fun activities sessions give them a new
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perspective toward their way of learning and studying. This also rejuvenates
students to reach their respective goals.

According to Ertem (2006), motivation is an inner state uncovering
individuals behavior and directing them to these behaviors; however,
according to Baumeister and Vohs (2007), it is a state where the individual
displays various attitudes voluntarily in order to achieve a certain goal.
According to Ertem (2006), motivation is an inner state uncovering
individuals’behavior and directing them to these behaviors; however,
according to Baumeister and Vohs (2007), it is a state where the individual
displays various attitudes voluntarily in order to achieve a certain goal.
According to Ertem (2006), an internal status of a persons’ behavior is
called motivation. This is the factor that actually decides and reflects where
an individual is focusing. Baumeister and Vohs (2007) said motivation is a
state where the personage shows different approaches willingly to attain a
certain goal. Thus the researcher states that motivation is an inimitable gift
of any individual that actually assists him or her to select a particular path of
work. ALLEN faculties with the able guidance of the directors are putting
their best efforts to take the students on the right path which is certainly an
added value to their motivation level.

Spirituality and religiosity that can contribute to helping students
overcome the challenges of transitioning and achieving academic success
(Rennick et al., 2013). The years are considered to be formative times for
students as they are expected to learn who they want to be as adults, and
become more independent and responsible (Arnett, 2000). Arnett (2000)
further stated that students are expected to develop better time management
and analytical skills. Moreover, for the students, it is required to see the
balance between academics and social life.

Lots of learning to be done by the student in a short span of time and
to master all alone is looks like A Herculean task. They master the art of
divide and rule in a cooperative group study manner. Cooperative learning
involves students dividing roles and responsibilities between group
members, so learning becomes fun an independent process. On the other
hand, collaborative learning develops sharing knowledge, meaning, and
developing social responsibilities (Dillenbourg et al., 1996; Dillenbourg,
1999). This makes them habitual to work together and get the best result
out of anything in every situation. This makes the learning uplifting and
eventful.

The outcomes and the efforts of the teachers and educators decide what
kind of person one becomes.
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“The foundation is a successful teacher—student bond that allows other
aspects to work good” (p. 91) Marzano (2003). Wherein Hallinan (2008)
writes: “Learning is a method that involves cognitive and social psycho-
logical proportions, and both processes should be considered if academic
attainment is to be maximized” (p. 271). The teacher can help the student to
become what he himself might not have dreamt of. Successful and measured
teaching skills required to outline the future of a student. A teacher is a person
who comes with experiences of all obstacles and achievements a student can
get in his career.

Teachers at the Institute know about these things and they try to work
upon better routine and breaking this circle of habits. As they agree, education
needs to be fun and joyful and enriching the soul not corrupting it by stress,
and unidirectional. Few of the events are here we will discuss:

1. Open Session

The event is to recognize the efforts of a student in their academia and prize
them with medals. This also encourages others to do more and at the same
time, they are guided not to fall in the wrong direction The open session
gives students to talk to their faculties as well as mentors of the education
institute to help them in the study and other areas.

2. Happiness Card

This is the event where student comes for other than text and books discussion,
they are loyalty cards which are for discounts in daily needs, fun activities,
clothing, and food. This motivates them to go for recreational activities as
well as give them financial benefits.

3. Sanskar Mahotsava

It is a cultural event that gives a pit stop the students from their study
schedule and rejuvenates them. This is an informal event for both faculties
and students, which involves religious activities, motivational speakers, and
talent showcase from students.

4. Kota Carnival (KoCa)

It is a cultural and educational event which is organized by the city admin-
istration along with the involvement of educational institutions. The event
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sees the externals from diverse areas of work like Music, Education, Sports.
This 2-3 day event helps students to bond on various aspects.

Clicked for researcher—Sanskar Mahotsava Nov 2018.

5. Career Counseling

Institute organizes the event where different colleges or educational institutes
contribute and helps Students how they can shape their careers. They are also
supported in how their way of study needs to be for the future classes as well
as current.

6. Yoga Session

Health is very important for each one. The stressful mind cannot perform
to desired levels. Students are guided how this practice helps them and how
it can be helpful for their studies. One of the sessions, holds the Guinness
world record for 100,984 participants on 21st June 2018.

As per the above ways we are finding learning is made eventful by
different ways. A student does find himself lost in textbooks but he sees
there are ways to do this and which keep him motivated. A student has the
confidence to lead a better life always with the education and cultural support
he gets in this.
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8.3 RESEARCH METHODOLOGY

To understand how exciting education can occur the researcher took the
survey and interview method in the ALLEN Institute. Interviews with
students and the directors and teachers were done.

Sample size: 120 students, 10 teachers, and director.

Sampling method: The convenience method of sampling is used to collect
data from the respondents.

Data collection: The data is collected from both primary and secondary
sources. Primary data is collected through structured, questionnaire and
secondary data is collected from personal events participation.

8.3.1 ASPECTS OF THE SURVEY

Sr. No. Question Asked

1 How stressful you feel during studies?

2 Is eventful study is more appealing than regular study?
3 If not selected still I am becoming a better person?

4 Different events kept me motivated toward my goal
5

Education Institutes helped in their personal and educational as well as
psychological

6 Do spiritual and cultural activities help in their goal achievement?

Apart from these, their cultural and financial standings were also taken
into consideration.

Tier-1 city student and tier-3 city student will have different mental status
same for the LIG, HIG, or MIG family member.

8.3.2 RESULTS AND INTERPRETATION

The study was done to analyze the interference of eventful study in students
life and his future. The research was conducted in the city of Kota, Rajasthan,
at ALLEN Career Institute, which is having the highest number of students
across the country for IITJEE and NEET UG.

1. Almost 70% students accept that they are very stressed in their
studies, out of which 64% were girls and rest were boys.
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Almost 91% students agree that studies have to be eventful, which
gives them easier approach to learn. Out of these, 89% girls agreed
for eventful studies, whereas 93% boys agreed upon eventful studies.
97% of students agree that they are becoming a better person during
their stay here, however, they do agree selection disappoints them.
92% agreed on something new (events/seminar) that keeps them
going toward their goal.

98% students appreciate the efforts put in by the Institute.

96% students agreed that spiritual and cultural enriching sessions help
them motivated and make them connected with family and society.

8.3.3 ASPECT OF SURVEY (INTERVIEW METHOD)

In this personal observation and the interview with one of the directors, Mr.
Rajesh Maheshwari (RM), is being studied.

Q
RM

RM

RM

What made you start the Institute?

In India, we are an education-driven society; getting proper education
is not possible for everyone. To help the students to reach and become
better in his life gives me satisfaction.

How long you have been working in this?

I started this in the year of 1988. With time my brothers (the other
directors) also joined. It has been 32 years and almost 1 million students
have been with us one way or the other.

Why the different events like Open Sessions, or Sanskar Mahotsava,
and other?

I am a firm believer of God almighty. I always look toward soul enrich-
ment on everyone. Once it is done, he/she will reach their goal. Talking
about the open session, students need to be encouraged for their efforts
and a small token of appreciation will make them go the extra mile.
Sanskar Mahotsava is a cultural event where we try to connect god
almighty and seek their blessings for future endeavors.

In your experience, what are the challenges the students face and how
are you going to help them?

These students come from different places and a variety of families.
First, their families are concerned over well-being, then study, food,
lodging, and their friends. They are to help mentally and emotionally
as they many times feel lost among a number of students. They need to
think that their studies are just not a job, it is fun, it is life experience, it
is a way to live, it is a way to connect to oneself and the world.
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8.3.4 RESUILTS

ALLEN institute and their Director Mr. Rajesh Maheshwari has been
working toward the betterment of student since 1988, they have to help
students by making the education as a path to living life and adding to that
few of life-changing events.

8.4 CONCLUSION

When we talk about students, the image that comes to us a stressed individual
with a lot of potential and expectations, this is how the journey begins
however it has a happy ending when they get the support, suggestions,
motivations, empathy, and personal care. Student teacher relationship is one
of the cores of development as well as the environment. The strengths of
emotions, culture, spirituality, and text and combining them and becoming
a great individual should be the primary goal of education. These aspects
are well-taken care by the ALLEN Institute at Kota in the guidance of a
large team of faculty members and their directors. The city of Kota has been
experiencing the warmth of its good deeds done to students who came here
from different areas, societies to learn and become better.
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ABSTRACT

This study explains the relationship of culture tourism attractions, more
specifically cultural events and their impact on destination competitiveness and
attraction focusing on Sri Lanka tourism. It has been evident from the finding
of this study that the cultural attractions and cultural events have significantly
influential to determine the travel and tourism competitiveness of Sri Lanka as
a prominent tourist destination in the region. The study investigates how such
cultural impact has influenced on the competitiveness of Sri Lanka tourism by
analyzing data collected from the Global Travel & Tourism Competitiveness
Index and the other relevant secondary data sources. The findings of this study
clearly indicate that among all other cultural attractions, cultural events and
the related culture tourism related activities are highly decisive to enhance the
cultural attraction of each cultural tourism sites of the country and consequently
it can increase the travel and tourism competitiveness of Sri Lanka tourism.
Furthermore, this study emphasizes the importance of developing the effective
policies and providing the necessary incentives for the key stakeholders to
improve cultural events of the country by using untapped potential available
in different parts of the country with attractive cultural diversification among
different communities living in the country.
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9.1 SRI LANKA TOURISM: AN “EXTERNAL ECONOMIC STRESS
BUSTER"”

Sri Lanka Tourism has evidently displaced its great contribution to the
economic growth and development of the country as being one of the most
successful industries during the postwar economy of Sri Lanka. Its direct
and indirect, even induced, contributions with its strong backward—forward
linkages have been a major reason for such impressive performance of the
industry.

During the past decade, from 2009
to 2018, tourist arrivals increased by
nearly 475% while foreign exchange
earnings of tourism increased by
nearly 1150%. On the similarly, level
of direct and indirect employment
(total employment) increased by nearly
200% while formal accommodation

Lonely Planet’s Best in Travel—2019:
Sri Lanka has claimed the top spot

in the world’s leading travel guide,

the Lonely Planet as the best travel
destination in 2019

USNEWS.COM:
Sri Lanka ranked one of top countries
for travel in 2019

BBC.COM—2019:

capacity increased by approximately
70% (Silva Suranga, 2020). As a result
of this impressive performance, Sri
Lanka Tourism has now become the
3rd Highest Foreign Exchange Earner
of the country becoming an economic
resilient builder or an external stress
buster against the detrimental impact
of the current burning deficit of
the trade account in the balance of

Good Food team has named Sri Lankan
cuisine as the No.1 trending cuisine in
2019 on their list.

TRAVEL LEMMING READER
AWARDS—2019:
World’s Top Destination

I ESCAPE WEB SITE UK—2019

Sri Lanka 10 Best Places to Visit in 2019
Source: https://www.srilanka.travel/
international-endorsements and other
sources

payment of the country.

With the accolades given by the Leading global travel indicators and
various travel magazines, including Lonely Planet and National Geographic
Traveler, Sri Lanka has been recognized as the best destination or one of the
best tourist destinations in the world.

Tourist attractions in Sri Lanka have been fascinated in so much in so
little, including UNESCO heritage sites, sandy beaches, attractive wildlife
parks, and hill country sceneries, as an island of its size—undoubtedly one
of the best tourist destinations in the world of its entire size.

The astonishing wildlife attractions (such as the world’s highest
elephant gathering at Minneriya national park), 1000-year old Buddhist
monuments representing one of the highest numbers of the UNESCO World
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Heritages in the region, hiking, train travels through the Hill Country’s tea
plantations, Enjoyable tropical glamorous beaches including Sun bathing,
Surfing, Corel watching, Diving, preserved unique Sri Lankan identity,
Colonial Heritance and Legacies, Authentic Sri Lankan Cuisine, and much
more provide tourists with “Unforgettable Travel Experiences” alone with
the mesmeric socio-cultural diversity and warm friendliness of people of
Sri Lanka.

TABLE 9.1 Tourism Contribution for the GDP and Level of Employment by Selected Asian
Countries

Country Contribution of Travel and Tourism Contribution of Travel and Tourism

Industry to GDP (% of Total) Industry to Employment (% of Total)
India + US$ 41,582.4 million * 23,454,400
* 2% of GDP * 5.5% of Total Employment
Indonesia < US$ 28,208.9 million * 3,468,440
*3.3% of GDP * 2.9% of Total Employment
Sri Lanka * US$ 3,546.9 million * 344,852
* (4.6% of GDP) * 4.2% of Total Employment
Thailand « USS$ 36,407.1 million 2,402,320
*9.3% of GDP * 6.3% of Total Employment

Source: Silva Suranga, https://www.ceylondigest.com/people-centric-sustainable-tourism-
development-and-entrepreneurial-new-public-service-in-sri-lanka/, 2020, Central Bank of
Sri Lanka (2019)

9.2 TRAVEL AND TOURISM COMPETITIVENESS INDEX (TTCI)

Increasing the travel and tourism competitiveness over the other destinations
has been considered as a fundamental strategy to increase the attractiveness
of'a country—Higher the competitiveness of a tourist destination, the Greater
is the attractiveness of tourists to such destination.

Consequently, the industry could generate higher tourism receipts, employ-
ment opportunities, and other possible positive socioeconomic impacts on the
economic growth and development of the country. The Global TTCI provides
a set of factors and policies which empower the sustainable development of
the travel and tourism sector, which consequently lead to the development
and competitiveness of the tourism industry of a country.
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TTCI measures the tourism competitiveness among 140 countries of the
world considering of 4 subindexes, 14 pillars, and 90 individual indicators
distributed among these 14 pillars, which analyzes the factors that enable the
sustainable development of both travel and tourism, in term of contributing
to higher standards of tourism development of a country. The TTCI considers
four main components: (1) enabling environment, (2) travel tourism policy
and enabling conditions, (3) infrastructures, and (4) natural and cultural
resources. The TTCI highlights the strong and weak areas of the destination
country in order to enhance the competitiveness of the tourism industry.

9.3 COMPONENTS OF TRAVEL AND TOURISM COMPETITIVENESS
INDEX

According to the TTCI 2019 (http://www3.weforum.org/docs/WEF TTCR
2019.pdf), Spain is the first in this ranking of TTCI-2019 as the best competi-
tive country, followed by France, Germany, Japan, the United States, the United
Kingdom, Australia, Italy, Canada, and Switzerland (http://www3.weforum.
org/docs/WEF _TTCR 2019.pdf/).

Regional wise, Asia-Pacific is the second most competitive region only
behind Europe and Eurasia. In the Asia-Pacific region, several countries like
Japan, Australia, China, Singapore, Malaysia, New Zealand, Thailand, and
India have been able to show their high competitiveness rather than most of
the destination countries in the region. Previous year, Sri Lanka was ranked
as the 77th out of 140 countries. This rank was reduced by /3 ranking posi-
tions from the last survey in 2017 (64th place in 2017).

9.4 RELATIVE COMPETITIVENESS OF “SO-SRI LANKA”

One of the major factors determining the growth of Sri Lanka Tourism is the
relative competitiveness over the other competitive destination countries in
the region.

Recently, Sri Lanka Tourism has shown a slow progress in its performance
in increasing its competitiveness with the other tourist destinations in the
region. This is obviously visible when Asia-Pacific region has become the
Second Most Competitive Region in global tourism.

Furthermore, India and Bangladesh have become one of the fastest-
growing competitive destination countries in global tourism when considering
the recent performance of its overall TTCI scores. Bangladesh has moved
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up five places to the TTCI ranking by obtaining /20th place at TTCI-2019.
Similarly, India has moved up six places to the TTCI ranking by obtaining
34th place at TTCI-2019.

TABLE 9.2 Sri Lanka in the Asia-Pacific Travel and Tourism Competitiveness Index—2019

Country Global Rank Score
Japan 4 5.4
Australia 7 5.1
China 13 49
Hong Kong 14 4.8
Korea. Rep. 16 48
Singapore 17 4.8
New Zealand 18 4.7
Malaysia 29 4.5
Thailand 31 4.5
India 34 4.4
Taiwan, China 37 43
Indonesia 40 43
Vietnam 63 39
Brunei Darussalam 72 3.8
Philippines 75 3.8
Sri Lanka 77 3.7
Mongolia 93 35
Lao PDR 97 3.4
Cambodia 98 34
Nepal 102 33
Bangladesh 120 3.1
Pakistan 121 3.1

Source: Compiled from http://www3.weforum.org/docs/WEF_TTCR 2019.pdf /.

Several factors have caused to decrease the level of travel and tourism
competitiveness of Sri Lanka tourism from 2017 to 2019.

Among these factors, decrease the level of Competitiveness in business
environment (50th—79th), safety and security (59th—78th), international open-
ness (67th—100th), price competitiveness (20th—74th), and natural resources
(31st—43rd) have been the major reasons for such a decrease by 13th ranking
positions in Global TTCI.
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Declining price competitiveness of Sri Lanka tourism: In particular,
an increase the requirements to obtain Sri Lankan visa (16th—50th),
increase the taxes for air tickets and airport chargers (45th—132nd),
higher prices of hotels (compare to the destinations in the region),
higher Fuel price levels were major reasons to reduce the Price
Competitiveness of Sri Lanka Tourism.

These indicators are further aggravated when considering average
cost for Hotel Construction (by different graded hotels).
Though the competitiveness of Sri Lanka Tourism is higher than Vietnam
and Nepal, it is far below than the travel and tourism competitiveness
of India, Singapore, Thailand and Malaysia. However, Sri Lanka’s
Safety and Security, Human Resource and Labor Market, Environment
Sustainability and Tourist Service Infrastructure are relatively better
than India and few other competitive countries in the region.



Travel and Tourism Competitiveness and Cultural 157

TABLE 9.3 Average Estimated Investment Per Hotel Room (in Rs. Million)

Average Estimated Investment Per Hotal Room (in Rs. Million)

Hotel category Actual (Without land cost) | Actual (Without land cost)
City/Budget hotels 10-11 11-12
Hotels and resorts 21-23 24-25
3 Star 13-14 14-15
4 Star 20-22 22-24
5 Star 24-26 29-31
Boutique hotels 19-20 21-22
Villa/Chalets 32-35 35-38

Source: Board of Investment of Sri Lanka; www.investstrilanka.com
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Source: Silva Suranga (2020).

* Decreasing quality of the infrastructure: Poor Conditions of the
roads and railroads and lack of accessibility of destination sites have
reduced the Quality of the Infrastructure in the TTCI.
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» Declining the TTCI's value of natural resources in Sri Lanka tourism:
The major reasons to reduce the TTCI Ranking of natural resources
in Sri Lanka tourism (39th—112th) were lower the Percentage of Total
Protected Areas, Reducing the advantage of natural assets, Less no of
Number of World Heritage Natural Sites, Poor Knowledge of Total
Known Species, and Less Development of Natural Tourism Digital
Demand.

Furthermore, the competitiveness of Sri Lanka Tourism can be summa-
rized into Five Levels of Success at the Global TTCI. In this context, Sri
Lanka Tourism is neither representing the lowest performance of TTCI nor at
the highest Performance of TTCI.

Higher National Prioritization of Travel and Tourism Development,
Ground & Port Infrastructure Facilities and Natural Resource Attractions
are the three major categories creating higher overall values of Sri Lanka
Tourism in the Travel and Tourism Competitive Index at present.

TABLE 9.4 Key Factors Reducing the Position of Sri Lanka Tourism at the Global Travel
and Tourism Competitiveness Index

Major Components of TTCI 2017 2019 Change (2017-2019)
Business Environment 4.7 4.4 Decrease
Safety and Security 5.5 54 Decrease
Health and hygiene 53 53 No Change
Human Resources & Labour Market. 4.5 4.4 Decrease
ICT Readiness 3.7 3.9 Increase
Prioritization of T&T 5.2 5.2 No Change
Int’l Openness 3.1 2.7 Decrease
Price Competitiveness 5.6 5.4 Decrease
Environ. Sustainability 39 4 Increase
Air Transport Infrastructure 2.6 2.8 Increase
Ground and Port Infrastructure 3.9 3.7 Decrease
Tourist Service Infrastructure 3.2 33 Increase
Natural Resources 4.1 3.6 Decrease
Cult. Res. and Business Travel 1.6 1.7 Increase

Therefore Sri Lanka tourism must focus on several areas to enhance its
competitiveness:

* Business environment. Lower value of global ease of doing business
index is also indicating the negative setting of the business environ-
ment of the country. Mainly, Lack of property rights and High taxes
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are two key factors behind such dismal business environment. In addi-
tion, the indicators of Ease of Doing Business can be highlighted in
this context. Such underperformance and inefficiencies have created
in Sri Lanka due to: (1) Difficulties of Getting Electricity for Business
operation, (2) Inefficiencies of Registering Property, (3) Difficulties
of Getting Credits, (4) Complication of Paying Tax and (5) Problems
of Enforcing contracts are several reasons for keeping Sri Lanka at
99th Position of Ease of Doing Business Index (Silva Suranga, 2020).
Safety and security: Even though Sri Lanka has a moderate perfor-
mance on it, the competitiveness of Sri Lanka Tourism has decreased
over the last few years due to the several incidents of attacks on tour-
ists and the sexual assault of women travelers.

This score can be further decreased due to the impact of Easter
Sunday attack. Currently, there are a growing number of solitary
travelers and many of them are Women Solitary Travelers. This market
segment would be a niche market segment with great potential for
Sri Lanka Tourism. Ensuring the security of women must be a main
concern for tourism promotion in Sri Lanka.

International openness and price competitiveness: This is one of
most detrimental factors to create less competitiveness in Sri Lanka
Tourism. Although the price competitiveness of Sri Lanka Tourism
is relatively at a satisfactory level of the global Travel Tourism
Competitiveness, it is highly detrimental when considering the price
competitiveness of regional destinations, more specifically at the
competitive destinations of Sri Lanka Tourism in the region (India,
Thailand, Malaysia, Indonesia, Vietnam).

Poor attention on environment sustainability and natural resources
can impede the attraction of international travelers and their memo-
rable experience. At present tourists, more specifically, Millennials
and Generation Z are seeking opportunities to escape from the hectic
city life in Concrete Jungle. They greatly value the attraction of natural
environment due to the therapeutic capacity of natural environment to
restore their inner peace.

Sri Lanka has a great potential to attract such tourist flows. Policy-
makers and practitioners should focus to ensure the sustainability of
natural environment. Thailand can be a role model for Sri Lanka as it
has higher ranking values of Environment Sustainability and Natural
Resources in its TTCI. Furthermore, Thailand has stop tourist arrivals
to the famous Maya Beach due to over tourism. Thailand has banned
the usage of single use plastic bags as well. Government of Thailand
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has amended its consumption laws in order to help to increase forest
cover targeting to increase forest cover from 31.6% to 55% by 2037.

» Improvement of infrastructure and tourist service facilities: Countries
like Spain, Thailand, Vietnam and India are continuously making a
huge investment to improve the tourist infrastructure and basic service
facilities. Recently Vietnam has funded heavily on developing on
infrastructure facilities in respect of transport, energy, water supply,
drainage and information and communications to ensure convenient,
quality and modern service to the tourists. In India, augmentation of
quality tourism infrastructure throughout the country is a key area of
functioning of the Ministry of Tourism. More than fifty percent of the
Ministry’s expenditure on Plan schemes is incurred for development
of quality tourism infrastructure at various tourist destinations and
circuits in the States/Union Territories.

Public and private partnership has to be strongly emphasized for
tourism infrastructure investments as it can leverage an “exponential
growth” in tourism development. With this Public—Private Partner-
ship, India is to reintroduce Ramayana Circuit Tours connected to
the story of Lord Rama by developing the road and other kinds of
accessibility of these circuit tours.

Sri Lanka should develop of both physical and digital infrastruc-
ture facilities to increase its travel and tourism competitiveness.

9.5 OUTCOME-DRIVEN POLICY-MEASURES AND RESULT-BASED
DEVELOPMENT STRATEGIES

Policy-measures and development strategies taken by different destination
countries to increase their travel and tourism competitiveness can be high-
lighted as global best practices learnable to Sri Lanka Tourism to enhance its
competitiveness at global and regional levels.

9.6 ENTERING THE FUNDAMENTAL CORRECTION: STOPPING
THE BEGINNING OF “RIP-OFF SRI LANKA”

The National Policy Framework (NPF) of new government constitutes of 7en
(10) Key Policies aiming to achieve the Fourfold Outcome: (1) A Productive
Citizenry, (2) A Contented Family, (3) A Disciplined and Just Society, and
(4) A Prosperous Nation.



TABLE 9.5 Key Policies in Best Practices

Major Pillars of Identified Best Practices Implemented for Improving Travel and Tourism Competitiveness
TTCI
Business  Singapore: Electronic Tax Payments, Online Business Registrations, More Attractive Corporate Tax Structures
Environment « India: Improving the Legal Frameworks for Settling Disputes, Abolishing of Some Registration Fees, Lowering the
Time Needed for and Cost of Seeking the Construction Permits

¢ China: Strengthening Procedures for Enforcing Contracts to Improve the Protections for Minority and SME Investors
Safety and Security ¢ Finland: Maintaining an Independent Judicial System, Good Governance and Rule of Law

e Iceland: Commitments to Safeguard the Human Rights

* Oman, UAE: Maintaining Sever Punishments for Any Kind of Crimes
Health and Hygiene ¢ Austria: Maintaining a Good Health Insurance System, Direct Access to Specialists and Well-Organized Medical

Human Resources
and Labor Market

ICT Readiness

Prioritization of
T&T

International
Openness

Price Competiveness

Emergency Services

Bulgaria, Lithuania, Czech Republic: Implementing Social Insurance Systems, Improving the Availability of Basic
Healthcare

India and Bangladesh: Increasing the Primary and Secondary Education Enrollment, Continuous Professional
Development Programs, Improving the Productivity of Labour Force—“Skill India”

Hong Kong, Singapore: Maintaining Sophisticated and Advanced ICT Infrastructure Facilities
Austria and China: Digitalization of Tourist Enterprises and Development Of E-Government Services

New Zealand: Effective and unique marketing and branding strategies specially via digital platforms:
“100% Pure New Zealand.”

Malta: Formulating and implementing long term tourism policies based on a suitable sustainable framework with the
principle of maintaining an acceptable rate of progress—“Malta Tourism Vision to 2030”

Japan, Bolivia, and Serbia: Lowering the visa requirements

Bolivia, Serbia, and China: Lowering the air ticket taxes and airport charges

Brunei: Maintaining low fuel prices and high purchasing power
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TABLE 9.5 (Continued)

Major Pillars of Identified Best Practices Implemented for Improving Travel and Tourism Competitiveness
TTCI
Environmental ¢ Japan: Improving the environmental standards and more commitment to environment treaties
Sustainability e Denmark: Direct commitments to clean and efficient energy
* Switzerland: Implementing proper recycling waste management systems, “Waste to Energy Plants”
* Thailand: Establishing the standards and laws on tourism consumption and employing new technologies for
environmental protection
Air Transport * Malta: Improving the airline connectivity by government schemes to attract airline service, introduce new routes and
Infrastructure to expand the accessibility, Introduction of low-cost carriers
Ground and Port ¢ Spain: Improving the road and railway systems — Spain’s high-speed rail networks and toll road franchises
Infrastructure

Tourist Service
Infrastructure

Natural Resources

Cultural Resources
and Business Travel

¢ Thailand: Improve domestic land transport by extensions and improvements of roads to promote safety in traveling
for tourists, stablish shuttle bus systems and train transportation networks that cover key tourist attractions

¢ Canada and Portugal: Maintaining quality tourism infrastructure, highest number of ATMs per capita, car rental
companies

* Malta and Thailand: Regular maintenance of public convenience facilities

¢ Spain: Improve tourism information services

¢ German: Expanding the protected lands and habitat protection

¢ Thailand and Brazil: Improving the accessibility to the natural resources

* Saudi Arabia: Improving the environmental regulations

e Japan, Spain and Brazil: Hosting significant number of international association events and sports events

e Japan, New Zealand and Spain: Marketing the unique cultural, environment and historical attractions

ol
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National Policy Framework:
Vistas of Prosperity and Splendour

® Priority to National Security
® Friendly, Non-aligned, Foreign Policy

® AnAdministration free from corruption

The 10 Key
Policies

New Constitution that fulfills the People"s wishes
Productive Citizenry and a vibrant Human resource
@ People Centric Economic Development

@ Technology Based Society

@ Developmentof Physical Resources

@ Sustainable Environmental Management

@ Disciplined, Law Abiding and values based society

Under this NPF and the sectoral policies and policy components of tourism
development clearly indicate that its main purpose is to develop Sri Lanka
tourism as an environmental and domestic-culture friendly industry with
extensive people’s participation, targeting to attract 7 million tourist arrivals
by generating 10 US $ billion income to the nation.

Therefore to achieve such national targets, the Proposed Sectoral Policies
& Policy Components with Relevant Strategies for Tourism Development
under the NPF should be connected with the Major Pillars of Global TTCI.

9.7 EVENT TOURISM DEVELOPMENT IN SRI LANKA

At present, major purposes of generating a significant number of tourists at
global level are not purely dependent only on conventional 4Ss Tourism (Sun,
Sea, Sand, and Sex). Tourism products have been significantly diversifying into
different specific directions since recent years due to emerging demand-driven
market trends and patterns. One important growing segment in global tourism
is Meetings, Incentives, Conferences, and Exhibitions (MICE) Tourism.



TABLE 9.6 Major Policies and Strategies with Major Pillars of TTCI

Major Pillars of TTCI

Sectoral Policies and Policy Components with Relevant Strategies for Tourism Development under the
National Policy Framework

Business Environment

Safety and Security

Health and Hygiene

Human Resources and
Labor Market

ICT Readiness

Prioritization of T&T

International Openness

Price Competitiveness

* Identify new attractions of the country for foreign tourists

« Facilitate to hold business conferences, festivals, exhibitions and seminars to attract tourists
« Initiate a strategic marketing and advertising programs to promote tourism

* Develop household related and community-based tourism

« Establish Tourist Police Service near tourist centers

* Register, train and certify all tourist guides and drivers to prevent unnecessary harassment of tourists, ensure
security and protection for the tourists

* Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
Sri Lankan Economy

« Establish tourism training schools in main tourism cities and also introduce attractive skill development courses
* Increase the numbers of workers up to one million in the tourism industry
* Revise labor laws governing tourist sector workers

« Introduce e-based facilities for reservation of hotels, transport, guides, domestic air tickets and admission card
(Single booking software system and Electronic gate systems

* Increasing annual tourist arrivals to 7 million people. Our aim is to annually add a foreign exchange inflow of
USD 10 billion to the domestic economy from tourism

 Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
the Economy

* Provide investment and other facilities to the private sector to develop tourism

* Provide incentives to set up high-quality tourist hotels and increase number of Hotel rooms currently available up
to double.
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TABLE 9.6 (Continued)
Major Pillars of TTCI  Sectoral Policies and Policy Components with Relevant Strategies for Tourism Development under the
National Policy Framework

Environmental * Environmental and Domestic-Culture Friendly Industry with Extensive People’s Participation

Sustainability  Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
Sri Lankan Economy

Air Transport * Introduce More Efficient Immigration and Migration Process Modernize Internal Airports

Infrastructure * Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
the Economy

Ground and Port * Introduce More Efficient Immigration and Migration Process Modernize Internal Airports

Infrastructure

Tourist Service
Infrastructure

Natural Resources

Cultural Resources and
Business Travel

* Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
the Economy

* Set up tourist service centers at the road junctions connecting main tourist cities
» Streamline the processes of approval of tourist facilities while setting up regional offices

* Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
the Economy

* Environmental and Domestic-Culture Friendly Industry with Extensive People’s Participation

* Connected with the Ten (10) Key Policies with the Sectoral Policies and Policy Components of Other Sectors of
the Economy

* Initiate an enable environment for local performers to attract tourist

* Environmental and Domestic-Culture Friendly Industry with Extensive People’s Participation
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MICE Tourism is defined by some scholars as Business Tourism as well.
Nevertheless, MICE tourism provides a bountiful incentives and opportuni-
ties to make use of leisure time of people to explore the possible gainful
business development opportunities during their travelling in destinations
and also making a platform through tourism for business knowledge acquisi-
tion to the tourists who might not have a clear-cut business development
idea before such experience obtaining in their travel destination, otherwise.
MICE tourism has become one of the most decisive source generators for
the development of Event Tourism in many destination countries through its
four segments.

9.7.1 PROMOTION OF EVENT TOURISM AND INDUSTRY
COMPETITIVENESS: TURNING THE UNTURNED

Both major types of events—Planned and Unplanned Events can be
promoted into Event Tourism if proper tourism management is implemented.
Planned Tourism Events is to be created by event management organizations
or destination countries for tourism promotion or any other purposes that can
be used to promote tourism in those particular countries. Such events require
a gamut of skills and expertise in setting up, operation, and management
with a certain length of time. Unplanned Events could be natural events and
perhaps the events related Dark Tourism promotion.

On the other hand, Planned Tourism Events can be (1) Mega events,
(2) Hallmark events, (3) Major events, and (4) Local events. These events
are also related to Cultural and Arts Festivals, Entertainment, Business and
Trade, Sport competitions, Recreational, Educational and Scientific, and
even Political events.

It is high time we have been convinced that despite a significant number
of events happening in Sri Lanka, an insignificant contribution for tourism
application and opportunities have been capitalized out of the potential
which is a tip of the iceberg, even though the majority of such events are
tourist-attraction driven.

One simple reason decisive in this context is no proper relationship
established between specific events and tourism development. Most of the
attractive cultural festivals and local events are organized primarily for
local residents and often with the help of devotees and volunteers. Although
in the majority of the cases these events are very local-centric and small
with the limited or none tourist attractiveness, the potential to make a
significant contribution to tourist attraction and consequent benefits to the
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local community itself is uncountable. The direct and indirect contribution
of these events could be manifold, but not yet unfold to the industry at its
great potential. The various types of festivals and events have been long
existing in different parts of the country, more specifically rural areas with
uniqueness and authenticity.

9.8 TOURISM COMPETITIVENESS AND CULTURAL TOURISM
EVENTS

According to the Global TTCI, the Cultural Resources and Business
Travels are considered under its Fourth Major Category: Natural and
Cultural Resources. Furthermore, the Pillar Fourteenth (Pillar 14th) of
TTCI is the Cultural Resources and Business Travel. Under the Pillar 14th,
Five Indicators are considered when calculating the Travel and Tourism
Competitiveness Index:

* 14.01: Number of World Heritage cultural sites;

* 14.02: Oral and intangible cultural heritage expressions;

* 14.03 Number of large sports stadiums;

* 14.04 Number of international association meetings and

* 14.05: Cultural and entertainment tourism digital demand.

It is obvious factor that the Pillar 14 and its indicators are vital factors
in deciding the level of competitiveness of the destination. For an instance,
one of the major reasons for India to obtain higher values of the TTCI is its
Cultural Resources and promotion of cultural events in its tourist attraction.

Therefore cultural events and festivals can have a significant and impor-
tant influence on not only the development of the local communities and their
well-being but also to create higher competitiveness of Sri Lanka Tourism.

9.9 SUSTAINABLE APPLICATION AND PROMOTION OF
CULTURAL TOURISM EVENTS IN SRI LANKA

Their utilization of the local resources for cultural tourism events can create
a significant positive impact on the local economy. However, utilization of
such resources should not raise the concerns regarding cultural degradation
of local community involved with cultural tourism events.

Most of the cultural events in local areas are community and culturally
oriented. Variety and diversity of local culture is a prime power for tourist
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attraction. It is favorable to enhance the tourism competitiveness of Sri
Lanka Tourism. Keeping the authenticity of these events with regional and
provincial significance must be maintained for tourist attraction. The impor-
tant identities of these local events should be protected. Massive tourism
promotion with these events would create negative impacts and destroy
the authenticity of these events. Making these events at a bigger and larger
scale can also destroy the real values of its identity. Value addition of these
events must not damage the authenticity of these events. The so-called rapid
improvement of these events should not marginalize the local communities
and their involvement, more specifically when increasing the number of
local and international tourists to these cultural events.

The promotion of cultural event tourism in Sri Lanka can be sustainable
not only through the continuous improvement of the offerings of such tourism
to enhance the economic standards and capabilities of the local community
but also how far such tourism development can protect the cultural identity
and authenticity of those cultural events.

9.10 APPLICATION OF RIGHT-POLICY MIX

Innovative creation and efficient delivery of unique and authentic tourism
experiences to the tourists can mainly determine whether Sri Lanka Tourism
reaches a higher level of competitiveness as a growing top tourist destination
country in the world.

Instead of Over-Promising and Under-Producing, Sri Lanka Tourism
must produce more and better-quality tourism services to meet current trends
and patterns of travel and tourism demand. Tourists are now Discerning
Customers. They are asking more Distinctive and Heterogenous nature and
culture-based tourist attractions and services.

Understanding the great variety of tourist sensitivities over the prices of
tourism products and services is essential to create an effective marketing of
Sri Lanka Tourism. If Sri Lanka Tourism provides only ordinary or same-
ness products and services, then such tourism demand must be highly priced
sensitive. The opposite can be realized if Sri Lanka Tourism can produce
unique and memorable travel experiences for tourists.

Therefore focusing on high-quality experience-based tourism products
and services is decisive for making Sri Lanka Tourism to be competitive and
to create a greater ability to consistently generate more tourism revenues to
the country.
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Sri Lanka Tourism must find a most suitable combination of the Right-
Policy Mix in both assets and process of tourism development. The tourism
assets are the tourism resources created by the nature and culture and also the
man-made attractions and facilities made by Sri Lankan (e.g., infrastructures,
marketing). Sri Lanka Tourism must retain its competitive position by satisfying
the expectations of tourists and all other stakeholders of the industry while
constantly eliminating the threats and exploiting the opportunities arising from
the competitive environment in global tourism.

Competitiveness of Sri Lanka Tourism can only be sustained by
continuing improvement of the offerings and capabilities of the industry.
Certainly, consistent marketing plans and promotional strategies through the
price, quality, image, and ensuring the sustainable tourism practices must be
focused through a holistic approach.

The Right-Policy-Mix is more applicable when considering the promo-
tion of Cultural Event Tourism in Sri Lanka. It needs more proficient culture
tourism management, well knowledgeable workforce, innovative entrepre-
neurship, robust and responsible marketing, use of new technologies and
responsible industry leadership to promote culture tourism events.

In other words, both “Doing the Right Things” Things Right are vital
importance for great success in promoting cultural tourism events in Sri
Lanka.
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* global travel and tourism competitiveness
* untapped potential

* cultural diversification

* cultural tourism events
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ABSTRACT

This chapter places specific focus on the future of food tourism in India.
Theoretical understanding is offered related to different psychographic
reasons that affect our food choice. Food choices largely depend on different
physical, geographical, and cultural reasons with psychographic factors
related to individuals as interest, attitudes, and beliefs, which motivates to eat
a particular kind of food again and again. Further currently rampant practices
in promoting food tourism are being discussed with further marketing tools
for promoting food based tourism are suggested too.

10.1 INTRODUCTION

Food has an important place in human life. Ingestion of food is related to
the psychography of the individual. Food preferences differ from person to
person. Food has a great impact of the culture, tradition, art, places, and
experiences of the people, thus each province of India has its exceptional
food platter. Tourism and food cannot be separated from each other, as
dining out is an integral part of tourism. Over the time tourists realize that
experiencing a nation’s food is essential to understand its culture because
food manifests intangible heritage (Updhyay and Sharma, 2014). Ministry
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of Tourism (2008) envisaged in its annual report that “India’s wide variety
of customary cooking styles is a wellspring of vacation destinations that can
be packaged and marketed by developing ’culinary tour routes’ for special
category of tourists keen on authentic tastes and cuisines.” Eating food is
related to relaxation, escapism, education status, and way of life that fill in
as an inspiration factor for most of the tourists (Frochot, 2003). According
to World Food Travel Association, the meaning of “Food Tourism” is
travelling to look for pleasure by means of eating and drinking encounters
at the destination. Food tourism has been addressed as a vehicle for
territorial advancement reinforcing neighborhood creation through linkages
in tourism supply chain partnership (Renko et al., 2010). Food tourism
further categorized into culinary tourism, cuisine tourism, gourmet tourism,
gastronomy tourism, farm tourism, and rural/urban tourism.

Food tourism is an interdisciplinary zone that incorporates various things,
for example, centrality of food as indicated by culture, society, geography,
and politics. Individuals see it from different perspectives:

1. Activity-based perspective: It defines the food-related experiences
(sensory and cultural experiences) of the tourists in relation to a
destination’s culinary resources (Bjork and Kauppinen-Raisanen,
2016; Ellis et al., 2018; Presenza and Chiappa, 2013). This provides
an opportunity to tourists to physically experience the food via
visitation to food production sites, cooking classes, and food theme
events (Ellis et al., 2018).

2. Motivation-based perspective: Tourist’s desire to experience certain
cuisines or food of a specific place is an important drive for destina-
tion choice (Lee et al., 2014). Presenza and Locca (2012) said that
food tourism is a movement conduct of an individual propelled by
a longing for experiencing certain food items. Evidences suggest
that food tourism is a type of tourism in which food is one of the
important motivating factors (Su, 2013; Bertella, 2011).

3. Mixed perspective: Explorers demonstrated that food tourism
particularly decision of destination of tourism depends on both
movement and inspiration (Adeyinka-Oji and Khoo-Lattimore, 2013;
Hall, 2006). Ellis et al (2018) indicated that intersections between
both perspectives cannot be denied as food consumption is not only
a tourist activity but is an activity that is motivated by an interest in a
particular food.

4. Destination standpoint. Food can be considered as a component of
bigger ideas, that is, destination’s proposal of a tourist experience
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(Spilkova and Fialova, 2013; Wan and Chan, 2013). The selection
of destinations on the basis of food might be used as a selling point
of marketing and management of tourism strategies (du Rand and
Heath, 2006).

10.2 THEMES/CONCEPTS OF FOOD TOURISM/DRIVING FORCES
OF FUTURE FOOD TOURISM

The development of strong strategies is required for the growth of food
tourism in future. Following themes or concepts might help to serve the

purpose.

10.2.1 MOTIVATION

Motivation is the main factor of food tourism, as food tourism is more than
just eating food. It relates to the authentic experiences, cultural learning,
sensory appeal, interpersonal relations, and excitement and health concerns
of an individual (Kim and Eves, 2012). This experience should be enjoyable
and memorable (i.e., excitement, inspiration, and cultural exploration), which
provide meaning (Scarpato and Daniele, 2003; Sharples, 2003). A study
showed significant effect of various motivational dimensions (e.g., oddity
and assortment, bona fide experience and renown, relational and culture,
value/worth and affirmation, wellbeing concern, commonality and dietary
patterns, tangible, and relevant delight) on food-related personality traits of
tourists (Mak et al., 2017). Therefore the concept of motivation may work as
a key element of design and creation of food tourism to fulfill different needs
(i.e., physical, physiological, cultural, personal, and social and security) of
the tourists.

10.2.2 CULTURE AND HERITAGE

Culture or legacy of a place assumes a significant job in plan of the tourism
exercises. As indicated by Montanari (2009) food is a “cultural reference
point” that, within it, contains altogether one of a kind information about the
creation, culture, and topography of the destination from where it begins.
Cianflone et al. (2013) considered food as a “statement of neighbourhood
methods of utilization and of nearby developing or assembling praxis
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connected to the region and to its history.” The plan of any food tourism
offering will not be feasible if it does not take into account the social attributes
(conduct, information, and customs of area) of the region. Gastronomy
permits tourists to access the social and chronicled legacy of destinations
through tasting, encountering, and buying (Ellis et al., 2018).

10.2.3 AUTHENTICITY

Food is known as a concept of place and culture linked with identity, destina-
tion, and icon dishes. Icon dishes are the yield of realness that be connected
with inspiration, taste, culture, maintainable turn of events, neighborhood
network, topography, food tourism. Food and authenticity are bound by
cultural, historical, and locality aspects.

10.2.4 MANAGEMENT AND MARKETING

Management and marketing are very essential to popularize any place for
tourism. This theme involves concepts of destination orientation, image
creation, disciplinary approaches, motivations, satisfaction, consumer
behavior, research themes, and the tourist (Lee and Arcodia, 2011).

Foods in this broadly links the network and district to tourism, and
along these lines, inborn worth of the place (counting individuals) rather
the area itself is a focal point of food tourism management and marketing.
The marketing of food tourism creates a picture and feeling of place for a
network. As food tourism is a catalyst for community engagement it thus has
political capital driving rural and regional development (Ellis et al., 2018).

10.2.5 DESTINATION ORIENTATION

Research demonstrates that destination orientation has direct connections
with types of tourism, place marketing, assets, items, and the management
and marketing. Destination orientation overlaps with experiences, motiva-
tions and food, place, and culture. Thus what the heritage and culture of
destination are equal to what food tourism is. The dish not just as a “social
ancient rarity,” conveying with its cultural knowledge and development of
people groups, yet additionally as a national symbol replicated throughout
the world. The food is without a doubt situated as an antiquity of culture
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that contains information of cultural heritage of destination (Metro-Roland,
2013) through consumption of the local cuisine tourist can get a truly
authentic cultural experience. Orientation is the destination’s history and
culture, hence, food creates image, reputation, brand, and position (Banerjee,
2013). In this concept, food is used as the main attraction and will develop
the market strategies that will focus on the food.

Knowledge of these five themes or concepts is essential while devel-
oping the strategies of promotion of food tourism, so that one can offer
good tourism services to the visitors or tourists. India is a country that
shows unity in diversity. It is a nation where wide variation is seen in food
intake, cuisines, culture, tradition, and language of the people. Differences
are seen in the Geography of the country also, which makes it an ideal
destination for food tourism. The richness of ethnic cuisines of different
states of India may enhance the visitors of tourists stay that positively
enhance the culinary tourism in India, which can be a significant well-
spring of employment for local people. Through proper management and
marketing, India can be developed as a tourism hub especially in the sector
of food tourism.

10.3 MARKETING TOOLS TO PROMOTE FOOD TOURISM IN INDIA
10.3.1 THE “INCREDIBLE TIFFIN” CAMPAIGN

Ab Karim and Chi (2010) recommended that cuisines that are distinctive and
prestigious are appropriate to be created and promoted as a tourism product.
In acknowledgment of culinary tourism’s potential effect on the tourism
economy, the Ministry of Tourism, India propelled the culinary branch of
the Incredible India campaign, suitably dedicated “Incredible Tiffin” project
in May, 2012. This initiative provides a tiffin packaged with local food for
individuals outside the nation, to assist them with getting a thought of the
choices of food accessible in India (Berry, 2014). In expansion to the tourism
promotions, the initiative also expects to research and record regional
cuisines (Budhraja, 2012).

10.3.2 CULINARY CLASSES

On the off chance that the world is tingling to gorge on exquisite Indian
cuisine, the Indian kitchen is transforming into a hub for cuisine tourism over
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the subcontinent (Berry, 2014). Many of the tourists want to learn different
cuisines of all over the world. Indian cuisine is very famous due to its flavor,
richness, and diversity; thus it attracts a number of tourists who want to learn
how to cook authentic desi khana (Indian food). Following points show why
international tourists want to appreciate firsthand experience with Indian
cooking.

1.

Flavors of Indian Cuisines: Indian meals have various flavors in the
form of curries, spices, and sweets; putting these flavors in food is
always treated like an art. This art is the primary driver that draws
in global visitors into the Indian kitchens. Sameer Gupta a specialist
of Indian cuisine said that one of the principal purposes for the
expanding ubiquity of the pattern is the craving to find out about
Indian lifestyle, culture, and tradition. Also, food is without a doubt a
significant element of the Indian lifestyle. In this manner, worldwide
tourists need to learn Indian dishes in their accurate style without
compromising its ingredients or flavor.

Culinary heritage: In search of real Indian cuisine, tourists go to
simple households too. Indian kitchens are changing into ideal
centers for cooking tourism, offering tourists with a choice to gain
proficiency with the regional dishes while staying with locals. The
tourists want to eat with family members of local households and
relish the delicacies. Nowadays international explorers need those
sorts of vacationer administrations that serve their palates as well
as show them the genuine heritage of India (Indian values, culture,
culinary legacy, and the Indian way of life). Different states of India
can provide this type of services to enhance the culinary tourism.
Flavor with nutraceutical value: Prevention is always better than
cure. Good food serves as one of the preventive measures of numerous
acute and chronic diseases. Indian spices and ghee have nutraceutical
potentials along with nutritional values. With the knowledge of these
and their use in Indian delights one can cure many diseases. This
part can be introduced in the tourism industry methodologies where
tourists can know and get familiar with the marvel flavors of Indian
spices and their uses.

10.3.2.1 INDIAN CULINARY CLASSES PLACES

Following are the places where the tourists can take Indian culinary classes:
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The Pimenta-Spice Garden-Bungalows-Cooking Holidays, Kochi
(Cochin)

Aakriti Eco Homestay, Nilgiri Mountains, Tamil Nadu

Silom House and Cooking School, North Goa

Bengali cooking classes, Kolkata, West Bengal

Private cooking class in an Indian home, Delhi

Spice Paradise cooking class, Rajasthan

Mercury Travels, Mumbai

Trans India Holidays, New Delhi

10.3.3 FOOD FESTIVALS

In India, food festivals or food fests have progressed significantly. They are
a lively portrayal of the myriad tastes of the nation, complete with the elite
delicacies and food-items of Indian states. Urban communities across the
nation have become “foodie central” with an energizing arrangement of food
festivals having a wide range of Indian cuisines. These festivals of the nation
mirror the assorted societies and conventions prevalent in the country, which
discover articulation through its huge assortment of regional cuisines of the
country. Unique flavor of local cuisines of India crawls its way into these
amazing and very enticing food festivals, convincing its guests to enjoy
probably the most scrumptious food dishes.
Some famous food festivals of India are as follows:

L.

National Street Food Festival: Every year in the month of December/
January this food festival is organized in Jawaharlal Nehru Stadium,
New Delhi. It is a fiesta of street food from various states of India.
It is an ideal fest for passionate street sweethearts as they can get an
assortment of much-adored street delights at one place. Street food is
a fortune place of regional culinary conventions and is progressively
assuming a significant job as an enhancer and power multiplier of
the tourism industry. Asian street food is considered the best on the
planet.

Mei Ram-ew: In the month of December, ethnic food festival of
Meghalaya, Mei Ram-ew is organized at Sacred Grove, Mawphlang
Meghalaya. It is an effort of North-East Slow Food and Agro Biodi-
versity Society to protect and advance the various forest foraged and
locally developed foods that are cooked and served by indigenous
inhabitants of the North East India.
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Great Indian Food Festival: 1t is organized in the month of January
at Dilli Haat, Delhi. The Great Indian Food Festival has 75 stalls
from 12 states, has enough variety to send individuals straight into
a culinary coma. Exciting competitions such as golgappa-gulping
competitions and vadapav-eating competitions are also hosted in this
festival.

The Grub Fest: The Grub Fest is organized in the month of March
every year in New Delhi, Pune, and Mumbai. It is a perfectly
enthralling collection of food, fun, and entertainment. It is a food
carnival with culinary workshops, a natural food showcase, music
exhibitions, and a large group of well-known restaurants. The
celebration likewise has an exceptional field for mini food trucks
called the Grub Mile. In this festival one can see the movies themed
on food.

International Mango Festival: The International Mango Festival is
organized in Dilli Haat, Delhi, It is a two days event organized during
summer (July) that exhibits over 550 variations of mangoes. The
Tourism and Transportation Development Corporation arranges this
festival in collaboration with the National Horticultural Board, New
Delhi Municipal Corporation and Agricultural and Processed Food
Products Export Development Authority. Food dishes are readied
using mangoes by acclaimed culinary experts. Social exhibitions and
rivalries like mango slogan composing and mango eating challenges
for women are basic pieces of the celebration.

Goa Food and Cultural Festival: In the month of April, this festival
is organized in Panaji, Goa. It is an initiative of Goa Tourism Devel-
opment Corporation. In this festival, much-cherished customary
delights (approximately 70 food stalls of different recipes) are served
to the tourists; thus the celebration emphasizes that Goan cuisine is
much more than simply rice and fish curry.

Gujarati Food Festival: Consistently, an intricate food festival
is organized in Gujarat, known as the Gujarati Food Festival that
bears declaration to incredibly great delights, which are exclusive to
this Indian state. Chefs of eminent lodgings and eateries of Gujarat
participate in the festival with excitement and enthusiasm.

Palate Fest: It is organized in month of February at Nehru Park,
Delhi. It is a three-day food and music festival that brings together
some of the most loved and popular restaurants, food stalls, and even
some embassy kitchens from across Delhi.
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9. Ahare Bangla: 1t is a five-day-long food festival organized by the
West Bengal government in the month of October at Milan Mela
Grounds, Kolkata, which shows the extreme passion of Bengalis
pertaining to food. Ahare Bangla is a great place for foodies to get a
taste of classical Bengali dishes.

Some other names of food festivals are Bengaluru Food Fete, Sattvik
Food Festival, Navi Mumbai Truck Festival, UpperCrust Food & Wine
Show, and Horn OK Please, which depict the Indian culture and heritage
through food.

10.4 INDIAN CUISINE IN INTERNATIONAL COOKERY SHOWS

Many Hollywood and Western television channels show Indian cuisine as
a part of their popular culture. This is a time where Indian food is gaining
momentum, with many international chefs trying to reinvent popular dishes
and give them a makeover to cater to a wider audience of gourmands. This
can be a good medium to spread the specialities of Indian cuisines which in
turn enhances the culinary or food tourism in India.

10.5 ROLE OF RESTAURANTS IN FOOD TOURISM

Dining out is the most frequent leisure activity (Hall and Mitchell, 2005) and
an integral part of tourism. Thus services provided in a restaurant play an
important role in the success or failure of travel. Restaurants render a unique
experience of eating (Josiam et al., 2004) and also provide key attributes
to destination attractiveness as they serve as one of the key determinants
of tourists’ experience (Correia et al., 2007; Gross et al., 2008; Halland
Sharples, 2003; Kivela and Crotts, 2006). Tourists’ interest in culinary
experiences has triggered enormous growth in the restaurant industry (Sparks
et al., 2003); hence, today, tourists make up a significant part of the market
for restaurants and cafes throughout the world (Hall and Sharples, 2003).
Tourists have a significant contribution in the food and restaurant business;
therefore understanding of tourists’ culinary preferences is necessary for
better product design, menu design, marketing campaigns, service quality,
thematic ambience, food quality, and so on because poor quality and service
failure can have negative outcomes, affecting health, trip disruption and
ruining destination reputation (Pendergast, 2006). With the aim of giving
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normalized “world-class services” to the tourists, the Department of Tourism,
Government of India has a willful plan for endorsement of cafés in the nation.
Such autonomous eateries will be outside the inns and ought to have in excess
of 30 seats.

Other activities or events such as day tours, old city food walks, canton-
ment food walks, food trails, farmers market, gourmet tours, food fairs
that can showcase the real India by focusing on local Indian foods can be
incorporated in tourism strategies to enhance the food or culinary tourism
in India. The uniqueness of Indian cuisine is that cuisines of all states are
equally enjoyed by the people of all over the country as well as outsiders
also. Incorporation of these tools in tourism policy and strategies not only
enhances the growth of food tourism in India but also improves the economy
of the nation by providing employment.

10.6 CONCLUSION

Indian food has unique and fabulous flavors and offers a variety of dishes
but, because of absence of facilities, till now it cannot be changed over into
money. The Indian government is also taking initiatives to promote food
tourism in country but some improvements are required in food sector, that
is, hygiene and sanitation of food facilities, decorating and introduction of
food, and delivering a quality experience to the tourists that can make their
experience more memorable and unforgettable.
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ABSTRACT

The invention of Web 2.0 has brought major changes in the working of the
online tourism industry in the last few decades. It has now become imperative
for marketers to understand the A—Z aspect of the new and upgraded form
of the world. This chapter consists of series of topics in order to acquaint the
learners as how the online industry work starting from the trick of search and
it is working to social media that is responsible for changing the way tourist
extract information and perceive in accordance to their need and desire. The
importance of various social media handles holds equal importance for both
the tourists as well as the tourism industry. At last, an attempt has been made
to associate the tourist behavior with that of the different consumer model
and strategies have been suggested to the marketers.

11.1 TO INTRODUCE SEARCH AS A TRICK IN TOURISM
11.1.1 CONCEPT OF SEARCH

Human beings have evolved over time and so is the way they pursuit for
their queries. This race has always been inquisitive about the things present
around them. The advent of the World Wide Web, also known as Web 2.0,
has provided a platform to quench there this nature of search. The late
1990s and early 2000s encountered a major change in terms of working of
World Wide Web, the concept that was commenced with static HTML pages
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started shifting to responsive e-commerce opportunities involving two-way
communication. Web 2.0 provided a platform that is more participative and
has inclusive nature, as it allows not only to create but to cocreate, publish,
and share your thoughts with the outside world. The technological tools
have provided a medium to develop online communities, build up forums,
and networks by the means of collaboration and distribution of content
and application (Vicekry and Wunch-Vincent, 2007). The thought was
further supported by Weinbery (2009), who supported that Web 2.0 is much
more than just a medium for accessing information, it is a technology that
cultivates, enhances, and modifies that interactions socially.

The key idea of search is to provide a platform for the basics of search
engines to work. Organization can analyze what is trending and accordingly
they construct content that is based on a certain explicit search query. In layman’s
language, Search acts as a filter to extract the right kind of information needed
by the user from the web. The process of search is not only considered as
swift but it affords an easy admittance to plethora of information. There exist
various search engines such as Google, Yahoo, Bing, and AOL, while, various
Users Generated Content (UGC) websites such as Facebook, Instagram,
YouTube and LinkedIn, etc. Search engines have attained the top priority
and the most valuable means for bridging the gap between the travelers and
tourism businesses (Xiang, Wober, and Fesenmaier; 2000).

As of January 2020, as per areport by statista.com, Google leads the market
with a share of 86.80% followed by Bing (5.87%), Yahoo (2.83%), Baidu
(0.7%), and Yandex (0.76%). Also, the average monthly traffic on google.
com is nearly 5170 million. While Facebook entails the highest number of
active users amounting to 2449 million, are not these figures alarming enough
to point out the growing importance of the concept of search?

Tourism is considered as an informative intensive industry, the tourism
organization exchange the medium through various channels in order to build
a relationship with the customers (Poon, 1993). Not only organizations, but
even the customers are dependent on travel-related information to satisfy
themselves (Vogt and Fesenmaier; 1998). This search of information within
consumers has two components, internal search, which is done on scanning
the long term memory for knowledge of the product, and external search,
which is carried when an internal search is unable to provide enough
information (Bettman, 1979; Engel et al., 1990).

On one side, where, it has brought unparalleled opportunities, on the
other, it has added innumerable challenges and thereby, redefining the tourism
industry in a number of ways (Werthner and Klein, 1999). Tourists, these days,
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continuously like to receive and share information online and to their virtual
social network by the means of online social media software. Also, the hands-
on web has led to the development of a new sort of interactions, which has
resulted in an expansion of the experience of physical travel in multiple ways.

In simple words, Internet search not only aids the travelers in choosing
various aspects related to their travel but also provides a platform to orga-
nizations to reach their target audience in real time. A study conducted
by Hitwise, one of the leading Internet research firms, postulates that the
generation of online traffic to websites (hospitality) has resulted in increase
in the number of booking (Prescott; Hopkins, 2008).

The following section will help in critically analyzing the pros and cons
of the power of search and its relative impact on consumer behavior as tour-
ists. Also, how the tourism industry can strategically make use of the search
aspects to win over the battle and why we have termed it as “Trick of trade.”

In the following section, we will understand this notion.

11.1.1.1  IMPORTANCE OF SEARCH FOR CONSUMERS AND
THEIR TOURIST BEHAVIOR

Have you ever pondered why the concept of search has gained such approval
among the laypeople, that for every second feature of life we start Searching?

With no doubt, Internet search has provided a platform that can provide
plethora of information at just one click. Most travelers these days are
dependent on Internet searches to look for relevant information and has
considered it as a part of the overall planning (TIA, 2005, 2008). Travelers
are conducting research in order to find the most relevant information that is
based on their travel knowledge, the destination and the search engines (Pan
and Fesenmaier, 20006).

Surprisingly, the Internet acts as a major factor in the process of developing,
learning, and growing at the neural level for human beings. It has just turned
the way people interact with each other.

On one hand, where Web 2.0 have brought positive changes in terms
of social nearness, collaboration, interaction and personalization, on the
other, it is making us dependent on technology. The situation have arrived
where we do not feel like applying brains, we do not want to think, and
rather we believe in the power of a CLICK. Ask yourself, when was the last
time you made use of Google Maps to look for directions. If your answer
is very recent, then I am sure you must have understood by now, as how
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technologically dependent we have become. We, as a human race, strongly
support the slang popularly known as Googling. To put it in simple manner,
this all has impacted the attention span of human beings and has disrupted
the power of memory. Companies have well understood the notion that the
Internet acts as a quick and effective distraction and thus have integrated
well in their overall marketing plans.

Apparently, search is turning into a powerful tool in the formation of
tourist behavior. Websites like TripAdvisor, Lonely Planet, MySpace, Face-
book, and YouTube that contain content from actual travelers (also known as
user-generated content) is changing the way travel information is processed
and evaluated. A process that starts from examining locations, deciding
hotels, searching top-tourist spots, to whatnot, all is happening with a click.
The trick of trade has become SEARCH now.

The travelers often involve themselves in intensive research using the
web and other mobile platforms before getting on to the final conclusions.
Each individual search query is found to be attached to a different user’s
goal: (1) Navigational goal: when users look for a specific web page
like a home page. (2) Informational goals: when users want to obtain
an informational piece, for example, location of a local restaurant. (3)
Transactional goal: goals that are economic in nature, and are attached to
an action, for example, flight bookings (Jansen and Molina, 2006). Jansen
et al. (2008) further carried this study and found that most of the times
users’ queries are largely informational (81%), followed by navigational
(10%) and transactional (9%). Further, Xiang et al. (2009) postulate that
user queries are mostly related to the specific tourist destination and are
short expressions of travelers’.

Also, it will be worthy to mention the increased power of bargaining that
is adding heat to the overall competition of survival by the travel companies.
To add to this, the comparative philosophies that the websites such as trivago.
com, booking.com, tripadvisor.com are providing a podium to the users to
instill their kitty with different itineraries offered at different platforms. /
Know all kind of attitude has bought challenging and tough times for the
dealing companies.

11.1.1.2  IMPORTANCE OF SEARCH TO THE ONLINE TOURISTS
INDUSTRY

The power of search for the online tourists industry is equally important
as it is for the individuals. Tourism business and organizations have made
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the Internet as an integral part of communication strategy as they consider
it as one of primary communication channels for attracting and retaining
customers (Buhalis and Law, 2008; Gretzel and Fesenmaier, 2000).

The intensity of new technological changes with which the industry has
been coping with has already brought so many changes in the traditional
working and structure of the industry. One such challenge that has become
imperative for the online industry is to maintain a high rank on the Search
Engine Results Pages to increase the chances of getting accessed by potential
consumers. In order to compete with the tourism businesses and forums that
attract the consumers by providing ample of information, it is important to
contend with the modified and enhanced algorithms of the way pages are
ranked by the search engines (Lawrence and Giles, 1998).

Interestingly, the past research shows a positive relationship between the
search engine interface and rank of the pages. Majority of users do not look
beyond the first three pages of search engines (Henzinger; 2007). Users put
more trust in organic list, and such list are found to have more conversion
rates (Marketing Sherpa, 2005; Jansen and Resnick, 2005). Henceforth, it is
imperative for the firms to imply strategies that can be used to build up a high
rank in google search and to win the battle of Internet SEARCH. Some of the
strategies are as follows:

1. Relevance: This is one of the most important concepts to be consid-
ered while trying to form an image and attaining high rank in the
searches. Factors included are significance of the given page, use of
specific keywords, the title tag of the web page, presence of back-
links and forward linkages, and amount of time spent on a particular
page decides the relevancy of the page. Not to forget, more relevancy
increases the popularity in the search results.

2. Popularity: Another way to attract traffic to your website/page is to
add current trending concepts or topics, it could be anything from a
popular news, to the blog post or story in trend. This aids in increase
number of social shares (sharing through social medium), which
thereby increases the visibility of the website/page.

3. Segmentation: It is referred to as dividing the target on the basis
of some common needs and wants. There are innumerable tools
available in the market that can help in segregating the database such
as Google analytics, google trend, PPC data, and Facebook analytics.
With the help of these one can know what exactly the consumer wants
and in that way they can promote the content that he/she likes. For
example, if someone is searching for a trip in Switzerland, then they
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can be captured by showing deals and sending repeated reminders
through the use of various social media handles.

Diversity: One should remember while trying to win this search battle
that you need to be distinctive and be able to provide some unique
concept. People do not want to read the same concept everywhere.
For example, live interaction with the experts, past travel interviews,
interactions with the regular customers are some of the innovative
ways that can help in making a good rapport with the potential trav-
elers and also makes the content looks different.

Quality: 1t is highly suggestive that in the lieu of providing some-
thing unique and distinctive one should never forget the quality of
the black and white. People read and they keep in mind whatever
is written. Not to forget, one of the major factors while deciding
your page rank on the search engines used by Google is quality. Add
something that depicts quality and emotionally engages the reader.
Trust: The Google Webmaster Guidelines suggest using valid prac-
tices and build a trustworthy website. This all increases the chance
of upgrading algorithmically by the search engines. Keep improving
should be the mantra for the online players to beat the completion of
Search.

SOCIAL MEDIA AND TOURISM MARKETING

Which social strategy will work the best? What is the best channel
to promote my offers? What people want to see and share? How
to engage consumers by the means of unique customer advantage?
What medium has the capacity to earn higher return on investment?
(Stelzner, 2015)

11.2.1 SOCIAL MEDIA AND CONSUMERS

Social media marketing has become a modern and innovative way of doing
business especially in tourism marketing. It has not only provided versatility
but has also led to an expansion of the tourism industry by many folds.
Modern day consumers use online tools to create and share their experi-
ences to the online world. We, as humans, love to be socially accepted and
appraised, and to do that, we adopt various methods to be a part of a social

group.
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Talking of consumer as a tourist, s/he loves to share and discuss their travel
plans within and even outside their network. Thinking from a psychological
aspect will take us way deeper to understand the urge that a human being
feels behind sharing his/her travel-related stuffs. From economics perspec-
tive, this feeling could be as similar as what we discussed in our economics
class about “Giffin goods.” We develop a sense of accomplishment, and a
sense of pride in discussing and showcasing our wealth through our travel. In
my view, this topic also arranges for a big research to the fellow colleagues
and students in discussing about the facets of conspicuous consumption in
travel-related behavior. This term conspicuous consumption was coined by
Norwegian—American economist and sociologist Thorstein Veblen in 1989
in his book “The Theory of the Leisure Class.” He underlined the concept by
explaining that sometimes the consumers are involved in buying expensive
goods in order to display their wealth and income than to cover the real needs
of the consumer.

People buy what they see, hear, and trust and social media provides a
perfect display place for both the travelers as well as the online tourism
industry. The most basic use of social media gets us linked with the higher
order goals, collaborate, create, connect, collect, and consume (Hoffman and
Novak, 1996). Each human is said to have their own level of engagements
and needs in order to connect with that of the different mediums.

Hoffman and Novak (1996) proposed 4Cs—Connecting, Creating,
Consuming, and Controlling, for evaluating the consumers motive to use
social media.

* Connecting: Connecting is an intrusive motive of a human to evaluate
the social media group that a consumer belongs to.

* Creating: A sense of autonomy and competence provides an outward
locus of control that leads to higher social media involvement.

* Consume: It is a part of nonsocial goal and is intrusive in nature. It is
negatively correlated with autonomy and competence.

* Control: It is directed to social media knowledge and acts as a positive
link between autonomy and competence.

A peer recommendation, pictures posted by a dear friend, multiple social
sharing, and check-ins all gears up the feeling of following footsteps and
acting the same way. Social media has allowed to bypass the traditional way
of doing things, people now have access to real information through the
means to written testaments by actual travelers, or content shared by various
websites relaxes a traveler in many ways.
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11.2.2 MEDIA HABITS AMONG PEOPLE

As on January 2020, Facebook is the most popular and widely used social
networking sites (SSNs), as per the statistics (statista.com). As per a survey
in 2019, around 45% of the world’s populations use social media, on an
average of 144 min each day on social media. Philippines tops this list,
with an average of 3 h and 53 min each day on social media. Around 40%
of the population found that social media is a way to keep them updated
with the current trends and events, while, around 30% believed that they
use social media because their friends are using. Look at the statistics in
Figure 11.1.

Kuaishou | 316
Twitter = 5;,24%)
Reddit
Ozone
Tik-Tok
wechat
Whatsapp
Facebook
0 500 1000 1500 2000 2500 3000
NUMBER OF ACTIVE USERS IN MILLIONS

FIGURE 11.1 Graph showcasing most popular social networks worldwide as of January
2020, ranked by number of active users (in million).

Source: www.statista.com

As already been discussed in the previous sections that travelers are
evolved as more informative and educated in terms of extracting informa-
tion on social media. In 2019, people from Britain were asked to indicate
as to what extent there travel are inspired by social media. While older
generations believed that social media do not influence them, Facebook
was found to more the most influential among youngsters. 50% of genera-
tion X and 51% of generation Y believed that their travel is influenced
by Facebook. In 2019, 1,00,000 travel-related hashtags were searched on
weekly basis in the United States. More than 46% of Indians confirmed
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that they post and upload their pics while on holidays, in comparison to
35% of US users.

The most popular travel booking brand in the United Kingdom is found
to be booking.com, followed by STA travel. In 2014, the most popular online
travel site in the Asia Pacific was found to Ctrip.com with a number of 68.66
million unique users in the month of October.

All the figures definitely take us to the fact that travel and social media
usage have become an inseparable entity. There can be many factors as why
travelers prefer to use social media before taking any decision. Trust has
been found to the vital reason (Yoo et al., 2009). Also, it should be noted
that the behavior of a traveler vary across the stages of traveling (before
travel, during travel and after travel). It is important here for the travel
marketers to alter their offerings in the same manner. Communicate in the
way as travelers are looking for. Sometimes all they want is acknowledge-
ment. For example, a positive review can be acknowledged by a Thank you
note to the reviewer can rejoice and provoke his/her emotional attachment
with that of the brand.

Why do you think people will be motivated to write about you? What are
they going to get? The answer to this is simple, “GIVE THEM A REASON”’!
There exist various reasons of motivations among the user to share their
experiences, it could be either simple desire to help others to simple desire
of sharing experience.

All you have to do is strategize according to their needs. Search and
recognize the target market diversity and try to find synergies.

11.2.3 UNDERSTANDING SOCIAL MEDIA IN TOURISM INDUSTRY

Social media and tourism marketing go hand in hand, informally they
are like a match made in heaven. If we go by figures, then travel is the
most talked about topic on social media. Travel services are viewed as
experience products carrying intangible nature with the limitation of
assessing quality before the actual travel. Social Media has profoundly
changed the conception the technique travel and tourists use to pursue,
read, examine, trust and evaluate the travel destinations. But what is social
media? Social media are the websites that aid in facilitating information,
content creation, discuss, share, modify, and networking with the help of
Web 2.0 with the known and unknown individuals and societies. Chan and
Guillet define social media as “a group of Internet based applications that
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exist on Web 2.0 platform and enable the users from all over the world
to interact, communicate and share ideas, content, thoughts, experiences,
perspectives, information and relationships.” Travel and tourism Industry
was fast enough to adopt the pace with which the technology is growing
(Kanellopoulus, 2006).

Moreover, the advent of various collaborative trip planning tools have
made it so easy and interesting for the individuals to be a part of the overall
strategic planning. Travelers are now able to involve themselves in various
business processes like marketing, development of new products, promo-
tion, etc. All these strategic moves have enhanced the emotional connection
with that of the travelers.

Increased exposure and traffic are the two main benefits that marketers
realize in using social media (Analytics and business survey; 2015). With
no doubt, social media has the power to multiply word-of-mouth effects,
however, the major problem that comes is people really do not really know
how to use it (Divol et al., 2012). Many researchers have argued that it is
practically little difficult to gauge as which product or review has the capacity
to blast and can go viral. Hence, it is suggestive for the companies to develop
metrics to find out what works in this highly competitive world.

Prudent use of social media by the travel and tourism industry persuades
a traveler to share his experiences and right positive reviews on various
social media platforms or on websites. This creation of content that is
published on the Internet directly by the users is known as UGC. UGC
can be understood as a way of promoting content by real-life travelers.
Here, it is imperative to understand that it is not necessary that user
generated content needs to be published on a social medium. It can even
be done on websites or on applications. Let us understand this with the
help of an example, assume you have reviewed a hotel on a website called
Trivago.com. This dot.com business is not a social medium, however, it is
an online social travel agency. This hotel would now like to import your
review from Trivago.com to its website. This can be done by the means of a
program called Application Program Interface. This concept draws a clear
distinction between social media platforms from that of websites or any
other applications.

The global presence of Social media can be traced out from the following
statistics. The graph clearly depicts the growing popularity of social media
around the world. As per the reports presented by statista.com, the total
number of users on social media around the world are estimated to be 3.43
billion by 2023.
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It is highly suggestive to the travel and tourism industry to comprehend the
metamorphoses offered by the various platforms in order to reap the benefits.
Past literature advocates that various attempts have been made to classify
the types of social media. It is divided into subgroups according to empirical
functionality: blogs, networking sites, virtual advertisements, collaborative
projects, and sites dedicated to feedback (Chan and Guillet, 2011, pp. 347).

In order to be competitive, it is domineering to gain thorough knowledge
about its usage, especially in tourism. According to Parra-Lopez et al. (2011,
p 640), the subcategorization can happen on the basis of familiar websites.
For example, Facebook is a web SSN, while, Twitter is an online service that
allows its users tweet on various topics of their interest. On the other hand,
Snapchat is a mobile-only platform that enables its users to share photos
and videos. Pinterest, a web community has recently gained popularity
that enables its users to pin the images and share their thoughts with others
through images and videos. Microblogging, forums, blogs, social recreation,
and social bookmarking are a few of the innovative methods of being in
touch with the travelers. The crux is to understand as to when and how
the travel community can reap the benefits by prudently using simple, yet
complicated applications.

Understanding social media is a complex task, on the basis of its distin-
guished features identified (Constantinides and Fountain, 2008; Marigold
and Faulds 2009; Kaplan and Haenlein 2010; Heinonen 2011) it is classified
in the following types:
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Collaborative projects: edit ability of messages (status on Facebook
can be edited by the one who published it, while, Wikipedia can be
edited by anyone)

Virtual communities: distinguished on the basis of areas that they
cover (trivago.com is a travel website, while, Facebook can be used
to recommend or share experiences. Twitter allows to tweet opinions
or diaries (personal blogs)

Content communities: enables the users to share various media
contents like videos, text, pictures, etc. (YouTube, Flickr, Pinterest,
and Facebook).

SSNs: these are the websites that allow users to create their personal
profiles, and let them share this content with known and unknown
(e.g., Facebook, LinkedIn).

Virtual games/social worlds: these offers an interactive platform for the
users with the other users (online games, or websites like Second life).

Social media advertising is becoming talk of the town these days
(Table 11.1). The further monetization of social networks has become of the
main trends within Social Media Advertising. The amalgamation of shop-
ping and payment methodology into social networks has increased the user
engagement, conversion rates, and performance of progressive targeting.

11.2.4 SOCIAL MEDIA ADVERTISING

TABLE 11.1 Country-wise Spendings on Social Media Advertising in 2019

Country US dollar (in million)
United States of America 38,393 m

China 16,167

United Kingdom 3,880

India 3,770

Germany 3416

Source: www.statista.com

Before we move into further discussion, let us first understand the social
media trends revolving around tourism industry.

1.

Travel based on research: The conventional way of planning a trip has
changed and on top of everything presence of optimal social media
platforms like TripAdvisor, Trivago, MakeMyTrip have provided a
perfect solution to any and every travel-related problem. Travelers are
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extensively involved in Internet research much prior to anything else.
It is believed that extensive research prior to traveling can give a deep
insight into the area, update us about various do’s and don’ts, and
endless amount of additional information that can aid their journey.

=

¢) Dan Flying Solos promoting Indonesia travel d) Drew Binsky advising travel guide to Vietham

Sources: a)https://www.youtube.com/watch?v=UK-ouZuKNV4; b) https://www.bruisedpassports.
com/who-are-savi-vid; c¢) https://www.danflyingsolo.com/raja-ampat-indonesia-budget-diving/
©Copyright 2014-2021 / Dan Flying Solo; d) https://www.youtube.com/watch?v=Bwh;jfrqpCEU

Blogs are becoming an important source of information for trav-
elers for getting travel advice and suggestions. The Internet seems to
be flooded with freelancers as travel bloggers, promoting their travel
in the most picturesque manner. Moreover, reading and sharing travel
experience creates an urge to travel and visit the place. Bruised Pass-
port, Four Happy Feet, Dan Flying Solo, A broken Backpack, Drew
Binsky, and The blonde Abroad, to name a few of the top travel blog-
gers. It is highly suggestive for the marketers to offer collaborations
and make it a part of overall strategic marketing plans. One of the
biggest advantages of using such collaborations is that the companies
are often able to attract their earned and owned fan base.
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Similarly, the power of so-called hashtags can also help the
tourism industry to build a community and form an image among
those who they want to attract.

Online Recommendations: With the help of various online communities
users are asking for Facebook recommendations. They are gathering
information and feedback related to their stay, food, and traveling.

Facebook has the highest number of active users as compared
to any other social networking website, hence, making it one of the
most trusted and surfed website. Companies can therefore use this
technique to attract the users through the way recommendations.

Comment

# Edit Location

[[27 Like O Comment d-

Monticello on Main Street

Monticello, Minnesota

Power of Social Sharing to acquire information: Social media user
wants content, a lot of it. Travelers are intentionally taking help from
social media for planning their trips, and deciding various other
factors. It is acting as a source of inspiration to future travelers. Users
often caught themselves in a situation where they are not even sure
about as to which destination they would like to hit. In such case,
companies can put their foot forward and recommend places or put
articles to plant a seed.
Direct-to-consumer communication: Consumers these days lack
patience, they look for instant replies and quick support to their queries.
Social media has the capability of out beating the shortcomings
of manual planning. Continuous touch with the users, providing
instant solutions, rendering to their questions, keeping them posted
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is all helping the online tourism industry to grow. The idea is simple,
people expect a reply, just do not make them wait.

5. A paradigm shift in incentive schemes: There is a conventional shift
in the way companies have started providing incentives to their
users. Maintaining the old customer is way more economic than
acquiring a new customer in terms of cost and efforts involved.
Social media has provided a superior way to track people who
are posting good things or who are constantly involved in social
sharing.

But why do you think people will write good about you and espe-
cially when they are encountered with so many brands each day. The
reason could be simply the added advantage that you can provide
them. An incentive can simply be a compensation or any benefit
that the user will see as an added advantage. As such initiatives can
easily be tracked and thus, it is easy to incentivize people. If they do
not have a reason, give them. Provide them with the incentives for
discussing.

6. Alterations to services: With the ease of booking tickets people can
now directly do booking from either their desktops or various mobile
applications. It is here where these online tourism industries can play
an important role. They have to design their promotional plans in such
a way that seems promising to the users. It is highly advisable to the
agents to segment the market and alter their offering only after careful
consideration of their profile. Such segmentation will help in main-
taining the trust of the users. Never forget, everyone likes personal
touch!

11.2.5 SOCIAL MEDIA CAMPAIGNS

Social media campaigns are one of the innovative ways as they offer a
low-cost yet impactful way to attract the attention of the target audience. A
campaign usually consists of series of advertisements on a common theme
presented on at least one social media platform for a stipulated amount of
time. It serves many vital purposes like attracting new fresh traffic, creating
brand loyalty, hitting the right nerve of the target audience, and a way to drive
sales. To put this out it in a simple manner, it can be termed as a coordinated
marketing method designed to emphasize information and builds emotions
and sentiments. Time and again various initiatives have been taken by
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the travel and tourism industry to promote themselves through the way of
innovative campaigns. Whether it is about promoting a country’s tourism or
their own travel agency, this industry has never taken aback. Wondering, what
campaigns can do?

To make this topic more interesting, let’s go through the following real-
life examples.

11.2.5.1 SOME EXAMPLES OF FAMOUS SOCIAL MEDIA TRAVEL
CAMPAIGNS:

1. Jet Blue “Reach across the Aisle”: A campaign by Jet Blue airlines
in 2006 was launched amidst the American elections. The idea of
the campaign was to promote harmony, maintain peace, and bring
unity in the citizens. The tagline “across the aisle” was a call out
to the people to set the differences aside and an appeal to work in
harmony.

CROSS'THE AISlE' VIRAL
L JET BLUE OFFERS FREE FLIGHT WiTH BicicatcH. VIDEGHE
TRONG W|NDS WED, LEADING TO MASS FUGHT CANCELLAVIONS AT CHICAGO AIRH

A shot from Fox News channel showcasing Snapshot of the advertisement that went viral
advertisement

2. Norway “Sheep with a View”: The Norwegian tourist board came
up with the campaign called “Sheep with a view” with an objective
to promote its tourism. Through the series of advertisements, they
showcased their lifestyle, culture, and its scenic beauty. The approach
was simple yet mesmerizing by giving the viewers a sheep’s view of
the country. The campaign was highly appraised and was viewed by
more than 8 million people.
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A still from the Norway “Sheep With A View” campaign

Source: https://www.203challenges.com/sheep-with-a-view-the-cute-woolly-guides-of-norway/

3. Airbnbs “Let’s keep travelling forward ”: Campaign got aired after
uplifting the ban on travel by America’s president Donald Trump.
The campaign rolled around the central idea “to limit travel is to turn
back progress.”

The idea was considered to be melted well with the overall posi-
tioning of the brand.

&

LET’S KEEP
TRAVELING
FORWARD

Airbnb “Lets keep travelling forward” campaign

4. Easyjet’s “Imagine”: In2018, a campaign called Imagine was launched
by EasyJet with a central theme on wonders of air travel. Through
this campaign the airlines wanted to build an emotional connection
with the flyers. The ad showcased a plane flying above the clouds, and
conveys to life the several daydreams of a traveler on board.
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11.2.5.2 OBJECTIVES OF SOCIAL MEDIA TRAVEL CAMPAIGNS

A travel campaign can help in many ways, whether it is about building
an emotional connection with the destination, bringing out the memories,
making visitors fall in love with the destination, or about increasing the
travel bookings, campaigns can do it all. All you have to do is choose the
right objective.

Each travel player holds its own objectives in terms of strategizing their
marketing campaigns. Some of the common objectives behind creating social
media travel campaigns are as follows:

» To create or increase awareness

* To target new segments

» To attain local and global publicity

» To encourage visitors to plan visits

* To change a particular prevailing perception

» To attain a distinctive image about the destination
* To create destination-specific buzz

* To increase database

* To increase likes/fanbase

* To Improve negative image of the destination

11.2.5.3 LET'S DOTHIS

Pick and choose any travel campaign of your choice and analyze their
different objectives behind their social media campaigns. List it down and
discuss it in your group.

11.2.6 TRENDING WAYS OF ATTRACTING TRAVEL AND TOURISM

* 360 view of the hotel room or lobby: Most of the hotels these days have
introduced this concept of giving 360 view of their common areas so
as to give a live feeling to the travelers. This helps the travelers to
analyze the environment and the surroundings of the places around.

* Create a Snapchat story/tweet on Twitter/engage LinkedIn groups/
Livestream on Facebook and Instagram: Involve your future travelers
by a means of interactive sessions, answer to their queries, reinforcing
your message. Be in constant touch is the mantra
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360 view of a room

Adding buy button along with ads: It is considered to be a way to sell
more with less efforts. A service recently offered by Facebook can let
you grow your e-commerce business. Due to the highest amount of
active users on Facebook, this provides a massive opportunity to the
owners.

Introducing microblogging: Microblogging is a web service that allows
the subscriber to broadcast short messages to other subscribers of the
service. Creativity is well received within social media and is likely to
attract more attention. Twitter can be used by the travel and tourism
companies in order to briefly describe about a place or an experience.

Introducing the concept of Bleisure (Business + leisure): Try to combine
the components of both business and leisure. Offer extended holidays
ranging from sightseeing to relaxation, or may be hiking or camping
trip. Such trips have the tendency to appeal in the most effective manner.
Businesses often find that their employee’s productivity gets improved
after such trips. According to SAP Concur Research, millennial’s are
found to be more excited and engaged in this sort of trips.

According to a Carlson Wagonlit Travel (CWT) Solutions Group
survey, men take more business trips than women in total. In both
gender groups, 20% of business travelers asked said they take one
or more bleisure trips per year. This indicates that women have a
slightly higher overall bleisure rate than men. Also, such trips epito-
mize an ideal way of saving on travel cost through personal holidays.
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Wow customers before travelling: The primitive step of the busi-
ness should be restrained to not upsetting the customers in the first
place. The best way to do this is to keep them informed on every
step, without exception. Employ effective customer relationship
management (CRM) processes, ensure deadlines and keep up to your
promises. Another method to do this is giving them reminder calls
before and generally calls during their travels. In the absence of calls,
emails should be dropped. The idea is to give more than expected and
cater to their latent demands (unaware needs). Express gratitude for
providing them with small gifts, it can be the smallest like passport
holders, a box of cookies, or selfie stands.
Highlight your Patron in distributing your social content, and reward
loyalty: Why will they write reviews? Then give them the reason!!
Pay gratitude to the ones who are loyal toward your business. This
will help in boosting your business. These accounts have their own
friend circle and their own followers, who get attracted to what they
write. Incentivize their loyalty with some rewards. For example,
Hilton hotels offers Loyalty rewards programs to their agents located
in the United States and Canada. They provide incentives directly into
agent’s accounts after successful completion of trips by their clients.
This motivates the agents to refer more among their client list.
Similarly, Marriott Bonvoy, a loyalty program designed by
Marriott group. A loyalty program designed for their customers lets
them earn while they travel. They offer points on every dollar spent
while they travel, right from starting from hotel bookings, car rentals,
flights, and not only this they have partnered with some exclusive
travel partners that offer them incentives when they travel.

Good always goes a long way! Follow some basic rules and things will
work in your way. Nobody remembers what happened yesterday, but they do
dream of their travel.

11.3 UNDERSTANDING TOURISM BEHAVIOR THROUGH
HOWARD SHETH MODEL

Howard Sheth model was developed in 1969 with the joint effort of John
Howard and Jagdish Sheth and was published in their book The Theory of
Buyer Behaviour. This model was conceptualized in order to understand as
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how information is processed by the consumers. It also emphasized on how
social, psychological, and marketing factors can impact their buying behavior.
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The next question comes is, how behavioral model can help a marketer?
Learning of various models benefit firms to understand the core concepts of
consumer behavior: how they think, feel, react between different alternatives,
what factors influence their purchase, why and they shift to other brands,
and what strategies marketers should adopt in order to reach the customers
effectively.

In tourism, consumer behavior can be understood as the way how trav-
elers take decisions to spend their available resources on their travel plans.
Evidently, if a travel agency is looking to optimize their marketing efforts
then they are bound to understand consumer behavior in tourism.

This model highlights rational brand choice behavior of a consumer within:

* The limited individual capacities: Limited capacity a consumer
possesses like income, price, and choices.

* Incomplete information: no/very little information available about a
product.

Howard Sheth Model
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This model suggests three significant levels of decision-making in the
selection of a particular service: Extensive Problem solving, Limited Problem
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solving, and Routinized Response Behavior. Let us discuss these levels in
detail with respect to tourists’ behavior:

Extensive problem solving: At this stage, a traveler is naive and has no
clue about the market. He is confused about the offerings and he has
no fixed choice criteria or special preferences. It can be compared to
a situation wherein you want to somewhere sneak out because of your
boring schedule but you have no clue where to go, how much will it
cost, where you will stay, etc.

Information that is readily obtainable and can be assessed quickly

will be preferred by the travelers. A travel agent can constructively
build up strategies that can acquaint the customers, alongside helps
in the formation of perception and preferences. This market can be
segmented on the basis of their special needs.
Limited problem solving: At this level, a consumer is in a better posi-
tion, s/he has information about various choices available (destina-
tions, hotels). The choice criteria is somewhat fixed, and s/he is well
aware of the close competitors.

It is suggestive to the travel firms to maintain rapport with these

prospective segment as lesser time is required to form intensions of
this cohort. It is a volatile situation, the online agents can use the
power of remarketing. Google has explained remarketing, as a way
to connect with people who previously interacted with the website or
mobile app. It allows to strategically position the ads in front of these
audiences as they browse Google or its partner websites, thus helps in
increasing the brand awareness or remind those audiences to make a
purchase. A simple text can help in reinforcing a message. Live online
interactions, flash sales, communication on the last date of sale can
be used efficiently. Just remember, be in constant touch, but don’t
overdo as you might irritate them.
Routinized response behavior: Atraveler, here, is fully aware of the options
available. The choice criteria is well-defined, a customer knows what
he wants. This behavior is a result of high experience due to consistent
travel history. Hence, there is a strong disposition toward one particular
brand. Consumers, here, are brand loyal because of the company’s posi-
tive image and/or past experience, hence, it is very difficult for the other
competitive firms to break through the walls. The best, companies can do
here is, offering exclusivity. Try to find customer’s latent demands, and
try fulfilling them. New destinations, freebees, a little wow-ing to this
segment can help the firms to cater to this segment too.
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TABLE 11.2 Levels of Decision-making in the Selection of a Particular Service

Stage Information Choice criteria Buyer Competitor
Extensive Problem  No No particular ~ No clue No clue
solving information  choice criteria
Limited Problem Little Some-what Undecided High evalua-
solving: information  defined about some- tion between
what brand competitors
Routinized Response More Choice criteria ~ Strong Little evaluation
Behavior: information  is well-defined Disposition because of strong
about abrand  disposition
Source: Author’s creation.
Role and | Education | | Lifestyle | Personality
orientation
Input Background of the individuals
decides how they will search
Image Portrayed by .
the travel agency by Learning Construct:
the means of: Category of product Output
P Consumer goals
Advemslr{g and Information of Attention
promotion "
. different brands
Publicity Alt N
ernatives Brand
Blogs Perceptual comprehension
IEEVICWS L Disorder: Feelings, Preference buying
orums Faﬁtlsé :zxgc:;?gaeges intension Intension
i Portrayed Attitude
Feelings,
Facts & Images Purchase
formed due to image
portrayed by the Intension to
travel agency Perceptual Bias happens R d behavior as perception is cle travel N
due to: how information
is coming and how it is
Informati(sm that | —p| Sensitivity to Information The travel learn about the

traveler receive from
Friends
Family
Relatives
Friends

Filtering of information.
Perception biasness is
dependent on:

Consumer differences and
are highly situation based

Limited Problem solving

brand and move to

.

If there is no distortion in
perceiving then traveler
gains attention, if not then
he goes back to search part

[Extensive Problem solving R

Intension to travel

On the basis of
biasness, a traveler will
develop motive, build
choice criteria, forms
attitude and then move
to intention to travel

Exogenous variables: Importance of Travel, Social class, attractiveness of the destination, exchange rate

Author s creation, Modified from Howard Sheth Model.
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11.3.1 VARIABLES/CONCEPTS/CONSTRUCTS

There are four important variables in this model:

/

* Inputs

» Hypothetical construct: perceptual and learning construct
* Exogenous variable (outside variables)

* Outputs

11.3.1.1 INPUTS

These are the variables that help in the formation of clues for a particular
brand or a product.
These variables can take up three forms:

L.

Significant Stimuli: These variables are significant in nature and gener-
ally refers to the product attributes that a brand claims. For example,
quality, price, attributes, distinctiveness, service, and availability.
Symbolic Stimuli: This covers the psychological impact that a product
characteristic is perceived by the consumers as a proclamation by
the brand. In this view, the communication used by the company’s
should be in line with how they want their product to be perceived.
To trigger such needs, a travel agent should employ a picturesque
view of the destination, creative videos, recommendations from the
previous travelers, shared pictures, etc. Such attempts aid in creating
a positive perception about a particular destination.
Social Stimuli: This comprises the information that a traveler tries to
possess from the social circle. For example, social shares from friends,
family, relatives, social class, and various other reference groups.

11.3.1.2 OUTPUT

It is fundamentally the response that the consumer gives as an effect of
internal processes. For example, decision of purchase, portrayal of interest,
and other activities. To every organization, the most important output can be
a purchase, a final purchase is an economic activity that aids in generating
revenues. The hierarchy of output variables are:

L]

Attention: The level of concentration and consideration that a buyer
possesses about a product after exposure of stimulus.

Brand Comprehension: 1t signifies the level of awareness processed
and stored in the minds of a consumer that a buyer retains regarding
a particular product.



208

Event Tourism in Asian Countries

Intension: It is the ultimate aim and objective that is created in the
minds of the consumers. In tourism behavior this could be a sudden
urge for planning a trip, or choosing a particular destination over others.
= Inroutinized behavior consumer directly moves to purchase without
much evaluation.

Attitude: 1t is the evaluation of the brand on the basis of intention to
buy (as a consumer is aware of various brands, but deciding between
the alternatives is tough: limited problem solving stage). This is solely
based on individual likes, dislikes, behavior, interest, and awareness
toward a product.

Purchase: The actual purchase of a product resulted from all the
above steps.

Attention

Attention (Consumer forms an
intension to buy )

¢

Intention

Intention (as consumer is already
aware of different brands available)

Attitude Brand comprehension

Attitude

3

Purchase

Routinized Response Behavior

Traveler here has fixed choice-
criteria and is well aware of the
competitor, hence don’t evaluate
much and directly moves from
intension to buy to Purchase.

Purchase

Limited Problem Solving

Once after Intension is formed,
traveler will form attitude to
travel which then will lead to
decision to purchase it or not.

Purchase

Extensive Problem Solving
Attention to a brand will lead to
Intension to buy, for which a
traveler will learn about various
options available and then will
try to form an attitude before the
final purchase

Perceptual and learning construct/hypothetical construct.

These constructs consist of the psychological variables that influence
during consumer decision making process. They are often considered as




Social Media Transforming Tourist Behavior 209

abstract, undefined and indirect pieces of a human behavior. Actions are a
result of such construction, and thus these aid in decision making. There are
two main constructs:

* Perceptual construct: This includes information that is collected and
perceived from the input stage.

* Learning construct: Every decision is dependent on how and what
perception and opinions are formed by a buyer. This biasness can
vary from person to person and can highly depend on various other
external factors like past experiences, peer pressure, purchase motive,
etc. Who knows, s/he may be biased about using a particular brand. It
has three components:

» Selective exposure: A consumer gets exposed only to those messages
that he finds to be pleasant, and in conjunction to his own needs.

» Selective attention: Consumers will pay attention only to those
products who s/he thinks is aligned with the expectation.

» Perceptual defense/perceptual blocking: These are those factors
because of which consumers blocks or defense in perceiving.

11.3.2 EXOGENOUS VARIABLES

These are the factors that are not involved directly, however, can influence
the buying behavior of an individual, in our case its tourists. Factors such
as the importance of travel, exchange rate, safety of a country, individual’s
social status, the attractiveness of a country, prior knowledge, and experience
of a place and a travel agent.

11.4 SOCIAL MEDIA STRATEGIES AND MODEL PROPOSED BY
ENGEL, BLACKWELL, AND MINIARD

An old proverb “Those who fail to plan, plan to fail” indorse the importance
of planning during traveling. It is the resourceful planning that can reduce
the chances of risks associated with traveling to a foreign land (Engel et
al., 1990). They have to accept poor quality services and products. Existing
research proposes that selecting a travel destination follows a general deci-
sion-making model and comprises of five stages: need recognition, informa-
tion search, evaluation of alternatives, purchase decisions, and postpurchase
decisions (Kotler et al., 2010; Zeithaml et al., 2012).
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An alternative view to this model proposes three stages: Pretrip phase,
during-trip phase, and posttrip phase (Engel et al., 1990; the anticipatory
phase), the experimental and the reflective phase (Craig Smith and French,
1994; Jennings, 1997, 2006). This prospective was found to be more complex
in nature as compared to general decision-making model. As it requires
critical analysis that aids in combining many services and at the same time
aims toward achieving multiple goals.

The following section will concentrate on a detailed explanation of the
tourist decision-making process along with suggestive social media strategies.

Need recognition

$ L

Information Search Pre-Trip

3 i

Evaluation of Alternative

2

Purchase Decisions —» During Trip

4

Post Purchase Decisions —» Post-trip phase

Source: Engel, Blackwell, and Miniard (1990).

11.4.1 PRETRIP PHASE

Any travel planning starts with general recognition of need. Needs could be
of different classes or could be at different levels, need could be triggered
by a problem which could be either problem solving or problem recognition.
For example, you may simply feel a need for vacation out of boredom from
a routine job or planning a travel for upcoming summer vacations.

Also, this need for stimulation can arouse due to external stimuli or
internal stimuli. At this stage, a customer commonly contemplates about
an explicit destination that he is aware of or have already voyaged. In
order to quench his sudden need/problem solving, he will start looking for
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information from various sources. This being the first stage is the toughest
to diagnose even by the traveler himself. For example, this need arousal can
simply have originated as a way to peek out of the boredom or can be a need
to spend next summers into the woods.

Once after realizing the need, a customer then moves on to the next step
where he will try to find the information about various destinations, hotels and
other activities. They may generally employ both personal (word of mouth
by friends and family) and nonpersonal (websites, advertising, salespersons,
etc.) sources for obtaining information (Zeithaml et al., 2012). According to a
research by Google, carried among leisure travelers, 84% of the travelers use
Web for planning their travel. Social media constitutes more than one-tenth
of the search results (Xiang and Gretzel; 2010). Number of researchers have
considered social media as one of the most important factors during travel
planning process (Cox et al., 2009; Tussyadiah et al., 2011) because of the
amount of information present on the web. This stage involves lesser time
and cost as compared to any other stage. Pan and Fesenmaier; 2006, carried
a study and illustrated on how information is accessed by the users using
Internet. It was found that on an average, a user takes 36 min to collect
information regarding potential accommodation, dining and tour options.
The finest strategies that can be adopted at this hour be, appearing in the first
few research results on Google (please refer above for details on strategies),
engaging consumers through live interactions on their corporate pages and
social media pages, promoting adding reviews by past travelers, adding
blogs and news, various FAQs, offering bulletins, adding different types
of content visual or textual, etc. At this time, the consumer is assumed to
be forming perception about various things, hence, the travel agents should
make judicious use to it toward the formation of a positive attitude. User-
generated content like Travel blogs, communities, blogs, websites reviews,
Meta-search can play a significant role here, as it helps them to reduce the
risk associated with traveling. People trust what they see coming from the
actual travelers, hence user-generated content generally works here.

Also, a helping hand can be taken from third-party organizations like
travel clubs, tourists’ guides, and various associations to furnish information
through various means.

Until now, consumers have identified various alternatives: products that
can be considered and products that are a big no. Here, different philosophies
and different thought processes are employed in order to rule out the best out
of all. This evaluation is done on different bases that are highly subjective.
No two people and their needs can match with each other For instance, for
you, budget might be the criteria to rule out expensive options, while for your
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neighbors,” number of extra services offered during travel is a deciding factor.
Also, a travel agent can check who has a bigger role in play while deciding.

* The initiator: the person who initiated travel

* The influencer: the person who tries to influence the decisions like
destination, hotels, or even can cancel the plan sometimes.

* The decider: the person who takes the final travel decision.

* The buyer: the person who pays for the travel.

* The user: people who are actually going to travel.

Each person has their role and status in this process, it is up to the travel
agent to furnish details and target accordingly. Also, a personal touch with the
customers can bring out a huge difference in the whole process. A customer
here might be in a lot of confusion and is versatile about the whole deci-
sion process. A firm can take help from destination marketing organization
(DMO). DMO is defined by Destination marketing Association International
2013, for being responsible for representing specific destinations and for
helping the long-term development of communities in these destinations
through travel and tourism policies. Li and Wang (2011, p 298) mention
the “DMO” websites as the technology platform where potential visitors
can access ’detailed product information, appealing promotional activities,
effective communication, convenient transaction process and post-purchase
services’. Over and done with this platform, the potential tourists can read the
reviews from the actual tourists, about their experiences at the destination.

After critically evaluating various alternatives, it is the time to take a
final decision about the purchase. It will be interesting to note here, that it
is not necessary that purchase will happen here, a consumer may go back to
the first stage, if he feels unsatisfied or in a confused state of mind. These
purchase intention can also get affected by uncontrolled factors (losing job,
sudden tragedy in the family, epidemic, national emergency).

11.4.2 DURING TRIP PHASE

Until here, the process was all about plannings and things were on black and
white. This is the phase when a traveler is actually experiencing what s/he has
paid for. Note, expectation and perception vary across people, and therefore
cannot be linked to the temporal dimensions (Jennings, 2006). Everyone has
a different set of expectations and outcomes at this stage which by no doubt
is dependent on various fragments of supply provided by the travel operators
(Uriely, 2005). A tourist interprets the destination subjectively also known as
“tourism gaze,” a term coined by Urry (1990).
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After the final purchase at this stage, the consumer actually starts feeling.
This feeling can be positive (state of satisfaction) or negative (a state of
dissatisfaction, he might feel cheated). It is important for the travel agents to
be in constant touch with their consumers. This phase can also be perceived as
when the sharing starts happening by the actual travelers, on social networking
sites. Friends and families will now become recipients and cocreators of the
content shared by them on various platforms (Yoo and Gretzel, 2011).

A study reported that information shared on the social media platforms
greatly influences the decision-making process (Tussyadiah and Fesenmaier,
2009). In another study conducted by Sparks and Browning (2011) exclaimed
that the likeliness of booking is determined by valence, framing, and
inclusion of ratings in reviews published online. A user-generated content
can help in gaining information about a place by the amount of coherence in
the story (Tussyadiah et al., 2011). During this phase, a firm can strategically
ask the travelers to promote their travel by means of hashtags on Facebook
and Instagram, pinning on Pinterest, tweets on Twitter, etc. Their travel story
can be shared on their websites by the means of blogs. Make their story
Instagramically sound and shoot out to the world.

11.4.3 POSTTRIP PHASE

This phase constitutes sharing experience on social media, consumers can be
involved in actual generation or enriching the content (Kaplan and Haenlein,
2010). Fotis et al. (2011) supported the argument that social media are
predominantly used after holidays for experience sharing. Participation across
consumers varies according to their expected social benefits, hedonic benefits,
and functional benefits (Parra-Lopez et al., 2011). Fotis et al. (2011) found out
that people usually use social media to share their experiences postholidays.

This urge of sharing can be well used by the agencies to disseminate
information and promote their own brand. Sometimes, readers get infatuated
just by reading.

As a marketer, there is a lot to understand and that can only be done by
discovering the art of right set of strategies.

11.5 EXPECTATION VERSUS SOLUTION

Table 11.3 provides an author view on the various touch points, expectations
of a user at each stage and solutions against it. Touch points can be explained
as any contact point where a business encounter its customers for exchange of
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information, providing service or handles the transaction. Identifying various
touch points will help in making sure that the users are satisfied at each step.

This comprehensive view will also help the industry by reflecting the

pointers which the user demonstrates/expects from start to finish.

TABLE 11.3  Author View of Various Touch Points, Expectations of a User and Solutions

Phase Touch Points

Expectation
of a Customer

Solution

Pretrip For need arousal: Blogs,
articles, various social
media handles, cold
calling, Emails

For Information
search: Website, mobile
applications, Third party
websites, Tour booking
page.

Explore Itineraries:
pre-sales support
channels, Tour details
page: inclusions and
exclusions

Book a Tour: Mobile
Applications, website
page, Tickets detail page

During
Trip

Tour guide, emails,
WhatsApp, customer
care Support, company’s
website

Post-
trip

Surveys, Feedbacks

Sophisticated
Tour searching

Printer-friendly

brochure

Real-time support

Option to compare
itinerary

Easy booking
process

Booking through
multiple mediums
but user friendly

Easy
communication

Informed decisions

A delighted
welcome

Photo album

Find a way to support advanced
searching with easy free flow
website/apps.

Support printer friendly brochure
along with support to print tickets

Extend support through various
means like customer service or
dedicated agent

Allow the website to support
different itinerary. This allows
them to feel confident about deal
offered and accepted

Simplify the page flow of booking.
Inefficient and Cumbersome flow
are repelling for the users.

Develop user friendly options like
mobile applications or adding hints
to various fields. The idea is make
everything smooth.

A Tour guide with vast local
knowledge acts as a great help for
the travelers.

Make them acquaint with solutions
to any anticipated problems. A
book of FAQs can be prepared.

Sometimes, a customer just look
for a hearty welcome, make sure to
gain from this.

A photo album makes them feel
delighted and there, promotes
word of mouth publicity.

Source: Author’s creation.
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ABSTRACT

Event tourism has emerged as one of the most influential and rapidly growing
forms of international tourism in the face of its recent history. Considered
as an intersection of event management and tourism management, event
tourism has been applauded for influencing both tourism demand and supply.
However, in the recent past, the concept of event tourism has seen its fair
share of criticisms especially with regard to mega-events. While some of the
scholars have criticized it for not addressing “difficult” questions like fiscal
reforms, global power structures, injustice, inequality, and environmental
degradation, others have accused it of providing shelter to crony capitalism.
Issues like gender parity or equality remain big question marks in the study of
event tourism. Furthermore, the recent outbreak of COVID-19 pandemic has
exhibited the high vulnerability aspect of mega-events in general. It is argued
that event tourism must be examined through the lens of critical inquiry for
it to move forward while addressing its gray areas. Hence, attempts have
been made in this current study to trace out the dark sides of event tourism
which can challenge its sustainability. The work is based on a systematic
desk-based review of secondary data. Thematic content analysis has been
employed to analyze the data collected. The chapter concludes that despite
its rising popularity, event tourism has many critical features and weak links
that need to be addressed to ensure its sustainability.
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12.1 INTRODUCTION

Events are an integral part of the tourism systems as they constitute major
elements both at the origin point (events as push factors to travel) and at
the destination point (event as a pull factor in marketing and development
of the destination) (Getz and Page, 2016). Mega-events, in particular, have
been recognized not only for their sizable contribution to the growing
employment, tourist expenditure, government revenue, and income (Fourie
and Santana-Gallego, 2011; Lee et al., 2013; Lee et al., 2017) but also for
their ability to influence destination image and awareness which are critical
factors in stimulating local tourism (Lee et al., 2005, 2017). Mega-events
are defined as “ambulatory occasions of a fixed duration that attract a large
number of visitors, have a large mediated reach, come with large costs and
have large impacts on the built environment and the population” (Miiller,
2015, p. 638). It is argued that effective hosting of mega-events can generate
additional economic benefits to both host and neighboring regions in the
form of additional investment and business (Magno and Dossena, 2020).

However, as postulated by Getz (2008) with the growth of mega-events,
perceived negative impacts and criticisms across all spheres have gained
momentum and have become widespread. While some of the scholars have
criticized it for not addressing “difficult” questions like fiscal reforms,
global power structures, injustice, inequality, and environmental degrada-
tion (Rojek, 2014), others have accused it of providing shelter to crony
capitalism (Higgins-Desbiolles, 2018). Furthermore, the methodology for
evaluating the economic impact of mega-events has been accused of being
skewed toward the motive of overstating the benefits to the host community
(Crompton, 2004; Matheson, 2002).

Safety and security of both tourists visiting the destination for a mega-
event and event organizers mostly from the host community have constituted
another area of criticism (Donaldson and Ferreira, 2009; Toohey and
Taylor, 2014; Wylde and Page, 2014). Furthermore, the recent outbreak of
COVID-19 has highlighted mega-events as one of the focal points that have
the potential for mass transmission of infectious disease leading to their
cancellations (Flaxman et al., 2020; Miles and Shipway, 2020). Incidents
like COVID-19 also exhibit the high vulnerability aspect of mega-events
in general. Therefore, it is argued that event tourism must be examined
through the lens of critical inquiry for it to move forward while addressing
its gray areas (Ziakas, 2015). Hence, attempts have been made in this current
study to trace out the dark sides of event tourism which can challenge its
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sustainability. It must be noted that in the following sections that “mega-
events” have been referred to as just “events” in most of the cases to ensure
better readability and elimination of repetition.

The chapter has been drafted in three major sections. In the first section,
the intrinsic elements of event tourism have been studied in detail to trace out
the economic, social, and environmental (the three pillars of sustainability)
criticisms concerning mega-events in general and event tourism in particular.
Apart from economic impacts, mega-event management has been a subject
of criticism for creating infrastructural hindrances and challenges. Hence, the
second section of the chapter discusses about the infrastructural criticisms
of mega-event tourism. The last section of the chapter provides general
suggestions and recommendations to address the criticisms associated with
event tourism.

12.2 METHODOLOGY ADOPTED

This chapter can be classified as a conceptual/review article in the doctrine
of tourism (see Xin et al., 2013). The majority of the data in the chapter has
been collected from the systematic review (Denyer and Tranfield, 2009) of
peer-reviewed articles highlighting critical aspects in the context of event
tourism management. The reviewed articles were collected from three major
academic search engines (Google Search, Science Direct, and EBSCOhost)
through advanced search with keywords “event tourism,” “critique,” “mega-
event,” and “criticism.” After the collection of articles, the keywords and
abstracts of each article were given a thorough read, and articles which were
found to be out of context were omitted. The remaining articles were fed to
the NVIVO 10 software for analysis of collected papers.

Three major “nodes” (refer Bazeley and Richards, 2000) namely
economic, social, and environmental constraints based on the triple bottom
line of sustainability in event tourism (Hede, 2007) were created in NVIVO
10. Also, the article references were collected at this stage by the reference
management software EndNote X9. Then, full papers of the filtered articles
were read and criticisms were categorized under the three created nodes in
NVIVO. During the assigning of the criticisms to various nodes, a set of
criticisms emerged that may not be classified into any of the three defined
nodes. It was found that those criticisms associated with the infrastructural
issues have not been discussed in detail in the previous studies. Therefore,
another node called the “infrastructural” criticisms was created which served
as one of the contributions to the event tourism scholarship. Then, the first
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draft of the paper was designed, and few modifications along with add-ons
were made to the first draft after a brainstorming session among all the three
authors. Upon consent from all the authors, the final version of the paper
was drafted along with the references and submitted to the editors to be
considered for publication.

12.3 ECONOMIC CRITICISMS

Any kind of tourism irrespective of its form and nature is mostly faced with
criticism questioning its impacts and whether it is worth to do a significant
investment in that form of tourism. Consequently, the success or failure
of any form of tourism is measured by the impact it creates on the host
community and the destination. Of all the criticisms which are discussed
in the academic literature, the criticism in terms of its economic impacts
holds a special place because it plays a critical role in deciding the future
possibilities of the growth of that form of tourism (Baade and Matheson,
2004). Just like any other form of tourism, event tourism comprising of
both mega- and micro-events has been criticized for its economic costs and
imbalances in distribution. Often, these events are promoted by claiming
that they contribute much to the economy by creating jobs, boosting the
regional economy, and promoting tourism, thus encouraging countries to
embrace event tourism (Daniels et al., 2004). However, many authors argue
that contrary to the popular belief, event tourism also causes serious negative
economic impacts which affect the economy of the host community both at
macro- and micro-levels (Diedering and Kwiatkowski, 2015).

One of the important arguments to be taken into consideration before
studying the economic criticisms on event tourism is that most of the
literature which assesses these impacts highlight the positive aspect while
purposefully ignoring the negative impacts to justify the taxpayer’s money
utilized for such events (Cibinskiene, 2012; Daniels et al., 2004; Higham,
1999). Such studies can be categorized into two types:

1. The reports about the impacts of those events which are biased to
attract sponsors for future events and to gain public support (Tranter
and Keefee, 2004);

2. The studies where there is a flaw in the methodologies which are
used for the assessment (Crompton, 2004; Lee and Taylor, 2005;
Morgan and Condliffe, 2007).
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This section of the chapter deals with the various aspects of the economic
impacts which are caused by event tourism.

For any type of tourism to be considered successful, the benefits received
should be more than the costs associated with its operation (Cornelissen,
2004). Since Event Tourism demands for infrastructural facilities, the hosting
country has to spend a lot on this area for constructing new stadiums, better
road network, and other infrastructure (Short, 2008). These infrastructure
requirements are fulfilled with the aid of public funds which are not returned
to the local economy, because the expenditure spent by the hosting country
is more than the benefits. The issue of costs outweighing the economic
benefits received from hosting such events is more common especially in the
case of developing nations where there is a lack of infrastructure and other
facilities required to host such events (Cornelissen, 2004; Spilling, 1996).
Even when this is the ground reality, most of the countries still show interest
in hosting such events for the political gains irrespective of the economic
or social impacts (Ritchie, 1984). As a result, these events end up using the
taxpayer’s money when the benefits are enjoyed by corporate sectors (Hall,
2012; Mules and Faulkner, 1996).

Event tourism indeed generates income as a result of increased tourist
expenditure, but a major part of this expenditure does not go into the
local economy. Hence, economic leakage is one of the major impacts
when a country or region is hosting an international event (Diedering and
Kwiatkowski, 2015). The majority of the tourist’s expenditure is spent on
hospitality establishments, restaurants, and car rentals which are not owned
by local people and also revenues earned through entry tickets benefit the
sports organizations and not the local government (Matheson, 2002). Hence,
economic benefits generated are enjoyed by corporates, while the costs are
incurred by the local community (Daniels et al., 2004; Diedering and Kwiat-
kowski, 2015; Mathieson and Wall, 1982).

Often local retailers or vendors suffer the most during these mega-events.
This is caused because of the halt in daily business since locals do not prefer
going out as a result of overcrowding, and the other main reason is the
dominance of foreign vendors (Daniels et al., 2004). The massive amount
of attention these events receive drastically increases the sponsorship rate
which is difficult for the local businesses to afford. There is also inequality
in the distribution of the economic benefits with the areas closer to the events
receiving most of it (Daniels et al., 2004).

Spilling (1996) study on the impacts of the Lillehammer Olympics throws
light on one of the serious drawbacks of the economic benefits acquired from
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hosting mega-events. He states that the economic benefits do not serve long-
term goals, and even if there is a long-term economic benefit, it is at a very
negligible rate when compared to the overall economy of the region. The
economic benefits which result from the events are restricted to a tempo-
rary period resulting in enormous costs for organizing the events (Spilling,
1996). A case study on the economic impacts of Beijing Olympics disclosed
that the economic benefits gained from hosting such events are inversely
proportionate to the size of the country’s economy. The total impact of the
Olympics on the GDP of Beijing was only 0.1% which is not a significant
amount considering the total expenditure spent on organizing the event (Li
etal., 2013).

Hosting such mega-events boosts tourism which results in the increased
inflow of tourists which leads to the rise in price for goods, making it difficult
for the locals to afford. Local residents find it difficult to manage the sudden
inflation in prices such as increased house rents and real estate (Moscardo,
2007; Ritchie, 1984).

12.4 SOCIOCULTURAL CRITICISMS

It has been highlighted that the sociocultural impacts of event tourism have
drawn the attention of academic researchers, but studies have been relatively
less compared to economic impacts (Getz, 2009; Ohmann et al., 2006;
Smith, 2009). Social and cultural events include carnivals, festivals (musical
events and food festivals), religious events, arts, and entertainment (Getz and
Page, 2016). Duguma (2019) stated that these events are diverse in nature
and change from one destination to another and in cultural contexts and may
also vary from small events to mega ones. These events significantly affect
the community or a region in both positive and negative ways. Sharpley and
Stone (2014) pointed out that social impacts affect the lifestyle and quality of
life of local residents. Balduck et al. (2011) argued that events are short term
in nature and immediate changes are noticeable in their quality of life. In
comparison, cultural impacts reflect norms, tradition, and changes in social
relationships (Getz, 2008) and are long term in nature (Balduck et al., 2011).
Events play a significant part in the life of residents by enhancing their sense
of pride and cultural identity. Smith (2009) noted that events bring visitors in
contact with the local communities which causes sociocultural change and
these changes can be valuable or damaging to the host community depending
on their cultural differences and nature of the contact. In this section, the
negative impacts of sociocultural events have been discussed.
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Balduck et al. (2011) pointed out that local authorities often neglect
negative effects to get the support of the public in hosting the event. The
following negative sociocultural impacts of an event are as follows: (1)
Commodification and staged authenticity: Events contribute to the social
and cultural development of the host community but commercialization
or commodification of activities can destroy the sociocultural values and
traditions. Staged authenticity refers to the modification of the nature of
events to satisfy the needs of the visitors (Ritchie, 1984). Gursoy et al. (2004)
showed concern that events may become fourist trap losing its authenticity
and becoming just a commercial activity for generating revenue. For these
issues of loss of authenticity and satisfying tourist demands, the term
festivalization came into being explaining how cultural events are exploited
(Getz and Page, 2016). (2) Disruption of quality of life of residents: Bagiran
and Kurgun (2016) refer to an increase in noise, litter, overcrowding and
traffic congestion that causes problems for the residents. They try to escape
the impact of the events, changing communities’ social and leisure habits.
Due to events, the prices of goods and services inflate making it difficult
for low-income groups (Getz, 2009). When preparing for mega-events,
large-scale infrastructures are developed which increases the real estate
value as well as house rents, consequential in the dislocation (Wilkinson,
1994). (3) Health: The global outbreaks (like COVID-19, Swine flu, etc.)
and other communicable diseases can be a risk for event visitors and the host
population. Preparing for mass gathering for an event also includes public
health measures, because these kinds of events have the potential to import
and export infectious diseases and put pressure on health resources (WHO,
2011). (4) Prostitution and sexual assault: Increase in demand of sexual
encounters among the event attendees, many destinations have been actively
promoting their sexual content. This has led to the risk of spreading HIV/
AIDS and STDs (Cooper et al., 1993). Sexual and common assault during
the event has also increased (Hall, 1992). Violence and harassment have
become common issues suffered by event attendees. This can lead to the
negative image of the destinations. (5) Crime and Vandalism: As visitors
coming to events carry cash and valuables with them (Mathieson and Wall,
1982), it provides a source of crime and vandalism. It can cause an increase
in theft, destruction of property, violence, drug trafficking and other petty
crimes (Hall and Selwood, 1989).

The conflict between the community and the event organizers is one of
the possible negative impacts of event tourism (Higgins-Desbiolles, 2018).
This occurs due to the lack of proper consultation with the local community
regarding the planning of the event and not considering their views. Lack of
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trust and protests are the possible outcomes of such conflicts. The reasons for
many such events facing resistance from the local community are because
they completely ignore the voices of the local community in the planning
process (Jago et al., 2010). Thus, opting out for neo-liberalistic approaches
while planning events would create a form of event imposition on the local
community which may result in strong opposition toward hosting such
events from the local members (Higgins-Desbiolles, 2018).

Events can augment the image of the destination, but if not properly
managed can also diminish the image of the event as well as the destination
(Jago et al., 2010). Examining the sociocultural impacts of events on host
communities is important as they can have some serious negative effects
which can disrupt the normal lives of residents and has the potential to
diminish the image of the destination than does a normal tourism (Deery and
Jago, 2010).

12.5 ENVIRONMENTAL CRITICISMS

The tourism industry and its allied segments are always criticized for being
one of the largest contributors to environmental pollution. Event tourism
emerging as the fastest growing sector over a decade has brought it in the
notice as a potential contributor to this global issue (Dickson and Arcodia,
2010), but studies related to environmental impacts of events have not
been as eminent as studies done on economic and sociocultural impacts
(Getz, 2008). As this is a time of global climate change, scarcity of natural
resources, and rising energy costs, environmental problems have lately come
to the forefront in the event literature (Getz, 2009).

Andersson and Lundberg (2013) stated that events potentially impact
ecosystems, natural, and man-made environments; contribute to carbon
emissions; and create waste (Dickson and Arcodia, 2010). Therefore,
it is important to pay greater attention to the environmental outcomes of
event tourism. Tranter and Keefee (2004) examined a motor racing event
in Australia and argued that its environmental cost has been more than
the claimed benefits as it pollutes the environment and wastes fossil fuel
(Smith, 2009). Social events such as festivals and special events preserve
and promote the cultural identity of the host community but negatively affect
the environment and natural resources. These negative impacts of event
tourism occur when the number of visitors attending the event is more than
its carrying capacity (Duguma, 2019; Smith, 2009). As these events mostly
take place outdoors in a limited place and involve a considerable number of
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visitors, it causes overcrowding which leads to degradation of land, destruc-
tion of flora and fauna, and contaminate the area around by littering. These
events can cause noise pollution also which in turn can disturb the living
creatures. Furthermore, Deery and Jago (2010) examined that mega-events
such as Olympics, Commonwealth Games, FIFA World Cup, etc., take place
in a vast geographical area with a huge number of spectators creating more
negative environmental consequences than smaller events in terms of trans-
port, building infrastructure, excessive energy, and water usage. Fuelled by
widespread negative publicity relating to pollution at these kinds of mega-
events has raised interest in standards and practices for green events and
venues, but many critics reject this idea completely that mega-events can
ever be green or sustainable (Getz and Page, 2016).

Tranter and Keefee (2004) suggest that events companies compete for
the opportunity to host grand and spectacular events to attract tourists. They
emphasize on economic benefits overseeing the environmental measures.
Until recently carbon footprints and energy cost of event tourism have
mostly not been included in impact assessments. As long as the economic
benefits of event tourism have an upper hand, environmental measures will
remain unappreciated (Getz, 2009). On the contrary, Yuan (2013) noted that
tourism cannot pursue without a healthy environment. Even the tourists
attending events have high expectations on environmental quality, where-
upon economic success depends. These negative environmental impacts can
threaten the status of future events.

12.6 INFRASTRUCTURAL CRITICISMS: THE MISSING LINK

Apart from the above-discussed areas, there are other negative impacts
which are caused because of event tourism. Among the various negative
impacts which have been studied concerning the events and event tourism,
the least studied area is the problems faced by the local residents in the form
of displacement or evictions. A study on the evictions and housing issues
in the Canadian perspective as a result of three mega-events disclosed that
international events resulted in forced evictions irrespective of the resistance
from the local community (Olds, 1998). Exclusivity or Squeezing out of
locals is, thus, a common problem associated with event tourism (Daniels
et al., 2004). The effect of exclusion is severe in the poorest sections of the
community, especially where there is a lack of community groups which
contradicts the claim that organizing mega-events boosts community spirit
(Ritchie and Hall, 1999).
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The mega-events which are promoted globally attract a large number of
spectators, thereby placing a huge demand for infrastructure which cannot
be fulfilled by the host destination (Short, 2008). When the host destination
has less infrastructural capacities, problems such as chaos in public transport
facilities and overcrowding at hospitality establishments are the common
sight leading to crowding and congestion (Higham, 1999).

Even though it is claimed that events can boost the tourism market, it is
also proved to have hindered its growth in a few cases. Domestic tourism
of the host destination may suffer a major setback due to event tourism.
Mostly, domestic tourists avoid traveling to places where events take place
to avoid chaos (Higham, 1999). Also, international travelers resist to visit
places hosting mega-events fearing price inflation and travel inconvenience
(Liu and Wilson, 2014). Apart from these two factors, there is another major
criticism for event tourism stating that it causes crowding-out effects, because
it is argued that many events attract only a particular section of tourists
(Preuss, 2011). Defined as “any reduction in private consumption that occurs
because of an increased demand based on the staging of the event” (Preuss,
2011), the crowding-out effect is more common if the region is already a
well establish tourist destination where the events just replaces the tourist
economy rather the supplementing (Matheson, 2002). A study conducted on
the crowding-out effect and travel intentions post-London 2012 Olympics
strongly supports these arguments (Liu and Wilson, 2014).

Commuters are affected by the traffic caused by hallmark mega-events,
and it is also reported that tourists who visit the region when the event is
happening also suffer from these issues (Mules and Faulkner, 1996; Tranter
and Keefee, 2004). A study conducted on the impact of motorcycle events
in Canberra states that the roads and tracks for the race were closed for
traffic resulting in disruption to the public and visitors. The region also faced
serious issues regarding road safety (Tranter and Keefee, 2004).

The recent studies on event tourism also question its sustainability (Hall,
2012; Ziakas, 2015). These events are conducted in large scales appealing
to a mass tourist market and also the large demand it places on the need for
infrastructure such as new stadiums which makes its less sustainable (Hall,
2012; Tranter and Keefee, 2004).

12.7 RECOMMENDATIONS AND SUGGESTIONS

To attain sustainability, event tourism must address the economic, socio-
cultural, environmental and infrastructural constraints mentioned in the
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preceding sections of this paper. In this section, major recommendations
and suggestions have been mentioned that can contribute to addressing the
challenges and issues faced by event tourism.

To ensure long-term effects, events, in general, should be economically,
socially, and environmentally sustainable. This can be achieved by conducting
events that are smaller in scale and organizing events with the use of existing
infrastructure (Hall, 2012). There should be cooperation between the host
and neighboring regions to ensure more number of night stays better tourist
satisfaction and larger economic benefit in total (Lee et al., 2017). A proper
framework should be established to assess the impacts of event tourism and
also the assessments should be free from biases to have a clear picture of
the costs and benefits of the event. This will help in organizing such events
in the future successfully (Crompton, 2004; Lee and Taylor, 2005; Morgan
and Condliffe, 2007; Tranter and Keefee, 2004). Proper guidelines must be
placed to have a check on economic leakage, rising inflation, and unequal
distribution of economic benefits (Crompton, 2004; Hodur and Leistritz,
2007; Li et al., 2013; Morgan and Condliffe, 2007).

To maximize the favorable social impacts of events, community involve-
ment in decision-making and implementation of plans is necessary (Liu and
Wilson, 2014). Event tourism planning should follow a bottom-up approach
rather than a neo-liberalistic method in the planning process so that local
community views can be included and also their support can be gained, thus
avoiding community opposition and resistance. There should be stricter laws
regarding forced evictions which are common during mega-events in the
name of urban restricting (Olds, 1998). The main reason for the exclusion of
the local community from the planning process is the limited timeframe in
which the events are planned and organized. This issue can be avoided if an
adequate amount of time is spent on the planning process with insights from
the local community (Ritchie and Hall, 1999). To reduce negative sociocul-
tural impacts, event managers organizing the event should have proper skills
and knowledge about the culture, history, and worldview of participants and
host communities (Duguma, 2019). One of the rising problems for the spread
of infectious diseases like SARS or COVID-19 can be controlled by proper
event planning, dissemination of information, taking precautionary measures
and being ready with contingency plans before, during, and after the conduct
of events (Ahmed and Memish, 2020; Gallego et al., 2020).

Events can reduce, reuse, and recycle in useful and meaningful ways.
If properly managed, events can result in minimizing the impacts on the
environment (Dickson and Arcodia, 2010). Dustbins should be placed at
several places of events venues and even the nearby places to encourage
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the segregation of waste (Duguma, 2019). Event organizers should use
recyclable things and should discourage plastics and other nonrecyclable
products. Organizers should raise awareness and educate all the stakeholders
about how they should behave while attending the event, keeping in mind the
environmentally sustainable principles (Yuan, 2013).

When developing infrastructure for mega-events, environment-friendly
building materials and methods should be used (Collins et al., 2009).
Organizers should be encouraged to use natural lights and ventilation. If not
possible, they should use energy-efficient or energy-star-rated products to
reduce energy consumption. Encouraging the use of solar energy can also
help in reducing energy costs (Ahmad et al., 2013).

To overcome the transport-related infrastructural issues, event organizers
should encourage event attendees to use public transport while traveling,
which can help in decreasing traffic congestion and minimizing pollution
levels (Collins et al., 2009; Izawa, 2012). Overcrowding is one of the issues
during an event. Therefore, a proper crowd management system must be
implemented. The crowd should not be dispersed, rather a queuing system
should be used. The use of crowd barrier control is also essential, and efficient
communication should be there among staff. A detailed plan of emergency
action drills for fire, bomb threat, crowd surge, and crowd collapse, and
evacuation should also be laid out (Upton, 2008). Security at all places needs
to be tightened to control criminal activities and assaults occurring during
the time of events (Ohmann et al., 20006).

12.8 CONCLUSION

In the quest to achieve the sustainability objective for mega-event tourism,
the authors of the paper have examined a deal of scientific literature about
the management, marketing, and operationalization of mega-events. Since
critical studies can provide insights into the challenges in the path of sustain-
ability, major critical areas based on the triple bottom line of event tourism
(economic, sociocultural, and environmental) have been discussed and
outlined in the paper. An additional set of criticisms called the infrastructural
criticisms has also been discussed as a contribution to the existing body of
event tourism literature. In the final section of the paper, suggestions and
recommendations that can assist in ensuring sustainability by addressing the
major challenges have been discussed. The chapter concludes that despite
its rising popularity, event tourism has many critical features and weak links
that need to be addressed to ensure its sustainability.
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ABSTRACT

The purpose of this chapter is to investigate the local economic incentives of
one of Asia’s mega-events: Kochi-Muziris Biennale. A review of the existing
literature and the contextual observation was made to reach a meaningful
conclusion of the study. The study examined the genesis of modern art
events and their economic incentive possibilities to the local community
in the initial sections. The subsequent sections discuss the local economic
incentives of Kochi—-Muziris Biennale under 10 different areas. The study
assumes significance in the event studies in India as Kochi—Muziris Biennale
is the only biggest modern art event in India in terms of local participation.

13.1 INTRODUCTION

The global spread of Biennale as an event is calling for a detailed multifaced
study on its origin, its effects on art, the destination city, economic feasibility,
etc.. According to Lim and Lee (2006, 408), biennale as a bi- annual mega-
event that is listed as a “must- see” happening of that region or country and,
by its existence, attracts global attention and has both short- and long-term
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effects on the host nation’s economy. It is further explained as a large scale,
international group exhibition that recurs every two to five years (Neill,
2012) or a large-scale, transnational exhibition (Niemojewski, 2010).

It is a fact that it would seem difficult to study the origin of Biennale
as it takes new shapes and adds more to its character as it moves from one
location to another. It would be much easier if we study the origin and
history of Individual Biennales. Biennale is also considered as an alternative
space to a museum providing a platform for artistic debate and discussion,
experiments, periphery developments as in decentralization, and also as
an extension of the global elitist appetite for contemporary art as well as
a model to generate cultural tourism (Esche, 2011). The socioeconomic
influence of art events is to be studied as it touches different aspects of
contemporary human life. However, an event becomes more meaningful to
an area only when it is directly connecting the local community concerned.
More specifically, the event includes society more connected to what the
respective society earns out of that. Economic benefit considered to be more
important for the community concerned, who are not directly participating
in the event either as an organizer or as a participant. The present study is an
attempt to understand the economic incentives, not the impacts of art event,
as impact measurement requires more objective evaluation tools, whereas
incentives are more subjective measure and understand the contributions of
the event. In this direction, the present study tried to understand the historical
and contemporary understanding of modern art event while exploring its
local economic incentive considering Kochi—-Muziris Biennale (KMB) as a
case study.

13.2 GENESIS AND CONTEMPORARY UNDERSTANDING ON
BIENNALE

The history of Biennale can be traced to Venice, where it was started 125
years ago in 1895 as an Exhibition of Venetian art. Over a century, the
event has assumed a mega status and has come to include other disciplines
such as architecture and design, theatre, and cinema. Based on the period
of recurrence, triennials, quadrennials, and quinquennials come under the
broader umbrella of the Biennial, though sometimes the event becomes
Perennial (Jones, 2010) as it represents productions from different disciplines
recurring at different periods to the extent that some of the events are not
repeated frequently.
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While exploring the subsequent observations on Biennale, Jones (2010)
had stated that their evolution can be traced to the Venice Biennale because
they were established with similar intentions of modernization, utopian struc-
ture, urban regeneration and tourism, knowledge production, international
capital investments, as well as the political aspirations of new economies of
the world.

Biennale scholars such as Niemojewski and Hoskote (2010) have a
different view of the Biennale of the 20th and 21st centuries, they argued
that the history of the biennale should be revisited, as the emergence of
new biennales in the Third World countries were established as a counter
Venetian history.

The word peripheries has a new meaning in the twentieth century, where
world is becoming a global village; it is not just about the peripheral nations
but within a nation and a city. In the past, Biennale was known to have contrib-
uted to the creation and development of new cities and towns. Crystal Palace
exhibition in the 19th century was established as an architectural wonder and
a universal exhibition to create new industrial cities to become centers of the
world and attract international investments and status (Roces, 2005).

The significance of Biennale often discoursed in the context of Biennial or
not to Biennial conference that was conducted in the city of Bergen in Norway
in 2009, where the supporters of Biennial got together to discuss the history,
present, and future and formed the theoretical framework for the conduct of the
Biennial. The participants were from the West, and the developing countries
and the conference came to be known as the Bergen Conference.

Initially, many Biennales were organized based on the Venetian model of
National Interest; the third edition of Havana Biennale of 2009 revolutionized
the intent by organizing the event under the modern idea of considering art as
a common universal theme and taking away the awards that were the pride
of the Venetian Biennial. The Havana Biennale introduced the concept of
the conference as a platform for sharing knowledge, discussion, and debate
for the first time. Artistic discourses were encouraged from the peripheries
(away from the mainstream city/country), and art production became more
of site oriented than of a national theme stressing more on cultural exchange.
The cultural exchange took place through workshops with free zones for
experimentation and innovation in new mediums of artistic and creative
expression (Niemojewski, 2010; Weiss, 2011).

The developing nations have used Biennale as a tool to attract the
world’s attention to itself when the rest of the world is technologically and
economically progressing at a breakneck speed. The Sao Paolo Biennale of



238 Event Tourism in Asian Countries

Brazil, which was established in 1951, was very successful in achieving its
objective. The Biennales of Africa, South America, Middle East, Asia, etc.
opened up the concept of universal art, moving the focus of the art from
West to global South and South—South development dialogues, encouraging
the decentralization of creativity and development of the Peripheries (Weiss,
1995, 48).

Generally, it has been perceived that most of the decentralized Bien-
nales have a context of resistance in their birth. The Colombo Art Biennale
can be directly related to a form of resistance against the 26-year-long
civil war. The Johannesburg Biennale was organized a year after their first
civil election in 1994, which put an end to the Apartheid. Gwangju rose
from the dreadful memories of the Tianmen massacre (Hoskote, 2012;
Marchart, 2014).

Today, there are five mega-art events in South Asia. They are Asian
Art Biennale in Dhaka (1981), Colombo Art Biennale (2009), Katmandu
International Arts Festival (2009), Dhaka Art Summit (2012), and the KMB
(2012). All of these have given a high focus on the region and good shares of
artists who participate from the host country.

13.3 KOCHI-MUZIRIS BIENNALE

The Indian art scene was on the rise before the fall of Lehman Bros and the
economic recession it triggered in 2009, in the years that followed the art
world meltdown. India too was affected, and the recovery was slow when
KMB announced its arrival in 2012. Kochi Biennale Foundation was started
as a nonprofit public charitable trust with state government support. Consid-
ering the historic and social significance of Kochi, one of the main founders
of the KBF, Bose Krishnamachari, has stated: “Nowhere else did we find the
multiculturalism of Fort Kochi. More than 44 communities co-exist here. It’s
a secular world and was ideal for the Biennale.” (Kuruvilla, 2019).

Kochi took a few centuries to develop after the land came up in the
backwaters following a devastating flood in the state in the 14th century.
The international travelers of the time, such as the Venetian Nicolo Conti
and Chinese Ma Huan, have mentioned about the developing new town on
the Malabar coast in their writing. It was the arrival of the Portuguese in
the 1500s that changed the destiny of the Kochi kingdom and its port town.
Very soon it came to be known as an international emporium of trade where
the Arabs, Europeans, Chinese, and the other traders of the world sold and
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bought goods, and in the course of time, power changed hands from Portu-
guese to Dutch and to English till 1947.

The mythical Muziris (Muchiris meaning hare lip in the local language,
Greek pronunciation Muziris) is believed to have gone down with the flood
of 1341, the very flood that developed the Kochi Island. Muziris now is all
but a mention in the books of Pliny the Elder, travel notes of Arabs, Chinese,
etc. When the rest of the world has not even heard of Christianity, Apostle
Thomas is believed to have come to Muziris port in a Roman trading ship and
envoys from the land of prophet Mohammad has arrived in the 7th century
during his lifetime. To back up this claim, both the first Christian church and
Muslim Mosque of India were built in this land and remains.

13.4 ECONOMIC IMPACT OF ART EVENT

In general, art has immensely contributed toward cultural and folklore
recognition and development of the different platforms for their presentation
concerning contemporary social—cultural discourses. However, the economic
contribution of an event is more reflective than the other impacts in a
contemporary society. There will be direct, indirect, and induced effects of
the event to the local community or economy (Rivera et al., 2008). More
specifically, it is expected that there is an increase in private spending on
cultural consumption, public or the government spending on the cultural
programs, investment in new equipment and facilities related to events, and
development of other infrastructure connected to events, resulting multiplier
effect on the regional economies (Getz, 2017).

For the understanding of the impacts of events, generally, two types of
impacts are identified. They are short- and long-term impacts. The short-term
impact is an array of economic and intangible positive and negative effects
on the area or the city and the local community, whereas long-term impacts
are mainly focused on infrastructure development (DZupka and Sebova,
2014). Economic impact studies of events are in a nascent stage in India.
Most of these impacts’ studies are intended to understand the quantitative
contribution of the event on the local economy.

It has also been observed that besides economic incentives, Biennale can
support and promote tourism of the region by making the location or city
itself as the artifact. For instance, Guggenheim Bilbao in Spain has listed the
economic benefits to the local economy, and maintaining the cultural sector
has the potential to impact the tourism industry and regeneration of a city
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through “the exploitation of the obsolete or abandoned industrial spaces”
(Baniotopoulo, 2000).

In the present study, the attempt is being made to understate the local
economic impact of KMB through secondary data verification and consoli-
dation and to explore various segments that were hitherto unexplored in the
context of India. Since the data available on KMB are scattered and there is
less uniformity on the arguments put forth, it is essential to have a holistic
understanding of the local economic incentives of KMB to strengthen the
event and make it more meaningful in the years to come. In this direction,
the study explored various decisions of local economic incentives of KMB
based on a consensus of information available.

13.5 LOCAL ECONOMIC INCENTIVE KOCHI-MUZIRIS BIENNALE

Economic impact analysis focuses mainly on the improvement of the basic
product/image of the area or city, where the events are being conducted
while understanding the increase in consumption and length of stay of visi-
tors and their satisfaction with the tourist product. In other cases, it may
even go to explore the revisiting tendencies and attracting new visitors and it
stimulates the local and regional service or product demand. The possibility
of opening new market segments and exploring the additional source of
income possibilities and the expansion of the market are such avenues to the
locality (Snowball, 2008; Wood, 2005). Since the study is to understand the
economic incentive of KMB, quantitative measures provided in the previous
studies were considered as a means of substantiating the authors’ arguments.
Generally, construed visitors’ spending and subsequent effects are not part of
the study. More specifically, the local incentives of an event can encompass
the following parameters.

1. Increased visitation: KMB falls in the top 10 art events of the world;
it has a positive impact on the local economy, and the destination has
gained prominence as a cultural destination along with its hugely
popular historical tag. Most of the visitors to the KMB are first-time
visitors to Kerala, which indicates that a large number of new visitors
are attracted through KMB. For instance, in the second edition of the
biennale in 2014, there were six lakh visitors and nearly 60% of them
were new visitors to Kochi (Malayil, 2019).

2. Increased transactions: Increased business transaction is considered
as one important economic incentive to the local economy of hosting
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destinations of events (Crompton, 2006). As KMB was able to keep
Kochi in the cultural map of the world, that designated position was
able to strengthen its economic base as the baseline survey of the MB
indicated that KMB was able to improve the socioeconomic condi-
tion of Kochi (Sujit and John, 2019). The inferences can be made
that KMB was able to support the reviving economy of Kochi after
the outbreak of the Nipah virus and flood in the preceding year. As
mentioned above, the Indian Chamber of Commerce, Kerala Round
Table, had stated that 60% of the KMB visitors were first-time visi-
tors to the state, and there was a 50% increase in sales for the local
traders and the corresponding rise in the business of local inbound
tour operators and hospitality sectors. The observations of other
stakeholders in the tourism sector are praiseworthy to state here in
this context; the hotel chain company CGH Earth director Sidharth
Dominic said that their properties in Fort Kochi saw a growth of 50%
in bookings, growth in longer duration of stay, and increase in food
and beverage sales by 15%, during the Biennale period (Malayil,
2019). This is in tune with the observation of Sujit and John (2019)
that there is a significant increase in service-based transactions in
Kochi because of KMB.

3. Employment generation: Employment generation is considered as a
major measurement rode for economic incentives to a locality (Kim
and Miller, 2014). The possibility of creating an employment option
needs to be examined for every event as it costs a lot for the society
where it is organized; generating employment to the local community
is an important economic incentive (Anderson and Lundberg, 2013).
As a widely promoted destination of India, Kerala expects peripheral
job creation while conducting a mega-event. Since the number of visi-
tors are increasing year by year, it is imperative to have basic services
to cater to these visitors apart from hardcore Biennale services such as
volunteering and assisting the artist. The observation from the base-
line study indicates that a significant number of jobs were created in
connection with KMB particularly event-related operations. However,
there is a need to explore job creation in hospitality, logistics, and
small business sector as the study of KPMG indicates that there is a
significant increase in visitation for KMB (Malayil, 2012).

4. Space optimization: Space is a major constraint in major event orga-
nizations. Exploring useful place and its optimization is the strategy
to be followed by the organizers of the event to make it more visitor-
friendly and art adaptive. The 500-year-old heritage town had become
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a ghost town of memories and dilapidated old buildings when the
KMB arrived with its convergence of modern ideologies. An event
like KMB could give a jolt to a sleeping town like Fort Kochi, which
is way past its glory days and made it aspire to turn its very ruins and
forsaken memories to a hub of activities, which could have a positive
impact on the presentation of its social and economic well-being.
According to a report released by the KPMG, who are the knowl-
edge partners for the KMB, through the celebration of international
contemporary art, KMB invokes the historic cosmopolitan legacy
of the modern metropolis of Kochi and its legendary predecessor,
the ancient seaport of Muziris (Malayil, 2012). The intermittent
study report (Sujit and John, 2019) also reflects that KMB has led to
restoration of abandoned spaces in Kochi and used creating aesthetic
ambiance to the artists as well as visitors.

13.6 DESTINATION IMAGE BUILDING

As adestination, Kochi was able to garner more attention among international
travelers as a part of KMB. The state already had a tagline of God’s own
country, which is widely promoted among tourist-generating regions of the
world. KMB is another feather to the brand Kerala effort to attract more
number of tourists to the state and particularly to Kochi. The reflections
from the stakeholders are worth stating here that KMB becomes a catalyst
to attract a good number of visitors to Kochi. In the future, the possibility
of exploring Kochi as a Biennale destination, as in the case of Manchester
and Barcelona, known for its football, Thrissur for its Pooram, Alleppey for
its Nehru Trophy Boat Race, etc., is becoming a reality (Malayil, 2019).
Furthermore, it has been observed that KMB has become a major driver of
art and culture in India and bolstered Kochi’s global reputation as a vibrant
place for cultural pluralism, as observed in the KPMG report submitted to
the Government of Kerala (Malayil, 2012). Other Biennale of India, Pune
Biennale, is yet to garner better mileage in projecting Pune as a destination
(Kuruvilla, 2019). It has also been noted that the respondents of a baseline
study agreed that Kochi can become a center of cultural excellence (Sujit and
John, 2019). This indicates the credibility of Kochi to become a better tourist
destination especially a cultural hotpot of Kerala in all respect, and thereby,
destination Kochi can have a brand image of its own in the years to come in
the tourism map of India.
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13.6.1 PUBLIC INFRASTRUCTURE DEVELOPMENT

The development of public infrastructure is part and parcel of any event. The
coordinated effort of the government department and the organizers KMB
was able to showcase commendable public infrastructure especially public
utility space in important areas of Kochi. This is made possible without
leveraging the mega-event syndrome, which is generally overpromising and
underdelivering of facilities, underestimating costs, using public properties
for private vested interest, neglecting the concerns of the local population,
and revisiting the existing urban priorities (Miiller, 2015; Zimbalist, 2015).

13.6.2 INCLUSIVITY

The inclusion of the local community and local artists is imperative to garner
success in events. The positive contribution in terms of their participation
as visitors is found to be the popularity of the event. This, in turn, supports
local happiness, and the organizers can have an inclusive event and thereby
ensure the support for the upcoming events (Séraphin et al., 2018). Exposure
to the local artist was quite encouraging as the study indicates that KMB was
able to enhance exposure to local artists, and it was also able to showcase
their talent on a larger platform (Sujit and John, 2019). As mentioned above,
the increasing number of visitors year by year indicates the popularity of
the program, which effectively removed the tag of an elitist program. As
the footfall indicated, the domestic travelers as well as a large number of
art enthusiasts from within Kerala were able to attend the program. The
observations of the organizers also attest to the same as the most celebrated
Venice Biennale, the oldest and one of the most prestigious events, was
able to attract a far lower number of visitors than Kochi what Kochi gets
(Kuruvilla, 2019).

13.6.3 TOURIST INFRA AND SUPERSTRUCTURE DEVELOPMENT

Muresan et al. (2016) observed that the development of tourist infrastruc-
ture and superstructure is part and parcel of event tourism, and thereby, it
can support the local people’s quality of life to a greater extent. The creation
of new infrastructure and modernization or reorganization of existing
infrastructure found to be an important attraction of art-based events
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everywhere. Since the observations supplement the fact that there is a good
number of inbound tourists flow noticed during KMB, the development of
related infrastructure was quite obvious. In general, Kerala has less than
10,000 rooms for a 125-day season compared to other leading state Goa,
which has 35,000 rooms available for a 220-day season. Goa has 14 days
of tourist retention as compared to seven days of Kerala (Malayil, 2019).
This indicates the need for alternate accommodation facilities to cater to
the seasonal demands owing to KMB. In this direction, the researchers
were able to understand that most of the visitors were exploring homestay
facilities in and around Kochi while attending KMB. The baseline study
also attests that same and stated that KMB has a significant impact on
homestay occupancy during the KMB season (Sujit and John, 2019). This
infrastructure can, in turn, be used for the other tourism-related events,
and also, it will have better occupancy if we effort to project Kerala as a
365-day destination.

13.6.4 SKILL DEVELOPMENT AMONG SERVICE PROVIDERS

Though the skill development is important for both demand and supply
sides of operators of an event, it mainly depends on the kind of event. As
far as an art-based event is concerned, the skill development or horning the
skill among local artists become necessary, and thereby, they can explore
further venues. The skill development among service providers is found
to be a more important economic incentive as the event requires various
services at a particular point of time to cater to a variety of demands. The
visitors consider the biennale venue as the confluence of culture and social
practices so the tendency to explore services and goods demands the assess-
ment of skill gap among existing support service providers of the city and
calls for appropriate skill development program. At Kochi, innovative tour
operators have developed specialized heritage tours, which include walks to
historical sites, visit to a cafe where the Colonial Dutch cake, Breudher, still
gets made, a Gujarati sweetshop, and even through its music, from the home
of a Carnatic vocalist to a concert by the Mehboob Memorial Orchestra, a
group of ghazal and gawwali enthusiasts (the music arrived in the island with
the Dakhni Muslims, a Sunni Islamic community from Hyderabad) with an
interest in playback singers Mohammad Rafi and H. Mehboob (Kuruvilla,
2019). The new demands demand new ways of looking at opportunities and
acquiring skills to deal with it.
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13.6.5 CONSERVATION

Events promote cultural conservation and presentation as it promotes the local
cultural vividness and encourages people to partake in entertainment events,
visit the county’s museum, and provide a platform for cultural exchange, in turn
leading to cross-cultural understanding (Canfield Fair Organization, 2015).
As a part of space optimization, KMB has led to the restoration of abandoned
spaces in Kochi. Over three editions, KMB has established itself as one of
the most important art exhibitions in the world; the old colonial buildings
such as Aspinwall House, the mother venue, have become synonymous with
Kochi Biennale, just as the Giardini and the Arsenale are with the Venice. The
possibility of conserving and maintaining cultural properties both tangible and
intangible should be one among many priorities of the program. In general,
apart from the opportunity for the local artists to contemplate the works of
their contemporaries from around the world, the biennale paves the way for
newer experiences. There are different kinds of connections that are being
built through the art exhibition (Kuruvilla, 2019).

13.6.6 TRANSPORTATION

Events have a significant impact on the local transportation (Thomas et al.,
2015). There is a significant improvement in the transportation sector in
Kochi after the KMB. The visible remarks of this were the introduction of
a metro under the Cochin Metro Rail Corporation Limited and a proposed
water metro. There is a substantial increase in the transport sector during the
KMB season in all means. Air transport and road transport had a significant
impact on the event. The contribution of the event to local transportation
is one of the important areas which is to investigate; KMB significantly
impacted traffic flow and transportation at Kochi and was able to project
Kochi as a tourist destination.

13.7 CONCLUSION

While examining the economic incentives of the KMB, the authors tried to
explore various economic and related dimensions and concluded with 10
aspects. This includes both general economic incentives and tourism bound
incentives. However, it is pertinent to state that aspects such as visitor impact,
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spending pattern, earning generation possibilities among local people, and
local spending are not considered as it requires quantitative measurement.
The study significantly assists in understanding the basic contribution of an
event to the local economy.
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ABSTRACT

Event tourism has become a very effective type of tourism in the development
of destinations where tourism activities are carried out intensively in recent
years. Since it is one of the tourism types that people prefer extensively,
event tourism provides many positive effects to the region. Especially, it has
a great impact on the development of tourism in the region and economic
development. Event tourism also affects the increase in income from tourism,
as it is effective in the longer tourism season. At the same time, event tourism
has an important role in improving the image of the region, increasing its
attractiveness and ensuring its sustainability. Accordingly, event tourism
has many positive effects both in the short and long term. Event tourism,
which has very important economic and cultural effects, is a type of tourism
that people prefer in regions where recreational activities are intense, to be
motivated and have fun by moving away from their working life and negative
situations. Due to the high interest of tourists today, event tourism, which
provides economic income in many regions of the world, contributes greatly
to the development of tourism. Today, many tourist destinations support the
development of local and national image by focusing on event tourism, as
well as contributing to the economic development of the region and local
people, thus contributing to the development of tourism to a great extent.
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14.1 INTRODUCTION

The tourism sector undergoes a great development and change after the
Second World War and an important sectoral reason, especially the last
features of which are for development for many countries (Kinaci et al.,
2011: 1). When looking at regional development plans, it is possible to
say that the agricultural sector was the sector with the biggest share in
the economic development. It has been observed that, over time, the
development of the industry and service sector left a greater share of the
economic development than the agricultural sector. With the developing
technology, it h