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PREFACE

On behalf of the organising committee, we are pleased to welcome you to the 9™ Advances in Hospitality
and Tourism Marketing and Management Conference co-hosted by University of Portsmouth, United
Kingdom and Washington State University, United States. Following the success of the 8" Advances in
Hospitality and Tourism Marketing and Management Conference in Thailand, the 9" conference is held
in Portsmouth, United Kingdom.

The goal of this scientific meeting is to provide an interactive forum for attendees from academia and
industry to actively exchange, share, and challenge state-of-the-art research and case studies on
hospitality and tourism marketing and management. The range of proposed topics of this conference
reflects a number of major themes in hospitality and tourism marketing and management in the UK and
internationally. You will see presentations and papers that examine a wide range of topics such as
marketing, management, consumer behaviour, planning and development issues related to sustainability
and the use of information technology. We strongly believe that contents of the presentations will
significantly contribute to knowledge creation and dissemination pertaining to hospitality and tourism
marketing and management among conference attendees.

The organising committee has spent countless hours to put this conference together. We would like to
express our sincere gratitude and thanks to everyone who graciously volunteered their time and effort to
organise this conference. We would like to extend our appreciation and sincere gratitude to the
international scientific committee members who worked to ensure the quality of the papers and our
keynote speaker Helen Bonser-Wilton, Chief Executive of Mary Rose. Without the organising committee
members, volunteers and the help of international scientific committee, we would not have this
conference.

On behalf of the organising committee, we would like to welcome you again to the 9" Advances in
Hospitality and Tourism Marketing and Management Conference. We hope that you will enjoy British
hospitality while attending the conference and have a pleasant stay in the historical city of Portsmouth.

The conference organising committee

Yuksel Ekinci, Liz Sharples, Giampaolo Viglia, Dogan Gursoy
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HALAL TOURISM THROUGH THE LENS OF A NEW GENERATION IN THE UAE

Alfonso Vargas
University of Huelva
Huelva, Spain

Anestis K. Fotiadis

Zayed University
Abu Dhabi, UAE

Abstract

This study is aimed to provide an insight into the level of knowledge and mental schemes on Halal
tourism from a new generation (Gen Z) in a Muslim majority country such as United Arab Emirates
(UAE). For this purpose, a questionnaire was developed for primary data collection. Univariate, bivariate
and multivariate techniques were applied for data processing, including a SEM model. As the main
empirical results indicate, the collective mental scheme about this tourist segment is articulated around
four factors: its attractiveness, its difficulties to be managed, its religious profile and its similarities (in
the context of UAE).

Keywords: Halal tourism. Halal destination. Halal service quality. Generation Z, United Arab Emirates.

Introduction

When investigating this topic, the first problem a researcher faces is the confusion provoked by a series
of terms intended to designate the same concept (Islamic tourism, Sharia-compliant tourism, Halal
tourism...). In addition to the lack of a single accepted term, it is not clear what Islam requires with
regard to tourism services. As stated by Maznui (1997, p. 118), “Islam is not just a religion and certainly
not just a fundamentalist political movement. It is a culture or civilization, a way of life that varies from
one Muslim country to another but it is spirited by a common core”.

Halal is an Arabic term that Muslims regularly use and that means lawful or permitted. During the last
years, with the economic development of Islamic countries, Halal market has grown significantly
(Izberk-Bilgin & Nakata, 2016). Nevertheless, maybe non-Muslims know about Halal meat/food, but
they have very little information, if any, about a new type of tourism entitled also as Halal. But for
Muslims this is the option for those who want to avoid conventional tourism due to religious constraints
and, therefore, search for tourism services that comply with Shariah requirements, although the
inadequate or even lack of information is still remarkable (Ramli, 2011).

Thus, this type of tourism is mainly focused on Muslim tourists who follow the rules of Islam. For
instance, although these rules are subject to different interpretations, hotels and restaurants related to
Halal tourism serve neither alcohol nor pork, and they have different areas, such as pools, for males and
females. Another example is Yas Waterworld, a theme park in Abu Dhabi (UAE) that offers a ladies-
only event named "Ladies Day", where only female can enter the park, no pictures are allowed, all staff
members are females, and mobile phones and similar devices are strictly forbidden. "Ladies Night" is
another product in offer.

Bearing this in mind, this paper is divided into two main parts, reflecting its dual aim: concerning the
first one, a synthesis of the state of the art on scientific research on Halal tourism is presented, which



seems the most appropriate term and in recent times has gained momentum among the experts; the
second, of an empirical nature, aims to provide an insight into the level of knowledge and mental schemes
of the new generation of university students in a Muslim majority country such as UAE, based on a
survey carried out among business students in a higher education institution (Zayed University).

The relevance of this new generation born in the mid-1990s, usually termed as Gen Z, is that there are
around 2 billion Gen Zers worldwide; specifically in UAE 1.21 million (12.7% of total population) is
between 15-24 years old (GMI, 2018); from this amount, 0.81 million is male (67%). Therefore, a deep
understanding of their expectations, and the corresponding effort to match them, is an essential remit for
Halal tourism firms and destinations for their future growth. In this respect, a number of practical
implications are gathered as a result of this study. It should be noted that in Islam the concept of Halal is
intended, among other meanings, “to protect future generations” (Jaelani, 2017).

Theoretical Framework

In order to build a theoretical framework, a literature review was compiled. According to Fink (1998),
this “is a systematic, explicit, and reproducible design for identifying, evaluating, and interpreting the
existing body of recorded documents”. Usually, a literature review summarizes the existing research by
identifying patterns, themes and issues, as well as helps to identify the conceptual content of the field
under study (Meredith, 1993) and contributes to theory development. In this case, two subsections will
be presented. The first synthesizes the state of the art in the field of Halal tourism. The second informs
on the so-called generation Z and its profile.

Halal tourism

The first evidence on “Halal tourism” as a relatively new and under-researched area is supported by the
limited number of outputs supplied by Web of Science when this topic is searched in this scientific
database (this search was done in mid-2017): only 13 papers (including one editorial) and dated in the
period 2014-2016, 10 of them in the year 2016. The vast majority (9) have been published in the journal
“Tourism Management Perspectives”, 7 of them in a special volume (19 part B).

No researcher (nor institution) holds an outstanding position in terms of number of papers authored,
although the most represented country of origin is Malaysia (4 authors). Only one paper has been written
in a language other than English (Korean). The number of times these papers have been cited is very
limited, with none of them standing out significantly. If research on “Halal tourism” is complemented
with Scopus (in title, abstract and keywords), its database adds some more documents in its list of 18
supplied results, 15 articles and 3 book chapters (all of them in the English language).

The first article published on the topic was in 2010, co-authored by Battour, Ismail & Battor, who seem
to be pioneers. In addition, this work is the most cited. Once again, this fact demonstrates the immaturity
of the research strand labelled as “Halal tourism”. Nevertheless, others labels (such “Islamic tourism™)
have been used as synonymous, quite inaccurately. As a matter of fact, the breakdown of keywords is
headed by “Halal tourism” (13), followed by “Islamic tourism” (6). Authors from Malaysia are found as
the most frequent.

A total of 22 papers were compiled adding the results of both databases (21 during the period 2010-
2016). More than half (12) were published in 2016. Others were issued in 2015 (2), 2014 (4), 2011 (2)
and 2010 (1).

The observation of the keywords used points out the prevalence of conceptual aspects within the
“umbrella” of Halal tourism (often referred to as Islamic tourism), such as Halal food, Halal
hospitality/lodging or Halal products in general. The references to the religious/cultural framework of
this type of tourism are ubiquitous, with frequent allusions to Islam and compliance with Shariah
principles. The accommodation sector has caught the attention of a significant number of papers, with



Asian (Malaysia, Singapore) and African (Morocco, Tunisia, South Africa) countries the most common
geographical focus. Nevertheless, New Zealand and the Czech Republic have been analysed from a
supply perspective (the latter specifically with regard to Russian tourists) and the USA from a demand
perspective (Muslim travellers’ behaviour in that country). Russia and South Korea have been tackled
from the point of view of the development/promotion of Halal tourism in these countries, and India in
the particular case of Halal medical tourism. Finally, these outputs are not particularly robust or
distinctive because of their theoretical and methodological backgrounds; just the use of the theory of the
Coordinated Management of Meaning, and the Content Analysis methodology, would deserve a mention.
To sum up, as a field of study under construction, fundamentally this set of papers can be divided in two
clusters, based on their main objectives:
e The conceptual definition of the phenomenon under study, attempting to contribute to the creation
of a common understanding, terminology, scope and boundaries.
e The provision of a specific insight on the situation of this topic in certain countries, particular
experiences or particular types of tourists from a marketing angle.

Generation Z

In this subsection we present some selected profiles of this generation by virtue of their connection to
our field of study and, therefore, able to help in the interpretation of our results. For this reason, our
search has been narrowed to its specific features in the geographical area of our research and to those
attributes with a potential to shed some light on the understanding of the travel-and-tourism phenomenon
by this new generation in a Muslim-majority country such as UAE.

Born after the mid-1990s, it can be considered the first truly-digital native generation and the first real
generation of global citizens with global aspirations, in which online connectivity has permeated their
lives and transformed how they interact. More specifically related to our research, we are facing a new
cohort of Muslims described as “vigorous and adventurous” , with a more accentuated entrepreneurial
spirit and boundless curiosity.

As the first generation born into a fully technological environment, that has never known life without
easy Internet access and mobile technology, they are more prepared for searching information and
figuring things out on their own; this has made them “more self-aware, self-reliant and driven”.

Being born from Generation X parents (people born between 1960s-1970s), Generation Z is mostly
influenced by Generation Y or Millennials (people born between 1980s to mid-1990s). Thus, similar to
Generation Y, Generation Z is also familiar with advanced technology, “but they have higher awareness
concerning privacy”, guided by their critical thinking about politics and humanity: “They want the things
they do to have impacts on the world”. This leads to the need to provide a sense of purpose for them:
“This generation wants to understand why an organisation does what it does and how their role
contributes to its success. They want a clear purpose”. In other words, they can be characterized as cause-
and-value driven people, although realistic at the same time, yet they have grown up in a time of severe
economic and geopolitical turmoil.

In the Global Muslim Travel Index 2017, “two key megatrends were identified as driving Muslim-
friendly travel: the millennial and Generation Z demographic, and technology that will increase access
to travel information” . Based on this report, this (post-Millennials) group is extremely connected with
each other and the environment around them. As the Internet and social environments play key roles in
their everyday lives, “the Muslim travel industry must evolve their offerings to ensure that their brands
are reintroduced to these new segments and that their Muslim-friendly services are Authentic, Affordable
and Accessible to these young segments” (p. 7).

Research by HalalTrip, an online travel platform, suggests that Gen Z (together with Gen Y) represents
an important youth travel segment in the Muslim Travel Market. The global Muslim population is



projected to rapidly grow largely because of its standing as the youngest population of all major religious
groups, with an average age of 23.7 years younger than the global average (Lipka, 2016). As it is, global
youth travel constitutes 25% of the annual travel visitor arrivals with the figure amounting to 1.1 billion
(UNWTO & WYSE Travel Confederation, 2016) .

With regard to UAE particularly, its society has changed rapidly during the last 30 years and the
development of ‘Sharia-compliant’ hotels has been amazing in that country (Eid & El-Gohary, 2015).
As 2016 Social Media Survey mentions, the usage of media is really high among 18 to 21-years-old
people in UAE. Facebook and WhatsApp have the highest usage followed by YouTube. Snapchat and
LinkedIn are not so popular so far (The National, 2017). UAE is a multi-cultural environment and
although Emirati generation Z is experiencing a plethora of influences, they are still following their
traditions and they frequent hotels or restaurants who are related to Halal principles of not serving neither
alcohol nor pork, together with the availability of different areas, such as pools, for males and females.

Empirical Work: Methodology
Population and sample
Our target population was formed by the undergraduate students on Business and Communication and
Media Sciences enrolled in Zayed University Abu Dhabi campus (UAE) during the 2017-2018 academic
year. Zayed University offers courses, mainly for Emirati students, in two campuses, located in Abu
Dhabi and Dubai. Abu Dhabi campus offers undergraduate courses where classes are separated by
gender. In this regard, two relevant annotations should be taken into account:

e UAE is a Muslim-majority country, with a population that exceeds 9 million inhabitants, where

76% is estimated as Muslims.
e Zayed University is a bilingual English/Arabic-speaking higher education institution in UAE,
which has facilitated the primary data collection in both languages.

488 questionnaires (practically the whole target population) were collected between January and March
2018, from which 135 declared a level of familiarity with Halal tourism of at least 5 (out of 7). This set
was taken as our sample (28.3% of total). This lack of familiarity, stated by most of these youngsters in
UAE, cannot be considered as exceptional. For instance, in Malaysia, a country with cultural similarities,
a broad lack of awareness was also found among members of generation Z towards Halal food, and the
whole Halal concept (Selvarajah et al., 2017). In general, Halal tourism is a term more spread in Western
countries, which is another contextual factor to be considered when trying to understand this fact.
It has to be noted that the cohort of age of the elements in our population and sample mostly belongs to
the post-millennials generation, also known as generation Z.

Instrument of measurement

The questionnaire was structured in six sections:

1. The first investigates the level of familiarity with the concept of Halal tourism. This is important
because only the answers coming from informants who have been rated by themselves with a level of at
least 5 (out of 7) have been considered.

2. The second informs on whether some specific training (course, seminar, workshop or similar) has been
attended by the respondents.

3. The third asks for a personal definition of Halal tourism.

4. The fourth ascertains the informant’s opinions on whether UAE should bet decisively to position itself
as a Halal tourism destination.

5. Section 5 is the most complex, with eighteen items. Their corresponding theoretical foundations are
summarized in table 1.



Table 1. Theoretical foundations of items in the questionnaire.

5.01.-Spiritual dimension.

Battour et al. (2010); Carboni & Janati
(2016); El-Gohary (2016); Jafari & Scott
(2014); Oktadiana et al. (2016); Samori et
al.  (2016);  Zamani-Farahani  and
Henderson (2010).

5.02.-Ecological dimension.

Jafari & Scott (2014); Stephenson (2014);
Oktadiana et al. (2016).

5.03.-Health dimension.

Henderson (2010); Jafari & Scott (2014);
Stephenson (2014); Oktadiana et al.
(2016); Zamani-Farahani & Henderson
(2010).

5.04.-Size and growth.

Battour et al. (2011); Carboni & Janati
(2016); El-Gohary (2016); Hamza et al.
(2012); Henderson (2010); Jafari & Scott
(2014); Mohsin et al. (2016); Samori et al.
(2016); Stephenson (2014); Oktadiana et
al. (2016); WTM (2007); Zamani-
Farahani & Henderson (2010).

5.05.-Level of expenditure.

Battour & Ismail (2016); El-Gohary
(2016); Stephenson (2014); WTM (2007).

5.06.-Religious and cultural similarities.

Henderson (2010); Oktadiana et al.

(2016); Sandikci (2011); Stephenson
(2014); Zamani-Farahani & Henderson
(2010).

5.07.-Diversity of origins and needs.

Henderson (2010); Jafari & Scott (2014);
Mukhtar & Butt (2012); Sandikci (2011);
Stephenson (2014); Zamani-Farahani &
Henderson (2010); Zamani-Farahani &
Musa (2012).

5.08.-Adaptations of the offer and

certifications.

Battour et al. (2010); Battour & Ismail
(2016); El-Gohary (2016); Henderson
(2010); Henderson (2016); Moshin et al.
(2016); Oktadiana et al. (2016).

5.09.-Level of knowledge.

Battour et al. (2011); Battour & Ismail
(2016); El-Gohary (2016); Henderson
(2010); Henderson (2016); Jafari & Scott
(2014); Razzaq et al. (2016); Stephenson
(2014).

5.10.-Suitability of the experience for any
type of public.

Jafari & Scott (2014); Stephenson (2014),

5.11.-Muslims as target population.

Henderson (2010); Scott & Jafari (2010).

5.12.-Religious motivations.

Battour ef al. (2011); El-Gohary (2016);
Jafari & Scott (2014).

5.13.-Particular food and

services.

catering

Battour et al. (2011); Battour & Ismail
(2016); Carboni & Janati (2016); El-




Gohary (2016); Henderson (2010);
Razzaq et al. (2016); Stephenson (2014).
Carboni et al. (2014); Jafari & Scott
(2014); Shakona et al. (2015); Stephenson
(2014); Oktadiana et al. (2016).
Stephenson (2014); Zamani-Farahani &
Henderson (2010).

Battour & Ismail (2016); Jafari & Scott
5.16.-Impact of the global geopolitical | (2014); Stephenson (2014); Oktadiana et
situation. al. (2016); Zamani-Farahani & Henderson
(2010).

Carboni et al. (2014); Carboni & Janati
5.17.-Capacity of integration in the host | (2016); Hamza et al. (2012); Jafari &
community. Scott (2014); Oktadiana et al. (2016);
Zamani-Farahani & Henderson (2010).
Battour et al. (2010); Carboni & Janati
(2016); Stephenson (2014); Moshin et al.
(2016); Oktadiana et al. (2016).

5.14.-Welcoming character of the resident
population.

5.15.-Seasonality mitigation.

5.18.-Potential for promoting mutual
understanding.

Source: own elaboration.

The three first items reflect Halal tourism as a three-dimensional construct, formed of spiritual, ecological
and healthy dimensions, respectively. The remaining fifteen are intended to sketch its profile, with a
number of factors that can be organized in three theoretical blocks:

e Factors of economic character, influencing its level of attractiveness directly: size and growth;
level of expenditure; adaptations of the offer and certifications; level of knowledge; seasonality
mitigation; impact of the global geopolitical situation.

e Factors of social character derived from its religious background: religious and cultural
peculiarities; diversity of origins and needs; Muslims as target population; religious motivations;
food and catering services.

e Factors of social character that can promote cultural integration to some extent: suitability of the
experience for any type of public; welcoming character of the resident population; capacity of
integration in the host community; potential for promoting mutual understanding.

6. The last section describes the socio-demographic profile of the sample, with three items (gender, age
and nationality), which can also be useful (particularly gender and nationality, due to the homogeneity
in age) to identifying potential significant statistical differences in the responses collected.

Techniques applied
Univariate, bivariate and multivariate techniques were applied for data processing, as detailed in the next
section. SPSS 20.0 was used, as well as WarpPLS.

Results
Univariate analysis: descriptive statistics
They have been calculated on the abovementioned 135 observations.
e Gender: 74.8% female; 25.2% male.
e Nationality: 89.6% Emiratis; 9.6% foreigners (mainly Yemenis, Filipinos and Jordanian); 0.8%
unknown.



e Age (years): mode 23; median 25; mean 26.2, standard deviation 5.5 (slightly above the usual
age span of generation Z).

e Specific training on Halal tourism: 20.0%.

e UAE as a Halal tourism destination: 26.7% no; 53.3% maybe/not sure; 20.0% yes.
Two of these sample characteristics deserve a particular mention, since they act as limitations of this
study: there is an overrepresentation of females and Emiratis with respect to real gender and ethnicity
distribution in this country, which is explained by the students' profile of the higher education institution
involved in this study.

Table 2 summarizes the descriptive statistics of the items included in section 5 of the questionnaire.
Table 2. Descriptive statistics.

. . i . Mean
Item (in a 7-points Likert scale) Median | Mode (St. Dev.)
5.01.-Spiritual dimension 5 7 e
.01.-Sp . (1,761)
5.02.-Ecological dimension 5 S N
.02. g . (2,001)
. . 5,00
5.03.-Healthy dimension. 6 7 (2,011)
‘ 4,83
5.04.-Size and growth. 6 6 (2,156)
5.05.-Level of expenditure 5 6 ol
.05. p . (2,158)
. . . . o, . 4’91
5.06.-Religious and cultural similarities. 6 6 (2,075)
- — 4,32
5.07.-Diversity of origins and needs. S 6 (2,174)
. . _ 4,26
5.08.-Adaptations of the offer and certifications. 5 6 (2,272)
4,42
5.09.-Level of knowledge. S 6 (2,267)
5.10.-Suitabulity of the experience for any type of public. | 5 6 ?2’532 30)
. . 4,60
5.11.-Muslims as target population. 5 6 (2,270)
5.12.-Religious motivations 5 5 e
A2, . (2,204)
‘ . ‘ 5,08
5.13.-Particular food and catering services. 6 7 (2,015)
5.14.-Welcoming character of the resident population. 6 6 ?2’917 47)
. e 4,46
5.15.-Seasonality mitigation. S 5 (2,212)
.. o 4,17
5.16.-Impact of the global geopolitical situation. 5 6 (2,377)
5.17.-Capacity of integration in the host community. 5 6 ?2’123 12)




5,12

5.18.-Potential for promoting mutual understanding. 6 6 (2.091)

Source: own elaboration.

Bivariate analysis: statistically significant differences

About the specific training on Halal tourism, its lack is significantly more acute in the group of female
students, according to the corresponding contingency table and Chi-square test. Concerning the question
on whether UAE should bet decisively to position itself as a Halal tourism destination, the responses are
not significantly influenced by informant’s gender and nationality. Additionally, the Mann-Whitney U
test was administered to the 18 items in section 5, in relation to the socio-demographic variables
nationality (Emiratis and others) and gender, but no statistically significant differences were found at a
level of 0.05. Nonetheless, with regard to the variable related to training, responses to variable 5.03 show
a different behavior: those who have received a specific training on Halal tourism are less inclined to
emphasize its healthy dimension, which seems paradoxical.

Multivariate analysis: factor and cluster analysis
An exploratory factor analysis was carried out on the data matrix composed of the 15 items in section 5
to draw the profile of this market segment (5.04 to 5.18), once checked its suitability with tests such as
correlation matrix determinant, Bartlett’s test of sphericity and the KMO (Kaiser-Mayer-Olkin) index.
Their outputs follow:

e Correlation matrix determinant = 0.008.

e Bartlett’s test of sphericity Sig =0.000 Approx.

e KMO index = 0.804.
As a data reduction technique, a Principal Component Analysis was performed, using the Kaiser method
for component extraction and Varimax method for their rotation. The rotated components matrix
obtained as a result (with a proportion of variance explained of 59.5%) is displayed in table 3.

Table 3. Rotated components matrix.

Components

Item FI_|F2 |F3 |F4
5.04.-Size and growth. 0,701 | 0,124 | 0,267 | -0,115
5.05.-Level of expenditure. 0,737 | 0,040 | 0,156 |-0,013
5.06.-Religious and cultural similarities. 0,125 ]0,032 | 0,150 | 0,801
5.07.-Diversity of origins and needs. 0,294 | 0,156 | 0,647 | -0,429
5.08.-Adaptations of the offer and certifications. 0,247 | 0,468 | 0,302 | -0,219
5.09.-Level of knowledge. 0,085 |0,689 | 0,259 | 0,152
5.10.-Suitability of the experience for any type of public. | 0,739 | 0,010 | 0,110 | 0,346
5.11.-Muslims as target population. 0,088 |0,101 |0,757 |0,213
5.12.-Religious motivations. 0,102 0,269 | 0,544 | 0,381
5.13.-Particular food and catering services. 0,165 | 0,205 | 0,742 | 0,043
5.14.-Welcoming character of the resident population. 0,542 | 0,258 | 0,239 | 0,054
5.15.-Seasonality mitigation. 0,586 | 0,492 | -0,153 | -0,094
5.16.-Impact of the global geopolitical situation. 0,185 10,798 | 0,051 | 0,059
5.17.-Capacity of integration in the host community. 0,083 | 0,683 | 0,368 |-0,061
5.18.-Potential for promoting mutual understanding. 0,600 | 0,448 |-0,025 10,163




Source: own elaboration.

According to this output, the collective mental scheme about Halal tourism for this batch of higher
education students can be built around four factors, which have been termed as follow:

F1: Attractiveness (because of its size and growth expectations, level of expenditure, suitability for any
type of public, acceptance by the resident population, effect on seasonality mitigation, and potential for
promoting cultural understanding).

F2: Difficulties (because of the need of offering adaptations and certifications, low level of awareness,
the impact of the global geopolitical situation, and possible integration problems in the host
communities).

F3: Religious profile (tourism for Muslims, with diverse origins and needs, with religious motivations,
and particular food requirements).

F4: Similarities (because of tourists’ religion and culture).

This exploratory factor analysis was complemented by a confirmatory factor analysis, reaffirming our
results. The latter was performed using WarpPLS 6.0.

The rationale has been associated with various clusters of informants. To do so, a hierarchical cluster
analysis has been also completed, using the Ward method and the squared Euclidean distance. As a result,

and based on the dendrogram, six clusters were identified, with their characteristics summarized in table
4.

Table 4. Cluster analysis

CL % of Profile Fami- Training UAE Mal Age Emirati
cases liarity (% yes) Halal e (mean s (%)
(% yes) (%o yes) (%) )
1 126 The factors of attractiveness of 6.2 5.9 29.4 23,5 250 76.5

Halal tourism are highly valued
(F1), to the detriment of its
religious profile (F3). This is the
cluster ~with the lowest
proportion of Emiratis.
2 200 It favours the religious profile of 5.8 222 11.1 148 259 923
this market segment (F3),
playing down its difficulties
(F2).
3 156 Characterized by emphasizing 6.4 23.8 333 429 250 90.5
its  difficulties (F2) and
understating its attractiveness
(F1). Interesting to note that this
is the group with the highest
declared level of familiarity with
Halal tourism, more in favour of
promoting UAE as a Halal
destination and with the highest
percentage of males.
4 341 It shows a balanced appreciation 5.7 17.4 23.9 217 26.2 91.3
of the four factors, with the
highest score in F2 (difficulties).
5 126 The factors of attractiveness of 5.9 41.2 5.9 412 265 94.1
Halal tourism are highly valued
(F1), to the detriment of its
similarities (F4). Relevant to
observe that this is the cluster
with the highest percentage of
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informants who have received
specific training.

6 52 It displays a low level of 5.9 0.0 0.0 0.0 32.6 100
inclination towards the four
factors. The peculiarities of this
cluster have to be noted: the
highest average age, all of them
Emiratis females, with no
specific training in this area, and
none of its members supporting
the idea of positioning UAE as a
Halal destination.

Source: own elaboration.

As a final methodological step, a discriminant analysis was executed in order to confirm this clustering,
resulting that 93.3% of the original clustered cases were correctly classified.

Structural Equation Models (SEM) models

The insight into how informants’ opinion on whether UAE should bet decisively to position itself as a
Halal tourism destination has been formed is, undoubtedly, relevant. With this aim, a model has been
tested, taking this variable (UAE HD) as the dependent one and using PLS technique (WarpPLS 6.0).
The model integrates, as explanatory variables, the four abovementioned factors, under which attributes
describing the profile of Halal tourism have been grouped, and the three identified theoretical dimensions
(spiritual, ecological and healthy) of Halal tourism. The result is displayed in figure 1.

Figure 1. SEM Model.
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Source: own elaboration.

With regard to constructs’ reliability and validity (all of them reflective), their Composite Reliabilities
(CR), Cronbach’s alpha (CA) and Average Variances Extracted (AVE) are next.

CR: F1, 0.855; F2, 0.833; F3, 0.826.

CA: F1,0.796; F2, 0.732; F3, 0,718.

With these results, we can conclude that the condition of reliability is fulfilled.

AVE: F1, 0.495; F2, 0.556; F3, 0.544.
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Concerning convergent validity, the AVE of F1 is slightly below the threshold of 0.5, but very close to
it. With reference to discriminant validity, all the correlations among latent variables are lower than the
corresponding square root of AVE.

The model fit and quality indices have reached the following values, which can be considered acceptable
according to the thresholds established by Kock (2017): Average path coefficient (APC) = 0.105, P =
0.050; Average R-squared (ARS) =0.115, P = 0.043; Average block VIF (AVIF) = 1.671; Average full
collinearity VIF (AFVIF) = 1.338; Tenenhaus GoF (GoF) = 0.308; R-squared contribution ratio (RSCR)
= 0.910; Statistical suppression ratio (SSR) = 0.857.

Once checked the appropriateness of the model, its results show that the influence of the factor of
attractiveness (F1) on the dependent variable is not significant; as neither is the impact of spiritual and
ecological dimensions of Halal tourism. Nevertheless, F2 (difficulties) and F3 (religious profile) have
the same positive influence, and also F4 (cultural similarities, including religion), although slightly lower.
Finally, the healthy dimension has a significant impact, but of negative sign. Therefore, the higher the
level of awareness of the potential difficulties of this type of tourism, its religious profile and cultural
similarities, the more favorable is the opinion to position UAE as a Halal destination. By the contrary,
the identification of Halal as a healthy lifestyle has an unfavorable impact on that tourism positioning.

Conclusion, Recommendations, Limitations and Future Research

As stated, our first aim was of theoretical nature. Thus, the review of the related literature reflects that
the study of Halal tourism is quite recent, with Battour, Ismail and Battor being those who produced the
first relevant article in 2010. A distinction is made between Islamic tourism, referred to the trip made for
religious and pilgrimage purposes and, therefore, associated with acts of faith, and Halal tourism, which
is made for recreational, leisure and social reasons. In this sense, the term “Halal” refers to practices
allowed or approved in accordance with Islamic law (El-Gohary, 2016). In the literature, concepts such
as Halal, Muslim or Islamic tourism are characterized by a certain degree of ambiguity, although El-
Gohary (2016, p. 127, p. 130) defends that “it is preferable to use the term “Halal tourism” as the main
and only term to brand and describe tourism products and/or activities that fully comply with the rules
and guidance of the Halal concept and Islamic Shariah”. In this sense, Halal tourism can be understood
as offering services designed to meet the needs of Muslim tourists, who want to travel and visit other
places but respecting their basic religious obligations and practices. In this respect, it is imperative for
tourism destinations to offer Halal, or at least Muslin friendly services, to attract this segment. However,
it is relevant to observe that there are no formal and unique criteria for the tourism sector. The diversity
of interpretations of Islamic practices has led to different levels of demand in the world, which brings as
a consequence the existence of several Halal certification organizations, which are important for
providing confidence and attracting this market niche.

Moving to our empirical research and second aim, among the three referred dimensions of Halal tourism,
the spiritual and healthy ones are those recognized with higher intensity, with its ecological vector lying
behind. Therefore, if the Halal concept in this field is broadly perceived as linked to the search of the
inner well-being of the tourist attached to a healthy lifestyle when touring, but its connection to ecological
awareness and conservation of the natural environment is less recognized, the promotion of this last
dimension rises as a recommendation to convey to our target population a more comprehensive image of
what this type of tourism is intended to be.

Going deeper into the perceived profile, it is interesting to note the most highly valued attributes by our
informants, which are, firstly, the potential of Halal tourism for promoting mutual understanding and
integration of different groups and cultures (in line with the last-two ranked attributes, those relative to
the difficulties for its integration in the host communities and its limitations as a result of the global
geopolitical situation) and, secondly, its particular character in terms of food and catering services
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requirements. The necessity of certifications and adaptations of the offer, together with the management
of difficulties due to the diversity of tourists’ origins and needs, are also attributes relatively low valued.
All the remaining items are quite balanced in the characterization of Halal tourism. In sum, this overall
perspective is not surprising in a country where locals (Emiratis) are a minority and, therefore, the
population is used to the influences of other cultures and their coexistence; besides, as a Muslim-majority
country, they don’t appreciate special difficulties related to the integration of Halal tourists.

The fifteen attributes used for describing the profile of Halal tourism have been grouped in four
underlying factors, emphasizing, respectively, the attractiveness of this market segment (F1), the
difficulties to manage it (F2), its religious profile (F3) and its similarities (F4). It is noteworthy that the
largest cluster (with the 34.1% of the observations) shows a balanced appreciation of these four factors;
however, the second largest (20.0%) favors the religious profile of this market segment, at the same time
that plays down its difficulties.

To contextualize these findings, it is relevant to observe that, even in a Muslim-majority country, only a
minority (28.3%) of the participating university students (the vast majority of them Emiratis) has declared
enough familiarity (at least 5 in a scale of 7 points) with the concept of Halal tourism, which is consistent
with the also low percentage who affirm to have received specific training on this topic (20.0%). As a
final note, the collective opinion about the potential bet of UAE as a Halal tourism destination is unclear:
only 20.0% has answered positively, and a similar proportion (26.7%) negatively; the majority (53.3%)
is, therefore, in an undefined position to this respect. Perhaps, this ambiguity can be explained by a lack
of knowledge about the official policy of the Emirati government in this field.

To understand their opinion about if UAE should bet decisively to position itself as a Halal tourism
destination, an explanatory model has been tested, in which the three dimensions and the four factors
abovementioned play the role of independent variables. As a result, the healthy dimension of Halal
tourism is the only one with a significant influence, but, surprisingly, negative (the less intense the
perception of this dimension, the more favorable the position on Halal tourism in UAE). Concerning the
factors, only F1 is discarded (there is no significant influence exerted by the attributes of attractiveness),
being the other three significant with quite similar (and positive) loadings. Therefore, the higher the level
of perception of the difficulties to manage this market segment (F2), its religious profile (F3) and its
similarities (F4), the more favorable the opinion to position UAE as a Halal tourism destination. Clearly,
further research is needed, particularly to understand why the factor of attractiveness has no significant
impact in this decision and why the impact of the healthy dimension is against what theoretically was
expected.

Three main limitations of this research have to be recognized: the first and most important one is the
sample size and composition. The second, particularly related to the factor analysis, is the proportion of
variance explained which is relatively low for this kind of technique. And the third the low explanatory
power of the proposed SEM model (R2 only reaches the level of 0.11). Nevertheless, the exploratory
nature of this study allows us to present it as a first step forward in this direction, leading to further
research avenues in line with overcoming these shortcomings and with the enlargement of its
geographical scope. It is our conviction that this last proposal will open a fruitful field of comparative
studies and the discovery of diverse cultural approaches to Halal tourism worldwide within this cohort
of new travelers.
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Abstract

We estimate the Visiting friends and relatives (VFR) tourism demand in Uruguay, and compare it with
Argentinian tourist demand, applying Johansen methodology. We found at least one Vector error-
correction model (VEC) equation for each model considered. In the first two models, the elasticities were
smaller for VFR tourists compared with Argentinian tourists. But in the case of tourists’ expenditure, the
result was the opposite. Impulse response functions show a greater reaction of Argentinian tourists to
changes in relative prices, but similar in the case of an income shock. Finally, forecasts show a good
adjust of the forecast to actual data.

Keywords: VFR tourism, real exchange rate, Uruguay, cointegration.
JEL: 732, C22, F41

Introduction

Visiting friends and relatives (VFR) tourism or "Nostalgic tourism" is defined as the periodic return of
migrants to their community of origin, to take part in family, cultural and social activities that take place
during the year, particularly during festivities and important dates. Another definition, according to
Backer, (2009) VFR tourism is "a way of travel that implies a visit that, for the purpose of the trip, the
type of accommodation, one or both, visits friends and family".

The denomination "Tourism of roots" is based on the sentimental bonds of the migrants with the places
of origin, for feeding the idea of return to the native country, although it is during the vacations or in
certain dates. This behavior of migrants generates greater displacement of people in national and
international travel, stimulated by improvements in communications and transportation routes.

Tourism activity has acquired great importance as an engine of international development, due to its
impact on the promotion of employment and the generation of foreign exchange receipts. Due to the
spillovers of these activities to other sectors of the economy, tourism is qualified as a growth driver.
According to the World Tourism Organization (UNWTO, 2018) with information about the growth of
tourist arrivals in 2016, while in the world the increase was 3.9% and in South America 7%, in Uruguay
the increase was of 12.3%.
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Tourism in Uruguay is a very important economic activity in terms of foreign exchange receipts, added
value and employment. According to estimations of the Ministry of Tourism of Uruguay (2017), through
the Tourism Satellite Account, since 2005 the sector's contribution to Uruguay's GDP has been between
5% and 8%, reaching 7.3% in 2016. In terms of foreign currency earnings, tourism represented 20% of
total exports in 2016 (Central Bank of Uruguay, 2018). Its contribution to employment was significant,
implying 6.3% of the job positions in the country, according to the Continuous Household Survey of the
Statistical National Institute of Uruguay (INE, 2018).

Beyond the relevance of tourism in Uruguay, it is important to know about the migration phenomenon
of the country, in order to identify the potential segment for the inbound tourism. According to the
Ministry of Foreign Affairs of Uruguay, in 2016 Uruguayans living abroad were 529,620 people, 15%
of the country's population, 40% living in Argentina, 15% in Spain, 13% in the United States and 10%
in Brazil. Adding the children of migrants born abroad, total Uruguayans living abroad is estimated in
about one million, approximately one third of Uruguayan population. Several studies point Uruguay as
one of the South American countries with the highest proportion of the population living abroad. So, the
potential market for VFR tourism in Uruguay is really important.

According to Dwyer et al. (2014), "Nostalgic tourism" is defined as the periodic return of migrants to
their community of origin, to take part in family, cultural and social activities that take place during the
year, particularly during festivities and important dates. This kind of visitors generally travels with other
people and usually stays at relatives or friends’ homes.

VER tourism arises recently as a topic of study; UNWTO statistics started to take them into account in
the late 90's, quantifying them together with travel for health reasons and religion, implying about 20%
of total tourism, a figure that increases to 27% in 2014, between holidays and leisure trips (52%) and
professional and business trips (14%). Despite being identified as of increasing importance, not all
countries have enough statistics for VFR. In the case of Uruguay, although the data is available, as has
been indicated above, there is not enough analysis on this subject, what is the main motivation of this
study.

In some countries VFR tourism expenditures competes with remittances from relatives, because the
month of traveling they substitute the remittance for the tourism expenditure. But in the case of Uruguay,
remittances from relatives is not relevant at all.

Uruguayan and Argentinians in Uruguayan inbound tourism

In the last twenty years Uruguay has experienced significant changes in the number of visitors arriving
to the country, with a growing trend from 1985 to 1997. Then, following the regional economic crisis,
began a decrease in the number of visitors, with its lowest point in 2002. From that moment, the number
of visitors’ recovery began. In addition to the Argentinians, tourists from other origins also increased,
reaching a total of 3.9 million visitors in 2017 (Figure 1).

From 1996 to 2017, the arrival of Uruguayan residents abroad (VFR tourists) was in average 14.5% of
total visitors to Uruguay, and in 2016 about 64% were living in Argentina (Ministry of tourism data).

In 2016 the destination mainly visited by the VFR tourists was Montevideo, while the others
(Argentinians and other tourists) mainly visited Punta del Este. As expected, 72% of Uruguayans living
abroad have as main reason for their trip to visit family and friends, staying 92% in their homes. In
contrast, non-Uruguayan tourists travel by leisure and holidays and stay at hotels or rented houses.
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In terms of the composition of the expenditure, VFR tourists spend much less on accommodation than
non-Uruguayans, but more on food and shopping, compared with the rest of the tourists. Both groups
have a similar expenditure in transportation, culture and tours.

Background and analysis framework

The economic approach of the tourist activity can already be found in 1983 in the work of Wanhill, S.
(1983); more recently, Dwyer et al. (2004), Vanhove (2011), Hara (2008) can be mentioned, among
others.

As pointed by Backer and Yousuf (2015), visiting friends and relatives is an important way of tourism
worldwide. But they found that academic research of this type of tourism started recently, with the first
works in 1990. Analyzing the published works in tourism papers from 1990 to 2010 they found only 39,
and the appearance of this subject in text books has been in recent years.

Moscardo et al. (2000) developed a typology for studying VFR tourism, and related it to commercial
tourism. They try to find marketing implications of VFR tourism, as they studied their main
characteristics and differences from tourism in general.

Although tourism is an important economic activity in Uruguay, there is not much research in this field.
There are works such as Brida et al. (2008) Alonsopérez et al. (2010); or Altmark et al. (2013).
However, the first work on VFR tourism is more recent, (Altmark and Larruina, 2016), where they
analyze similarities and differences of VFR tourists with the rest of the visitors.

VER tourism as a segment of inbound tourism, has a potential growth in the future, so the present work
tries to analyze the demand determinants of VFR tourism and compare it with tourism coming from
Argentina, the main origin of inbound tourism in Uruguay.

Lépez Gallero (2006) states that besides the affective motivation of the “emigrant-tourists”, they do not
frequent hotels, but they consume other tourism services and also souvenirs.

Reyes Morales et al. (2006) studied the nostalgic tourism in Zapoteca, Mexico, regarding the direct and
indirect economic impact of nostalgic tourism.

Sosa et al. (2015), studied the social impact of the VFR tourism to Cancun, analyzing from the
perspective of the local population, in order to define its importance. The work indicates the lack of
attention of policies to VFR tourism and the positive perception of the local population regarding the
visits of their relatives and friends.

Lépez Salinas et al. (2016) found that Mexican migrants in their regular visits to their home as nostalgic
tourists in southern Mexico, create a cash injection that invigorates the economy of their communities of
origin.

Argentinians are the main source of tourists visiting Uruguay, and Uruguayans living abroad (tourists
visiting friends and relatives, VFR) were previously the second most numerous, although they are
currently surpassed by Brazilian tourists.

VEFR tourists visiting Uruguay mainly live in Argentina, so our interest in this paper is to compare their
behaviour with Argentinian tourists, and analyze similarities and differences between them.

Tourism demand has been widely studied, as we can see in meta-analyses such as Crouch (1995) or more
recently Peng et al. (2015), while many different variables can enter a demand function for tourism,
prices and income are always important. These variables are also found in works such as Altmark et al.
(2013) for Uruguay, Brida et al. (2008) for Mexico or Dritsakis (2004) for Greece.

Data and Methodology
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Data
Figures 1 and 2
Uruguayan Tourism Demand by Nationality and Tourism Revenues by Country
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Uruguay, and Uruguayans living abroad (tourists visiting friends and relatives— VFR) were previously
the second most numerous, although they are currently surpassed by Brazilian tourists (Figure 1).

It is also important to consider the revenues from tourism, where also Argentina is the most important.
In this case, the expenditure of VFR tourists represents a smaller proportion of total, than when we
consider number of tourists (Figure 2). In 2016 Argentinian tourists represented 64.4% and VFR
represented 9.1% of total tourists. But considering revenues, Argentinians represented 64.3% and VFR
tourists 6.9% of total tourists’ expenditures.

It is important to notice that VFR tourists mainly live in Argentina (63.7% in 2016), so our interest in
this paper is to compare the two types of tourist behaviour and analyze similarities and differences
between them.

Following the literature, we consider two approaches to estimate tourist demand from Uruguayans living
abroad. First, we considered two models, one taking into account the number of Uruguayans living
abroad visiting Uruguay each month (TOUR VRF), relative prices through the bilateral real exchange
rate with Argentina (RER_ARG) as most often that is the country they live in, the monthly economic
activity index of Argentina as an income proxy (Y_ARG) and as a monthly proxy of Uruguayan income
the Uruguayan industrial production index (Y _URU). We also considered the global real exchange rate
(RER) to include Uruguay’s competitiveness with its major trading partners. The second model was built
considering Argentinian tourists visiting Uruguay, where we use the number of Argentinians visiting
Uruguay per month (TOUR ARG), the bilateral RER as in the first model and the same proxy for
Argentinians’ income. We then compare the results of the two models. The period considered was from
January 2002 to June 2017.

Secondly, we analyzed the foreign exchange revenues from tourism. As these data are only available on
a quarterly basis, we tested two models, one that considers the expenditure of Uruguayans living abroad
and visiting Uruguay (VFR), in addition to quarterly GDP for Uruguay (GDP U) and Argentina
(GDP_A) as well as the quarterly bilateral RER with Argentina (RER_AR). In the second model, we
considered Argentinian tourists’ expenditure in Uruguay (SP_AR) Argentine’s GDP (GDP_A) and the
bilateral real exchange rate (RER_AR).

To analyze the series, we must study their stationarity through unit root tests; in this case we performed
the Augmented Dickey-Fuller test (ADF). We show the results in Table 1. All the variables are
considered in logarithmic form, so all the variable names are preceded by an L. In this case we considered
the period from the first quarter of 1996 up to the second quarter of 2017.
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Table 1
Unit Root Tests

Augmented Dickey-Fuller (ADF)
Ho = there is a unit root

t-statistic Reject HO at t-statistic (series in first Reject HO
(series in levels) 95% level differences) at 95% level

LTOUR_VRF 0.505222 No -5.919655 Yes
(no constant, (no constant,

(monthly data) 14 lags) 12 lags)

LRER_ARG -0.595350 No -6.910374 Yes
(no constant, (no constant,

(monthly data) 7 lags) 6 lags)

LRER -1.822545 No -9.906932 Yes
(no constant, (no constant,

(monthly data) 6 lags) 5 lags)

LY_ARG 1.311981 No -4.035917 Yes
(no constant, (no constant,

(monthly data) 15 lags) 14 lags)

LY _URU 0.689742 No -5.019900 Yes
(no constant, (no constant,

(monthly data) 12 lags) 11 lags)

LTOUR_ARG 0.692576 No -4.061406 Yes
(no constant, (no constant,

(monthly data) 15 lags) 14 lags)

LVRF 0.083287 No -2.451351 Yes
(no constant, (no constant,

(quarterly data) 12 lags) 7 lags)

LGDP_U 1.099642 No -2.446647 Yes
(no constant, (no constant,

(quarterly data) 5 lags) 4 lags)

LGDP_A 1.196657 No -3.852482 Yes
(no constant, (no constant,

(quarterly data) 5 lags) 4 lags)

LRER_AR -0.239750 No -5.630691 Yes
(no constant, (no constant,

(quarterly data) 4 lags) 3 lags)

LSP_AR 0.818056 No -2.593911 Yes
(no constant, (no constant,

(quarterly data) 8 lags) 7 lags)

Lags are calculated due to Akaike criteria

Source: Author’s calculations

All the variables, as they have a unit root, were I(1), non-stationary, so we will apply Johansen’s (1988,
1992) methodology to test for the existence of long-term equilibrium relationships between the variables
by analyzing the existence of Vector Error-Correction Models (VEC). This methodology also allows us
to analyze the effects of a shock through the Impulse Response Function (IRF) and to forecast the
variables of interest.

As VFR tourists (Uruguayans living abroad) visiting Uruguay mainly live in Argentina, we compare
their behaviour with Argentinian tourists also visiting Uruguay. As monthly Argentinian tourists visiting
Uruguay have a high seasonality, se include seasonal dummies.
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In the models with quarterly data all the series were also considered in logarithmic form. The period
considered in this case runs from 1996.Q1 to 2017.Q2 (the last one available when we started this study).
The series seasonality was treated using seasonal dummies, as in the other case.

Methodology and Model

As explained earlier, in this study we use Johansen’s (1988, 1992) methodology. This model allows us
to simultaneously capture the short-run dynamic properties as well as the long-run equilibrium behavior
of many non-stationary time series. We tried to find a long-run relationship representing the tourism
demand of two kinds of tourists coming from Argentina: tourists VFR and Argentinian tourists,
considering both the monthly number of tourists and the revenues generated from these two kinds of
tourists visiting Uruguay. First, we estimated a model considering the number of tourists on a monthly
basis from January 2002 to June 2017. Then, we considered the tourists’ expenditure with quarterly data
(the only data available) from 1996 up to June 2017.

Summary of estimated models:

Name Variables Frequency
. TOUR_VREF, Y URU,
Model 1 Uruguayan VFR tourists RER_ARG Monthly
. . TOUR_ARG, Y ARG
Model 2 Argentinians tourists RER_ARG Monthly
Model 3 VFR tourists’ expenditure VRF, GDP_A, GDP_U, RER Quarterly
Model 4 Argentinian tourists”  gp ARG, GDP_A, RER_A Quarterly

expenditure

Main results'
Cointegration
To verify the existence of cointegration between the variables, we applied the Johansen test, analyzing
the results of the Trace and the Eigenvalue of the matrix IT (Tables 2 to 5). The existence of a co-
integration vector was not rejected, and the signs of the coefficients were as expected. Furthermore, we
performed the exclusion tests for B coefficients and the weak exogeneity test for a coefficients. Some of
the variables were not significant, so they were excluded from the model. In addition, the test on residuals
found them to be well behaved. In all the models we added some dummy variables to correct for
seasonality, outliers and special events in the different series.
Table 2
Cointegration Test for Model 1

Unrestricted Cointegration Rank Test (Trace)

Hypothesized ) Trace 0.05

nczpof CE(s) Eigenvalue statistic critical value Prob.**
None * 0.190961 74.41436 47.85613 0.0000
At most 1* 0.162965 35.42337 29.79707 0.0101
At most 2 0.012724 2.691780 15.49471 0.9791
At most 3 0.001822 0.335493 3.841466 0.5624

Trace test indicates 1 cointegrating eqn(s) at the 0.05 level

! The econometric estimations were made using E-views 9. The details of the econometric estimations are available from the
authors upon request.
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* indicates rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-Michelis
(1999) p-values
Unrestricted Cointegration Rank Test (Maximum Eigenvalue)

Hypothesized . Max-Eigen  0.05

n(zpof CE(s) Eigenvalue statis‘[icg critical value Prob.**
None * 0.190961 38.99099 27.58434 0.0011
At most 1* 0.162965 32.73159 21.13162 0.0008
At most 2 0.012724 2.356287 14.26460 0.9801
At most 3 0.001822 0.335493 3.841466 0.5624

Max-eigenvalue test specifies 1 cointegrating eqn(s) at the 0.05 level

* indicates rejection of the hypothesis at the 0.05 level -**MacKinnon-Haug-Michelis

(1999) p-values

Source: Authors’ calculations
The test shows that there are at most 2 long-run vectors between the variables, but we are interested in
the first one, so the long-run cointegration vector estimated for Model 1 is:
LTOURygr = 1.442 LY_URU, + 1.340LRER sgg, + 2.391 |
(6.229) (2.955) M
As the variables are in log form for the estimation, the coefficients represent the elasticities. Below each
coefficient we have the t value.
For Model 1 we obtained a long-run vector where the number of VFR tourists visiting Uruguay,
Uruguay’s income proxy and the bilateral RER between Uruguay and Argentina were all significant. The
elasticities of both variables were significantly greater than 1. It is important to pint out that Argentina's
GDP was not significant in the model, even though the VFR tourists live mainly in Argentina. The
significant variable was Uruguayan GDP, so they decide visiting Uruguay or not, taking into account
their friends and relatives economic situation, not their own.
Table 3
Cointegration Test for Model 2
Unrestricted Cointegration Rank Test (Trace)

Hypothesized . Trace 0.05

no. of CE(s) Eigenvalue statistic critical value Prob.**
None * 0.340037 86.36232 29.79707 0.0000

At most 1 0.040292 9.066084 15.49471 0.3593

At most 2 0.007587 1.416635 3.841466 0.2340
Trace test indicates 1 cointegrating eqn(s) at the 0.05 level

* indicates rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-

Michelis (1999) p-values

Unrestricted Cointegration Rank Test (Maximum Eigenvalue)

Hypothesized . Max-Eigen 0.05

n(zpof CE(s) Eigenvalue statisticg critical value Prob.**
None * 0.340037 77.29623 21.13162 0.0000
At most 1 0.040292 7.649449 14.26460 0.4155
At most 2 0.007587 1.416635 3.841466 0.2340
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Max-eigenvalue test specifies 1 cointegrating eqn(s) at the 0.05 level
*indicates rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-
Michelis (1999) p-values

Source: Authors’ calculations

The long-run cointegration vector estimated for Model 2 is:
LTOURpgG, = 2.64LY_ARG, + 2.039LRER g, — 10.216 2
(16.258) (8.802) (

For Model 2 we found a long-run vector where the number of Argentinian tourists visiting Uruguay,
Argentina’s income proxy and the bilateral RER between Uruguay and Argentina are all significant. In
this case, the elasticities of both variables were greater than 2.
These results show a difference between the two kinds of tourists. For tourists VFR the elasticity shows
that tourism is a “normal” consumption good and depends on the income of the visiting country, not the
visitors’. On the contrary, for Argentinian tourists, tourism is a luxury consumption, as it is for many
tourists visiting different countries, income elasticity greater than 2.

Table 4

Cointegration Test for Model 3

Unrestricted Cointegration Rank Test (Trace)

Hypothesized . Trace 0.05

n(zpof CE(s) Eigenvalue statistic critical value Prob.**
None * 0.307328 61.99580 47.85613 0.0014
Atmost 1 * 0.236800 32.61994 29.79707 0.0230
At most 2 0.128474 11.00110 15.49471 0.2114
At most 3 3.73E-06 0.000298 3.841466 0.9883

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

Unrestricted Cointegration Rank Test (Maximum Eigenvalue)

Hypothesized ) Max-Eigen 0.05

nczpof CE(s) Eigenvalue statisticg critical value Prob.**
None * 0.307328 29.37586 27.58434 0.0291
Atmost 1 * 0.236800 21.61883 21.13162 0.0427
At most 2 0.128474 11.00081 14.26460 0.1542
At most 3 3.73E-06 0.000298 3.841466 0.9883

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

Source: Authors’ calculations

The long-run cointegration vector estimated for Model 3 is:
LVRF; = 2.658LGDP,, — 2.4758 3)

23



(7.935)
The tourists VFR expenditure model shows different results compared with the model for the number of
tourists. First, in Model 3 the relevant income is Argentinian GDP, where the tourists live and earn their
living. Also, the elasticity is near 3, indicating a very different reaction of tourists in terms of their
decision to travel to Uruguay or what they spend. The bilateral RER it is not relevant in this model. In
this case, analyzing VFR tourists’ expenditure, Uruguayan GDP does not enter the long-run model, but
it enters the short-run adjustment.

Table 5

Cointegration Test for Model 4
Unrestricted Cointegration Rank Test (Trace)

Hypothesized . Trace 0.05

no. of CE(s) Eigenvalue statistic critical value Prob.**
None * 0.246790 31.98574 29.79707 0.0275

At most 1 0.087959 8.179243 15.49471 0.4464

At most 2 0.005287 0.445292 3.841466 0.5046
Trace test indicates 1 cointegrating eqn(s) at the 0.05 level

* indicates rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-

Michelis (1999) p-values

Unrestricted Cointegration Rank Test (Maximum Eigenvalue)

Hypothesized . Max-Eigen  0.05

nczpof CE(s) Eigenvalue statistic critical value Prob.**
None * 0.246790 23.80649 21.13162 0.0205
At most 1 0.087959 7.733951 14.26460 0.4064
At most 2 0.005287 0.445292 3.841466 0.5046

Max-eigenvalue test specifies 1 cointegrating eqn(s) at the 0.05 level
*indicates rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-
Michelis (1999) p-values
Source: Authors’ calculations
The long-run cointegration vector estimated for Model 4 is:

t
LSParg, = 5.283LGDP_A, + 1.386LRER;26.266 @)
(12.312) (2.527)

Impulse response functions
Figure 3 — Tourism VFR Impulse Response Functions for Model 1
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In Figure 3 we show impulse response functions (IRF) of Uruguayan GDP and RER on the number of
VER tourists. A positive shock of Uruguayan GDP has a positive impact on tourism VFR that stabilizes
in 3%. A shock over RER between Uruguay and Argentina surprisingly shows a negative impact on
tourism VFR in the first months, but over a year it turns in a positive impact near 2%.
Figure 4 — Argentinian Tourists Impulse Response Functions for Model 2
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In Figure 4 the IRF shows positive responses of Argentinian tourists to both shocks. The RER shock has
an impact of near 3% and the shock on Argentinian GDP resulted 1,5%.

These results show that VFR tourists and Argentinian tourists have differences in their behavior, despite
the fact that both groups of tourists live mainly in Argentina. VFR tourists react basically to changes in
Uruguayan GDP, derived from the well-being of their family and friends in Uruguay. On the other hand,
Argentinian tourists react to changes in their income and, to a lesser extent, to the relative prices
represented here by the RER.

Figure 5 — VFR Tourists’ Expenditure Impulse Response Functions for Model 3
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Considering tourists’ expenditure, impulse response functions show that VFR tourists’ expenditure reacts
positively to Argentinian GDP shocks that stabilizes in around 8%. It also reacts to Uruguayan GDP after
a positive shock, and the impact is less important, reaching 2%.

Figure 6 — Argentinian Tourists’ Expenditure Impulse Response Functions for Model 4

Response of Argentinian tourist's spending to Argentina-

Response of Argentinian tourist's spending to Argentinian GDP
Uruguay RER
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Response to Cholesky one SD innovations. Source: Authors’ calculations
In the case of Argentinian tourists’ expenditure, the reaction after a shock is similar but smaller than VFR
tourists. Argentinians’ expenditure increases 5% after a GDP shock, and VFR tourists’ expenditure
increases 14% after a similar shock. After a RER shock, Argentinians’ expenditure increases less than
1%, and VFR tourists’ expenditure about 6%.
Forecasts
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Figure 7 - VFR Tourists Forecast
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Figure 8

Argentinian Tourists Forecast
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Figure 9

VFR Tourists’ Expenditure Forecast
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Forecast for VFR tourists in 2017 (Figure 7) is very similar to actual data, and for 2018 it predicts a
significant increase in these tourists (24%).
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Forecasts for Argentinian tourists (Figure 8) show an increase of 11,5% for 2018, but the future data will
depend of the new circumstances of the Argentinian economy and its impact on tourism to Uruguay.

In Figure 9 there is the graph of actual and forecasted VFR tourists’ expenditure. There is a significant
difference between actual and forecasted data for 2017, that is mainly consequence of the seasonal change
of real data, showing a great increase in the second and third quarter, that the model could not predict. In

2018 the expenditure growth appears with the right seasonality, but smaller than the forecast. There must
have impacted other events, not considered in the model.

Figure 10
Argentinian Tourists’ Expenditure Forecast
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The forecast for Argentinians expenditure (Figure 10) was grater than real data for the first quarter of
2018, because these data showed an unexpected low increase.

Final Remarks

Tourism in Uruguay is a very important economic activity and Argentinians are the main visitors in the
Uruguayan inbound tourism.

Uruguay is one of the South American countries with the highest proportion of the population living
abroad. Uruguayans living abroad visit Uruguay for their holidays, being the third segment in number of
inbound tourists (after those coming from Argentina and Brazil), what is called Nostalgic tourism or
Visiting friends and relatives and (VFR) tourism. Nostalgic or VFR tourism in Uruguay was near 16%
during the first decade of this century and even higher in the XXth. century. In 2017 it represented 8%
of total tourism, since Argentinian and Brazilian tourists had a great increase this year.

In this paper, we analyze the VFR tourism demand in Uruguay. After characterizing VFR tourists, we
apply Johansen methodology and compare VFR tourism demand with Argentinian tourism demand. We
built four models, two comparing the number of tourists, the other two analyzing the tourists’

expenditure.

Applying Johansen methodology, we found at least one VEC equation for each model considered: two
models considering the number of tourists, with monthly data (from January 2002 to June 2017), and
two models taking into account tourists expenditure, with quarterly data (from January 1996 to June

2017).

In the first two models, the elasticities (income and prices) were smaller for VFR tourists compared with

Argentinian tourists, implying that the number of VFR tourists react less to changes in income or relative

prices than Argentinians’, so their fidelity is higher than Argentinians’. But in the case of tourists’
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expenditure, the result was the opposite, with VFR tourists responding more to changes in prices or
income than Argentinians’. Impulse response functions show a greater reaction of Argentinian tourists
to changes in relative prices, but similar impact in the case of an income shock. Finally, forecasts show
a good adjust of the forecast to actual data.

It is important to point out that VFR tourists decide their visits to Uruguay taking into account Uruguayan
GDP and relative prices between both countries, bilateral RER, as Argentina's GDP was not significant
in the model. What was significant was Uruguayan GDP, so they decide visiting Uruguay or not, taking
into account their friends and relatives economic situation, not their own.

On the other hand, their expenditure decision, depends only of Argentina’s GDP, and with an elasticity
greater than 2.5, so for VFR tourists, their expenditure reacts considering it a luxury expenditure (income
elasticity greater than 1), as it is generally considered tourism.

Besides, Argentinian tourists decide their visiting and their expenditure taking into account their own
GDP and relative prices. The income elasticity of Argentinians’ expenditure indicates that tourism is a
luxury expenditure for these tourists too.

Since the decision of both groups of tourists depend on different variables, public policies attending
tourism demand and the decisions of private sector agents should take these results into account.
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Abstract

This paper examines relational exchange by focusing on the meaning of the concept collaboration, with
specific reference to hotel B2B relational exchange. Collaboration is an instructive gateway concept and
balance point along a relational exchange continuum. An intensive literature review is employed to find
order in theoretical chaos. Chaos results from poor conceptualization and measurement difficulties. We
recommend attention to (re)conceptualization of relational exchange, specifically focusing on hotels.
Attention to this topic is warranted considering the significant percentage which B2B sales contributes
to total hotel business revenue. However, few papers are published on this topic.

Keywords: Hotel B2B relational exchange, collaboration, cooperation, coordination, theoretical paper

Introduction

Medieval peasants winnowing wheat. Churning chaff and raining grain. An opaque chaotic cloud, yet
with discreet elements that will be ordered into nurturing bread. Envision this metaphor for today’s
academic variable conceptualizations of the words, relationship or relational exchange. Deeply carved
primordial social evolution and resulting intuition inform humans that these concepts are an essential
predicate underlying successful sales and marketing. Should not conceptual clarity prevail? Yet, the
academic literature presents confusion.

B2B (business-to-business) relational exchange? is an evolving and economically focused collaborative
process where multiple entities, each possessing differing and overlapping interests, purposefully and
voluntarily interact with each other. Exchange partners have varying relationship strengths and degrees
of integration and aim to co-create value and to exchange value over their relationship lifecycle. These
partners pursue both their individual and mutual goals (Gray, 1985; McNeill & Nienaber, 2018b; Teece,
in Fernandez, Chiambaretto, Le Roy, & Czakon 2019; Williamson, 1979; Zimmerman, 2018).
Marketers/sellers are generally proactive supplier companies — they initiate processes to facilitate
economic exchange. Potential customers (buyers) in B2B markets are initially segmented by variables to
determine their relative fir with the initiating supplier (marketer/seller). The resulting initial customer
segment can further be categorized into target sub-segments. Further, each of these sub-segments has
varying degrees of attractiveness: an ability to become long-term repeat customers, a willingness to

2 Some authors maintain that relational exchange is practices as strategic or key account management — see McNeill and Nienaber (2018a)
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partner with the supplier company, a compatibility of both seller and buyer company, etc. (McNeill &
Nienaber, 2018a, b). Generally, the Pareto Principle informs that 20% of the initial fit buyer companies
has the potential to drive 80% of the seller company’s B2B marketing/sales top-line revenue (McNeill &
Nienaber, 2018b). Historically, hotel B2B marketing/sales has often indiscriminately addressed 100% of
these initial fit potential customers. In other words, the marketers/sellers aggressively chased the 100%.
This is a transactional approach (McNeill & Nienaber, 2018b).

Today and in response to rising costs of the transactional approach, hotel B2B marketing/selling is
beginning to focus and invest its resources in relational exchange strategies aimed at the 20% of fit
potential customers (McNeill & Nienaber, 2018a, b; Wang, 2012). Simultaneously, the remaining 80%,
which drive 20% of top-line revenue, is addressed by low-cost digital marketing assets; if not simply
benignly ignored (McNeill & Nienaber, 2018a, b). This phenomenon is congruent with generic B2B
marketing/sales trends (Kaufmann & Dant, 1992; Morgan & Hunt, 1994; Rackham, 2012; Sheth, 2017,
Storbacka, Ryals, Davies, & Nenonen, 2009; Viio & Gronroos, 2016; Wilkinson, Young, & Freytag,
2005; Williamson, 1979). Essentially, relational exchange is a form of cooperative corporate strategy;
specifically, coopetition, strategic alliance, and/or networks (Arndt, 1979; Chou & Zolkiewski, 2018;
Dyer, 2000; Fernandez, Chiambaretto, Le Roy, & Czakon, 2019; Gray, 1985; Gulati & Singh, 1998;
Gulati, Wohlgezogen, & Zhelyazkov, 2012; Jap, 1999; McNeill & Nienaber, 2018a, b; Zimmerman,
2018). Thus, the unit of analysis is relational exchange practiced among partner organizations.

B2B relational exchange is a practice dating back thousands of years (LaPlaca, 2014; Wilson, 1995).
Though theory development only began at the end of the 1800s (Hadjikhani & LaPlaca, 2013), and gained
traction from about 1970 (Bagozzi, 1978; LaPlaca, 2014). This new approach to sales/marketing was
prompted by the fact that sellers realized that all buyers/customers are not the same (LaPlaca, 2014);
while others challenged the assumption that industrial buyer behavior relies on single discreet
transactions (Hakansson, 1982; Gray, 1985; Macneil, 1978; Williamson, 1979); and others (Bagozzi,
1978) deemed marketing behavior as essentially a social activity, and the results of exchanges are subject
to bargaining, negotiation and conflict handling skills, as well as the use of power and meanings and that
exist between exchange partners. Moreover, these relationships are complex, and present as, among
others, networks. Regardless, it is argued that B2B relational exchange still does not have a systematic
body of knowledge (Achrol, Reve, & Stern, 1983; Bagozzi, 1978; Fernandez et al., 2019; McNeill &
Nienaber, 2018a, b; Rackham, 2012; Sheth, 2017). It draws upon multiple disciplines (Arndt, 1979;
Fernandez et al., 2019; McNeill & Nienaber, 2018a; Williamson, 1979) which present challenges in
developing a common theoretical framework (Bagozzi, 1978; Fernandez et al., 2019; Hakansson, 1982).
Thus, to explain this phenomenon, it is not surprising that different authors use different theories, which
have yet to be fully explained and integrated (McNeill & Nienaber 2018a, b). Sheth (2017) confirmed
this when he observed that relational exchange diverged rather than converged into a coherent discipline.
Several reasons contribute to divergence. One possible reason is that few researchers replicate and/or
extend studies to test for generalization across contexts, which is an important step in knowledge
generation (Padin, Ferro, & Svensson, 2017; Rosen, 2019). Moreover, knowledge generation in social
science, specifically applied sciences, is incremental (Jaccard & Jacoby, 2010). A second reason for
divergence is that scholars do not consistently use - explicitly stated or implied - the unit of analysis,
relational exchange. A third reason for the divergence is that relational exchange draws upon multiple
disciplines, as previously mentioned. Hence, authors also use a variety of theories to explain this
phenomenon (e.g. economics, sociology, strategic management, marketing, personal selling, contract
law). These include Bagozzi’s (1978) theory of exchange; Frazier’s (1983) framework for inter-
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organizational exchange; Macneil’s (1978) contracting norms from relational exchange theory;
Scanzoni’s (1979) social exchange and behavioral interdependence theory (see Dwyer, Schurr, & Oh,
1987); Thibaut and Kelley’s (1959) social psychology of groups (see Dwyer et al., 1987; Morgan &
Hunt, 1994; Skinner, Gassenheimer, & Kelly, 1992); Weitz’s (1981) contingency model of selling;
Williamson’s (1979) transaction cost economics governing contractual relations; power and conflict of
French and Raven (1959) or Emerson (1962) (see Skinner et al., 1992); the resource-based view (Barney,
1991); interfirm network theory, game theory, paradox theory (see Fernandez et al., 2019); or derivates
or a combination thereof (Brennan, Turnbull, & Wilson, 2003; Dwyer et al., 1987; Hakansson, 1982;
Heide & John, 1990, 1992; Kaufmann & Dant, 1992; Morgan & Hunt, 1994; Spekman, Kamauff, &
Myhr, 1998; Wilson & Nielson, 2001). Some works classify these theories broadly as economic and/or
behavioral theories (Hadjikhani & LaPlaca, 2013; McNeill & Nienaber, 2018a). Troublesome, however,
is the general absence of collaboration theory of Gray (1985). A fourth reason for the divergence is that
some authors maintain that the relationship aspect of exchange, particularly antecedent conditions,
processes, and outcomes, generates complexity and pose challenges to both the conceptualization and
empirical measurement (Bagozzi, 1978; Dwyer et al., 1987; Heide & John, 1990, 1992; Padin et al.,
2017; Wilson & Nielson, 2001). A final reason for divergence is that authors use terms pertinent to
relational exchange differently, especially cooperation, coordination, and collaboration. This results in
conflicting conclusions and ultimate confusion. Consequently, scholars have suggested that the structure
of economic exchange relationships needs theoretical attention (McNeill & Nienaber, 2018a, b;
Rackham, 2012; Sheth, 2017).

The plethora of scholarly inconsistencies and differences result in ineffective efforts to theoretically
contribute to the promise of practical relational exchange improvement. This begs the question: Order -
Symmetrical theoretical evolution and ascent assisting industry practice or Chaos - asymmetrical
theoretical devolution and descent impeding industry practice? Accordingly, this paper examines
relational exchange by focusing on the meaning of the concept of collaboration with specific reference
to hotel B2B relational exchange, which, to the authors’ knowledge, has not been systematically
examined in the past. Few papers are published on hotel B2B relational exchange, while its importance
is evidenced by its significant contribution to topline revenue (McNeill & Nienaber, 2018a, b). Thus,
attention to this topic is warranted. To provide a comprehensive review, this paper incorporates generic
relational exchange literature. The research question is, “What is the meaning of collaboration in the
context of (hotel) B2B relational exchange.” This study contributes to both hotel and generic industry
practices by clarifying relational exchange concepts and suggests direction for future research.

An extensive literature review of both conceptual and empirical outputs answers the research question.
This paper specifically compares the description of key relational exchange terms: cooperate, coordinate,
and collaborate. The next section examines the literature and the paper closes with conclusions and
recommendations.

Literature Review

Databases Ebsco and Proquest were searched using key terms, B2B (hotel) relational exchange. These
databases cover relevant sources widely as they collectively feature peer reviewed business journals,
covering all disciplines, as well as industry journals. This search returned 40 articles. References in these
articles were used to expand the search for additional applicable literature (see Rosen, 2019).
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The first step in clarifying meaning is to create a shared understanding. This is achieved by defining
terms. Language shapes and partly constructs social phenomena aligned with a specific context
(Hindriks, 2011; Rosen, 2019; Williamson, 1979). Relational exchange is a form of corporate strategy,
specifically, cooperative corporate strategy, as mentioned. Consequently, the first concept illuminated is
corporate strategy. Secondly, concepts pertinent to the cooperative corporate strategy of strategic
alliance, i.e., cooperate, coordinate, and collaborate are clarified from an etymology and business
meaning followed by descriptions from the literature pertaining to B2B (hotel) relational exchange.

Corporate strategy

In essence, corporate strategy provides direction, guides action, and delineates the scope of business. It
reflects the investment decision, in terms of money, management attention, and resource allocation aimed
to ensure survival and growth of the organization (Fernandez et al., 2019; Okumus, Altinay, & Chathoth,
2013). Corporate strategy takes several forms. One of these forms is cooperative strategies. Cooperative
strategies also take many forms, like joint ventures, networks, collaboration, management contracts,
franchising, licensing, and strategic alliance and coopetition (a neologism of cooperation and
competition). These cooperative strategies may or may not involve equity exchange (Fernandez et al.,
2019; Okumus et al., 2013). Our focus is on strategic alliances and coopetition that do not involve equity
exchange. Strategic alliance and coopetition generally refer to a voluntary agreement between two or
more partners, in this instance, organizations. These formal or tacit cooperation agreements (Arndt, 1979;
Teece in Fernandez et al., 2019) share complementary resources such as knowledge and personnel
(Fernandez et al., 2019; Lui & Ngo, 2005) that create and exchange economic, functional, psychological
and/or meta value, benefiting all agreement partners (Chou & Zolkiewski, 2018; Fernandez et al., 2019;
McNeill & Nienaber, 2018a, b; Okumus et al., 2013; Wilson, 1995). These cooperative agreements
benefit participating organizations in mutual and individual goal achievement (Chou & Zolkiewski,
2018; Morgan & Hunt, 1994; Padin et al., 2017; Skinner et al., 1992). Cooperative agreements can be an
important source of competitive advantage for all participants (Chou & Zolkiewski, 2018; Dyer, 1996,
2000; Dyer & Singh, 1998; Ganesan, 1994; Hadjikhani & LaPlaca, 2013; Jap, 1999; Spekman et al.,
1998; Wilson & Nielson, 2001). Competitive advantage is something the organization does differently
or better than competition in attracting customers and a characteristic of a sound strategy (Barney, 1991;
Porter, 1988; Teece in Fernandez et al., 2019).

It stands to reason that relational exchange is not suitable for all situations (Fernandez et al., 2019; Dyer,
2000; Ganesan, 1994; Spekman et al., 1998; Wilson, 1995). It best lends itself to complex situations,
products and services (Dyer, 2000). Additionally, this strategy is not unproblematic and often results in
a high failure rate. Thus, organizations should choose partners as well as team members carefully
(Fernandez et al., 2019; Dyer, 2000; Gray, 1985; McNeill & Nienaber, 2018a; Wilkinson et al., 2005).
The above description of cooperative corporate strategy (specifically focused on strategic alliances and
coopetition) necessitates attention to the term, collaborate and its variants. Thus, as a starting point, the
linguistic meaning of collaborate and variants, both from an etymology and business perspective, is
presented first. Then, the meaning of these terms is illuminated by the literature pertaining to relational
exchange.

Etymological and business meaning of collaborate, cooperate and coordinate
Etymologically (https://www.etymonline.com/) these terms are distinctive, yet related. First, collaborate
is an umbrella term requiring the inclusion of both other terms, cooperate and coordinate. Manifestation
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of collaboration is impossible without the definitional elements of these two terms. Directly, from Late
Latin, collaboratus, means “to work collectively or jointly toward a mutual goal” — emphasis, mutual
goal. Second, cooperate, from Late Latin, cooperari, means "I work together with another to achieve
individual goals - emphasis, individual goals. Finally, the term, coordinate, from Late Latin, coordinatus,
past participle of coordinare, means “to set in order, arrange”. This derives from the assimilated form of
Latin com, “with, together” + ordination, “arrangement,” from ordo “row, rank, series, arrangement.”
Coordination is implementation as guided by both mutual and individual goals as previously defined in
collaborative and cooperative efforts.

Business definitions (http://www.businessdictionary.com/) of collaborate, cooperate, and coordinate are
similar to etymological definitions and exhibit relatedness, yet distinctiveness. First, collaborate has
three meanings: “(i) general: cooperative arrangement in which two or more parties (which may or may
not have any previous relationship) work jointly towards a common goal; (ii) knowledge management
(KM): effective method of transferring 'know how' among individuals, therefore critical to creating and
sustaining a competitive advantage. Collaboration is a key tenet of KM; (iii) negotiations: conflict
resolution strategy that uses both assertiveness and cooperation to seek solutions advantageous to all
parties. It succeeds usually where the participants' goals are compatible, and the interaction among them
is important in attaining those goals.” Second, cooperation means the “voluntarily arrangement in which
two or more entities engage in a mutually beneficial exchange [each party to the exchange values the
win/win satisfaction of their individual goals] instead of competing.” Cooperation can happen where
resources adequate for both parties exist or are created by the synergy of their interaction. Third,
coordination refers to the “synchronization and integration of activities, responsibilities, and command
and control structures to ensure that the resources of an organization are used most efficiently in pursuit
of the specified objectives [mutual or individual goals].” Moreover, coordination is one of the key
functions of management; specifically, it is the implementation of planning by binding together and
harmonizing activities (Fayol, 1916).

The authors’ definitions reflect both the etymological and business definitions. They conjointly
comprise the term relational exchange. First, collaboration means the collective working together to co-
create value to achieve a mutual goal which is something new and in which all parties, in varying degrees,
share. Second, cooperation means working together in support of each other’s individual goals. Third,
coordination means the implementation of value exchanges, guided by rules or norms, in pursuit of goals
— mutual or individual. It is important to recognize that the three terms are interrelated and
interdependent. Collaboration is the pinnacle of relational exchange (how interdependent organizations
interact) and encompasses the two facilitating terms: cooperation and coordination. For example, if
intensity levels of relational exchange ranged on a scale, 1 to 100, then the intensity range of the pinnacle
portion of the collaboration range might be 80 to 100. Coordination is always present and its norms
applied in both cooperation and collaboration. Along with cooperation, coordination’s highest intensity
is reached in collaboration. For example, in relational exchange and before the state of collaboration is
reached (range 1 to 79), coordination, along with cooperation, intensifies. However, crossing the
boundary into a state of collaboration (intensity range 80 to 100), coordination along with cooperation
continues to rise.

In summary, the etymology, business and authors’ definitions of collaborate, cooperate and coordinate
are compatible, and coincide with the meaning of cooperative corporate strategy, i.e., strategic alliance
and coopetition. The next section addresses collaboration, cooperation and coordination from the
relational exchange scholarly literature.
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Meanings of collaboration, cooperation and coordination from the relational exchange scholarly
literature

In examining the relational exchange scholarly literature, it reveals that authors most often use the term
cooperate as a proxy for relational exchange and they often define cooperation differently. Some
indicate that cooperation’s intensity level varies among different relationship partnerships as well as
over the relational exchange life cycle, e.g., awareness, exploration, expansion, commitment and
termination (Dwyer et al., 1987; Gray, 1985; Lui & Ngo, 2005; McNeill and Nienaber, 2018a, b). Dwyer
et al. (1987) first add the concept of coordination to the cooperation process. They maintain that
coordination occurs early in the process, specifically at the end of phase 1 (awareness). Coordination
continues and intensifies, along with cooperation, throughout the process.

Definitions of cooperation are wide-ranging. Some are associated with expectations (Alderson 1965 in
Skinner et al., 1992). Some are seen as successful exchange episodes (Wilson & Nielson, 2001). Others
look to, “joint striving towards individual and mutual goal achievement” (Skinner et al., 1991:176).
Adaptation by at least one partner to meet another partner’s needs is another view (Brennan et al., 2003;
Hékansson, 1982; Viio & Gronroos, 2016; Wilson, 1995).

Adaptation requires further elaboration. It is seen as a function of the social exchange process, which is
linked with one partner’s dependence on another partner. Adaptation can take various forms that can
occur at the product or service level, management processes, information exchange, or organization
(re)structure to form long-lasting ties between partners (Brennan, et al., 2003; Viio & Grénroos, 2016;
Wilson, 1995). Consequently, adaptation is defined at the domain level (i.e., set of actors individual,
group or corporate joined by common problem or interest) as behavioral or organizational adjustments.
These adjustments are deliberately made, most often by one organization, usually the supplier
organization, to satisfy the stated demands/requirements of another partner to nurture the relationship
(Brennan, et al., 2003; Gray, 1985; Viio & Gronroos, 2016; Wilson, 1995).

Cooperate, coordinate and collaborate represent a relational exchange continuum. Spekman et al.
(1998) maintain that cooperation is the minimum threshold level of interaction between partners,
involving information exchange. As the relationship intensifies, so does cooperation. Coordination
follows cooperation where a range of mechanisms are employed to unify conventional connections
among relational organizations. Finally, as trust and commitment per Morgan and Hunt (1994) increases
between partners, they move to collaborate — i.e. where partners integrate (adapt) at least some of their
activities or operations. Collaboration reflects a true partnership where partners mutually co-create value
and solutions at higher intensities than previous levels. Moreover, this continuum suggests that
cooperation, coordination, and collaboration are at the core of relational exchange.

Coordination is present in or required by cooperation and collaboration, but these concepts are
distinct. Some authors maintain that coordination is present, or required, in cooperation, however,
coordination and cooperation are distinct (Frazier, 1983; Hakansson, 1982; Jap, 1999). Authors maintain
that coordination of partners’ cooperation efforts is necessary to ensure successful exchange (Frazier,
1983; Hékansson, 1982). This implies that coordination serves as an implementation mechanism of
cooperation efforts. However, Jap (1999) calls coordination a resource to achieve cooperation. This
view is consistent with Arndt (1979) who maintains that cooperation is coordinated in advance by
centralized control procedures, while consciously and directly managing information. This view
coincides with Storbacka et al. (2009) and Dyer (1996) who observe that coordination of collaboration
is integral to relational exchange; whether this exchange is inter- or intra-organizational. This view also
coincides with Morgan and Hunt (1994) and Wilson (1995) who state that cooperation is the regular
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pattern of similar or complementary coordinated actions taken by interdependent organizations to
achieve joint or individual goals and having the expectation of future reciprocity. Coordination implies
cooperation enabling the sharing of resources, opportunities, and processes, enabling the shaping of a
competitive advantage. Furthermore, Morgan and Hunt (1994) maintain that these interrelationships are
norm-driven (norms serve to guide and regulate acceptable group behavior) and coordinated by means
of norms of sharing and commitment based on trust.

Similar to the above discussion, Heide (1994) opines that governance (norms, rules, etc.- in a generic
form) provides the structure to initiate, continue and end contracts. Heide (1994) further distinguishes
bilateral governance as referring to cooperative effort between contracting parties. Coordination of
relational exchange partners’ activities is achieved by establishing inter-organizational links aimed at
ameliorating uncertainty and dependence. Heide (1994) states that uncertainty and dependence are the
antecedents of inter-organizational exchange relationships.

Specifically referencing strategic alliances, Gulati and Singh (1998) maintain that cooperation requires
that partners coordinate their activities, across organizational boundaries. Additionally, cooperation
requires acknowledging and fairly distributing the costs and the co-created value which arise from these
coordination efforts.

Cooperate, coordinate and collaborate are synonyms — the literature opines. Heide and John (1990)
use cooperative and coordinate as synonyms referring to the mutual endeavors. Specifically, they refer
to the extent to which partners simultaneously penetrate each other’s boundaries.

On the other hand, Dyer and Singh (1998) use the terms collaborate and cooperate as synonyms. They
maintain that organizational alliance partners collaborate in an inter-organizational value-creation
process by combining, exchanging, or investing in distinctive resources and/or capabilities and/or
employing structures, which may or may not reduce operational cost.

Cooperate is a dimension of relational exchange. Cannon and Perreault (1999) opine that the
cooperative norms (rules) of Macneil (1978) are dimensions of relational exchange. This mirrors the
behavioral expectation of the exchange entities about joining forces to attain mutual and/or individual
goals. The said norms play an essential role in successful coordination in distribution channels. This
view concurs with Morgan and Hunt (1994). Moreover, Cannon and Perreault (1999) maintain that
cooperation is central in achieving coordination.

Similarly, Dwyer et al. (1987) state that relational exchange is multi-dimensional and reflects the norms
of Macneil (1978). They assert that collaboration is sustained by implied or stated assumptions, trust,
and planning. They maintain that cooperate is a contractual element referring to the mutual endeavors of
partners over time. They further contend that any form of joint interaction, including tacit coordination,
reflects the intensification level within the exchange relationship. In addition, trust expected to facilitate
cooperation in a relational contract.

Heide and John (1992) maintain that buy/sell relationships vary by the dimensions they label joint action,
expected continuity, and verification efforts. Joint action refers to the degree of inter-organizational
penetration, which allow partners to carry out the agreed upon activities (such as product development,
strategic planning, etc.) in a cooperative or coordinated manner. As the scope of activities increases,
relationship partners transform and are renamed, alliance partners. Expected continuity refers to the
mutual anticipation of the future collaboration. Verification efforts refer to the scope of efforts undertaken
by the buyer prior to the relationship forming to verify the supplier's ability to perform as expected.
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Collaborate combining of resources. Gray (1985) maintains that collaboration means the combining
of obligations and/or concrete resources/capabilities by two or more relational exchange partners to solve
problems that neither can solve individually. Collaboration cuts across traditional organizational
boundaries. Similarly, Lui and Ngo (2005) maintain that cooperation is a continual series of interactions
among exchange partners which allows sufficient time for the inter-organizational arrangements to utilize
resources and/or governance structures of the sovereign partners to attain mutual or separate goals. The
level/intensity of collaboration varies in different cooperative relationships and impacts the expectation
about adaptation (cross-boundary integration) between/among the parties.

Cooperation is an outcome of relational mediators. Morgan and Hunt (1994) maintain that
cooperation is one of five outcomes of relational exchange (which they define as the sharing of
resources). They maintain that both commitment and trust mediate five antecedents of relational
exchange. Palmatier et al. (2006) and Palmatier, Dant and Grewal (2007) define cooperation as the
coordinated and complementary actions between exchange partners to achieve mutual goals. Their
synonyms for cooperation are coordination and joint actions. They maintain that cooperation is an
outcome of the relational mediators: commitment, trust, relationship satisfaction, and relationship
quality.

Cooperation is a multi-dimensional construct. Lui and Ngo (2005) maintain that the cooperative
process (which they view as a continual series of interactions) consists of three dimensions: action
acquiescence, action simplicity, and action reciprocity. On the other hand, Wilson and Nielson (2001)
maintain that cooperation is part of the relational exchange process. To these authors, cooperation
reflects the capacity of two or more partners to collaborate and jointly interact in striving towards their
individual goals. They maintain that as successful exchange episodes continue to occur, cooperation
between exchange partners intensifies. Like Morgan and Hunt (1994), Wilson and Nielson (2001)
maintain that cooperation is the outcome of successful exchange episodes. Additionally, Wilson and
Nielson (2001) state that cooperation is a multi-dimensional concept comprising the dimensions:
information sharing, organizational flexibility, mutual working or mutual decision making and harmony
between exchange partners. These dimensions correspond with the relational norms proposed by Macneil
(1978) and Kaufmann and Dant (1992).

Cooperation and coordination are facets of collaboration. Gulati et al. (2012) view coordination and
cooperation as facets of collaboration. They also agree that collaboration is integral to a (successful)
exchange relationship. They consider cooperation and coordination to be distinct and complementary to
collaboration. Regarding coordination, they maintain that it is integral to collaboration and expedites the
contributions of partners working toward individual and joint activities and across organizational
boundaries. Coordination is achieved by creating structures, institutions, and relationships to work across
organizational boundaries. The authors further indicate that the roles of coordination and cooperation
differ during the life cycle of the relationship. Regarding cooperation, they view this term as a joint
pursuit of agreed goal(s) according to their shared understanding of contributions and payoffs resulting
from this cooperation. Moreover, they maintain that cooperation is a behavioral manifestation of
harmony between partners. Additionally, they observe that coordination varies with the extent of
cooperation.

Payan et al. (2016) follow the work of Gulati et al. (2012) and mention that collaboration is an antecedent
to relational exchange. Payan et al. (2016) are of the view that cooperation and coordination are
underspecified aspects of collaboration. They define collaboration as a spirit of willingness of an
organization to work with another organization. They define coordination as the joint activities that take
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place between organizations. They differentiate between cooperation and coordination. They see
cooperation as an intent and coordination as the actual collaboration between partners. They further
maintain that cooperation and coordination are distinct concepts and are antecedents (existed before) to
trust and commitment. The understanding of Payan et al. (2016) reverses the antecedent order found by
other studies. These studies found that trust and commitment are antecedents to cooperation and
coordination (Dwyer et al., 1987; Lui & Ngo, 2005; Spekman et al., 1998; Wilson & Nielson, 2001).
Previously researching with Payan et al. (2016), Padin, Ferro and Svensson (2017) in a subsequent study
found that satisfaction mediates trust and commitment and cooperation (spirit of willingness of one
organization to collaborate with partners), coordination (reflecting the specific structure or process,
joining activities between organizations) and continuity expectation.

Close scrutiny of the literature review reveals some confusion. Different authors use the terms, cooperate
coordinate, and collaborate, differently:

e Authors seldom use the terms in the context of cooperative corporate strategy of strategic alliance
and coopetition (Arndt, 1979; Dyer, 2000; Fernandez et al., 2019; Gulati & Singh, 1998; McNeill &
Nienaber, 2018a, b; Wilson & Nielson, 2001; Zimmerman, 2018);

e Few authors use these terms according to the etymology and business definitions (Arndt, 1979; Dyer,
2000; Dwyer et al., 1987; Fernandez et al., 2019; Gray, 1985; Gulati & Singh, 1998; Heide, 1994;
Skinner et al., 1992; Spekman et al., 1998; Wilson, 1995; Wilson & Nielson, 2001; Zimmerman,
2018);

e The terms, cooperate coordinate, and collaborate, are complex;

e Data does not necessarily make or proof theory owing to limitations such as human failings which
can prevent accurate observations; and, different theories use different assumptions which may lead
to different results;

¢ Finally, there is not much literature on hotel B2B relational exchange.

In summary, these observations indicate that there is confusion in the literature about the meaning of
these concepts. This confirms the observation of McNeill and Nienaber (2018a, b), Rackham (2012), and
Sheth (2017) that an integrated theory of relational exchange is lacking. The information shows that the
confusion seems to have appeared in the mid-2000s and thus, Sheth’s (2017) observation of divergence
seems to be supported.

Conclusions

This paper examined relational exchange by focusing on the meaning of the concept collaboration, with
specific reference to hotel B2B relational exchange. Collaboration is an instructive gateway concept and
balance point along a relational exchange continuum. However, authors are not unanimous about the
meaning of these terms, resulting in confusion. Hence, an intensive literature review was employed to
find order in theoretical chaos, resulting from poor conceptualization of this concept and measurement
difficulties.

This study found that B2B relational exchange is an evolving and economically focused collaborative
process where multiple entities, each possessing differing and overlapping interests, purposefully and
voluntarily interact with each other in varying relationship strengths and degrees of integration. The aim
of relational exchange is to co-create value through the process of exchange in pursuit of mutual and
individual goals. Relational exchange is a form of a cooperative corporate strategy and suitable for
complex value exchanges.
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Based on the definitions of cooperative corporate strategy and along with the etymological and business
definitions, the authors constructed a definition of B2B relational exchange. In terms of this definition,
the terms cooperate, coordinate, and collaborate, conjointly comprise the term relational exchange.
These terms are related, but distinct. Collaboration is the pinnacle of relational exchange intensity. This
term refers to exchanging partners jointly working together to co-create value in pursuit of mutual goals.
Thus, collaborate encompasses both cooperate and coordinate. Cooperate refers to working together in
support of each other’s individual goals. Coordinate refers to the implementation of value exchanges in
pursuit of both mutual and individual goals. It is important to recognize that the three terms, cooperate,
coordinate, and collaborate, are interrelated and interdependent. It should be noted that coordination is
present in both cooperation and collaboration. Cooperation along with coordination increases in intensity
as the state of collaboration is approached. Along with cooperation, coordination’s highest intensity is
reached in collaboration.

The literature uses different descriptions of relational exchange that do not entirely reflect the clarified
definition put forward by the authors. These different descriptions indicate the complexity of this
concept, resulting in poor conceptualization and ultimately in measurement difficulties. This observation
suggests a devolution and descent impeding industry practice, including hampering the shaping of a
competitive advantage. Given that (proper) conceptualization precedes measurement, attention should
be devoted to the (re-) conceptualization of relational exchange, to be meaningful in explanation, which
is the recommendation of this study. Reconceptualization should include standardized terminology to
facilitate shared meaning and thus progress. In this way both academics and practitioners can benefit.
This paper has answered the research question.
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Abstract

This study measured the impact of events’ impression management, which stimulates positive behavior
intentions towards a country. The research objectives of this study was: to recognize the impression
management factors; to measure the impact of events impression on stimulating tourism behavior
intentions; and to identify the significant impression management factors in the event tourism industry.
Prior studies indicated that impression management is made up of several factors: (1) self-promotion (2)
ingratiation (3) exemplification (4) intimidation (5) supplication. Thus, the researchers hypothesized that
each factor impacts visitors’ tourism behavior intentions (re/visit the destination, recommend to others,
and intention to attend event). This research used the quantitative approach, with a positivist perspective.
Data was collected through administrated questionnaires. 700 questionnaires were distributed during
September 2018, but only 384 were returned complete, creating a 55% response rate. Results supported
that events’ impression management stimulate intentions. Exemplification and Intimidation were the
significant impression factors that impact visitors’ intentions to (re) visit the destination, recommend to
others, and intention to attend event. This study contributed academically by widening the breadth of
impression management taxonomy and scale development. It enhanced the understanding of impression
management in relation to tourism and events management, disclosing the various strategies needed for
image building.

Keywords: Behavior Intentions, Event Tourism, Management, Impression Management

Introduction

People travel not only for leisure purposes or for relaxation, but also for entertainment (sports, concerts,
fairs, etc.), business (meetings, conventions, workshops, tradeshows, etc.), education (conferences, study
exchange, fieldtrips, etc.), and personal milestones celebration (anniversaries, weddings, birthdays, etc.)
(Okoli, 2012). There are almost countless types of events that encourage one to travel; some are
demanded frequently, while others seldom by individuals. Events are a central part in people’s lives - as
leisure and disposable incomes rise (Negm and Elsamadicy, 2017). High demand for events, celebration,
and entertainment has developed the significance of event tourism (Mihajlovi¢ and Vidak, 2017).
Events play a key role in building a more successful and attractive tourism destination (Okoli, 2012).
Events can create a huge economic and touristic impact on the hosting destination (Kotler ef al., 2014).
Events around the world are generating billions of revenue and changing the way businesses operate
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(Getz and Page, 2016). For example: “in the USA, they generate almost one trillion dollars in direct,
indirect and induced spending. In Europe, the event industry continues to grow steadily. In Asia, it is
booming”. As a result, tourist destinations around the world are realizing that events are a vital
component in attracting people (GIHE, 2018). For this reason, this study plans on focusing specifically
on event tourism, even though there are many types of tourism.

Image perception and development is one of the most popular research topics in the academic literature
(Kotler et al., 2014). Consumers are bombarded by choices of available destinations to visit that hold
several different events (Negm and Elsamadicy, 2017). The images held by event destinations are critical
factors in decision-making. Destination image plays a major role in the competitiveness found in the
tourism and hospitality field of events (Mihajlovi¢ and Vidak, 2017).

Research noted that impression management is key to destination tourism and image management,
planning, and recovery (Kalyoncu, and Yuksek, 2017). Impression management is a process in which
people attempt to influence the perception of other people about a person, object, or event. They do so
by regulating and controlling information in social interactions (Bolino and Turnley, 1999). Many
research studied impression management of people (Aslan and Toygar, 2015). Prior studies focused on
factors that allow individuals to be influential in order to gain social power and to create a sense of
identity in the result (Demir, 2002). Impression management aids in the identity formation that will help
an individual to develop the desired character or other techniques for the social norms and the court-
accepted rules of other individuals (Chiang and Chen, 2014). Impression management can be
implemented also on events and locations. However, there is a lack of research on this implementation
and studied context (Kalyoncu and Yuksek, 2017). Thus, this study is academically important. This study
plans to develop test impression management elements on events held in foreign destinations. It plans to
develop empirical evidence that proves that each nation’s distinctiveness can act as tools of
communication and a magnet to holding events, which further increase tourism flow (Negm and
Elsamadicy, 2017).

Impression management is a critical topic that needs to be implemented in regions, especially areas that
are perceived as unstable (whether politically, economically, sociably, etc.). Literature declared that it is
significant to understand the impression management strategies used to protect images, following a
predicament (Nelsen, 2005). It is also significant for nations to meet the expectations of tourists and try
to create positive impressions. Events play a role in doing so. Positive impressions will let people
perceive the event tourism as worthy, organized, respectable, and pleasurable (Kotler ef al., 2014). Event
tourism organization and development use impression management techniques, either consciously or
unconsciously, while serving tourists (Kalyoncu, and Yuksek, 2017). Hence, this study is practically
important as well. This study plans to investigate impression management impact on event tourism.
Impression management aims at controlling, directing, and sustaining the interactions that occur at the
beginning and end of relationships, so that individuals' relationships with their environment can be
managed (Aslan and Toygar, 2015). Event tourism creates a positive atmosphere among people.
Research has shown that no matter the scope, events need to be properly planned, organized, and
executed for it to be successful (Kalyoncu, and Yuksek, 2017). The image of the host is at stake and
therefore, cannot afford to fail in terms of poor turnout of the invitees and unsatisfactory entertainment
of guests (Kotler et al., 2014). The quality of events has to be high enough to attract the desired attendance
(Getz and Page, 2016).

Events tourism with strong, positive images is more likely to be considered and chosen in the travel
decision process of potential visitors (Allen et al., 2006). Events are major stimuli of tourism. Events

45



significantly influence the development of a destination (Kotler ef al., 2014). Event tourism impression
can have: “a significant effect on the formation of destination image and can help with promoting,
positioning and branding it, which can contribute to a more favorable perception as a potential tourist
destination” (OklobdZija, 2015, p.94). Hence, the research objectives of this study are: (1) to recognize
the impression management factors; (2) to measure the impact of events impression on stimulating
tourism behavior intentions; and (3) to identify the significant impression management factors in the
event tourism industry.

Literature Review
Studies showed that it is necessary to incorporate strategic planning of events to realize the full potential
of event tourism (Oklobdzija, 2015). Events are capable of stimulating tourism and boosting the
development of a destination (Mihajlovi¢ and Vidak, 2017). According to Oklobdzija, (2015), events in
a destination has the power to: “attract more tourists (especially in the off-peak seasons); serve as a
catalyst for urban renewal, and for increasing the infrastructure and tourism capacity of the destination,
foster a positive destination image; contribute to general place marketing, and animate specific
attractions or areas’ (p.92). Getz and Page (2016) declared that destination events create attractions,
catalyst for further development, image builders, and animators of the destination.
Oklobdzija, (2012) stated that the attainment of event tourism is achieved with the support of: “the
accommodation facilities of an appropriate standard, the high level of cooperation between tourist
agencies, the availability of specific information about events and follow-up activities, and most
importantly, proper marketing activities ”(p.96). According to Silvers (2004), event is all about people:
“people coming together to create, operate and participate in an experience”. Events favorably
differentiate destinations from its competition, or positively position the destination in the minds of
consumers. The creation and management of a distinctive and appealing perception or image of the
destination is needed (Mihajlovi¢ and Vidak, 2017). Thus, impression management plays a role in
handling visitors’ observations and opinions (Kalyoncu, and Yuksek, 2017).
Kalyoncu, and Yuksek (2017) specified that: “impression management aims at controlling, directing
and sustaining the interactions that occur at the beginning and end of relationships so that individuals'
relationships with their environment can be managed” (p.17). Piwinger and Ebert (2001) rationalized
that impression management is a process of influencing the observations and opinions of others about
something. Impression management creates a sense of identity (Demir, 2002). Schlenker (1980) outlined
this practice as: “the conscious or unconscious attempt to control an expected image in areal or
imaginary social interaction” (p.6). Impression management contains two dimensions: self-focused and
other-focused (McFarland et al., 2003). Self-focused dimension demonstrates the endorsed person,
object, area or events’ genuine existing abilities and qualities. Other-focused dimension is the opinions
of certain people’s experiences (an evaluator or current consumer) that foster expectations among others.
When it comes to event tourism, impression management strategy provides a framework that will inform
and support the attraction of tourists (Kalyoncu, and Yuksek, 2017). Yan and Ho (2017) explained that
applying impression management has the ability to: raise awareness and knowledge of key destination
experiences and events; increase the number of people considering a visit the destination; convert
potential visitors; and boost the network of destination advocates for the region. Accordingly,
communicating a positive impression and image of the destination or event plays a major role in the
competitiveness found in the tourism and hospitality field (Getz and Page, 2016).
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Jones and Pittman (1982) developed a broad taxonomy that reflects several impression management
behaviors identified by earlier researchers. They identified five theoretical groupings of impression
management strategies that are commonly used: (1) self~promotion, whereby the endorsed person, object,
area or events’ point out their abilities or accomplishments in order to be seen as competent by observers;
(2) ingratiation, whereby endorsed person, object, area or events’ use flattery behaviors to elicit an
attribution of likability from observers; (3) exemplification, whereby endorsed person, object, area or
events’ go above and beyond the call of duty in order to gain the attribution of dedication from observers;
(4) intimidation, where endorsed person, object, area or events’ signal their dominant power; and (5)
supplication, where endorsed person, object, area or events’ illustrate their weaknesses or shortcomings
in order to elicit an attribution of being needy from observers.

Prior studies indicated that there is a growing interest in impression management in various fields of
operations, markets, and industries (Manzur and Jogaratnam, 2006). The concept of impression
management has been widely used for investigating issues, such as presentation of staff, business images,
or the interaction between customers and service workers (Yan and Ho, 2017). Katz (2016) illustrated
that there are shortcomings though in prior studies. The prior research and literature focused primarily
on just a few impression management strategies (Bolino and Turnley, 1999; Yan and Ho, 2017). There
are insufficient amount of studies dedicated to study impression management in the field of tourism and
hospitality, especially in event tourism (Kalyoncu, and Yuksek, 2017). To enhance the understanding of
impression management in relation to event tourism service, the present study intended to disclose the
various factors and strategies used for image building or presentation of destinations and events.

This study redresses these academic gaps by using existing impression management theory, which assess
several impression management behaviors based on the taxonomy proposed by Jones and Pittman (1982).
Prior studies illustrated that visitors’ impression developed towards a destination and event have an
influence on intention to return and willingness to recommend the occasion (Kalyoncu, and Yuksek,
2017). Chen and Tsai (2007) supported these findings by indicating that image had a direct effect on trip
quality and behavioral response and intentions. Based on the review of the literature, a proposed
conceptual model was developed (Figure 1). The researcher hypothesized that: (H1) Events’ impression
management impact tourism behavior intentions. Each element (strategy) under the impression
management is also assessed individually in order to identify the significant impression management
elements (strategy) in the event tourism industry. Thus, the additional hypotheses are: (H1.1) self-
promotion (H1.2) ingratiation (H1.3) exemplification (H1.4) intimidation (H1.5) supplication impacts
tourism behavior intentions.

Figure 1
Proposed Conceptual Framework
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Research Methods and Design

This research aimed to provide deeper insights into the studies presented in the literature. This section
describes the methodology and tactics that were used to test the research hypotheses. This study used a
cross sectional design and had a descriptive purpose. Furthermore, since the needed information was
known beforehand, the research process was carried out using quantitative research approach, with a
positivist perspective (formal and structured procedures). This study’s primary objective was to examine,
describe, and predict the relationships among predictor and criterion variables. The predictor variables
were the sub-variables of impression management; these variables control event tourism, impacting
tourists’ intention to revisit the destination. A correlational research design exposed non-causal
relationships among the said variables. The data collection of the study included participant selection and
recruitment, instrumentation, and survey administration. The data collected would yield statistical
descriptions about behavior intentions and the attributes of the elements of impression management: self-
promotion, ingratiation, exemplification, intimidation, and supplication.

POPULATION AND SAMPLING

Getz and Page (2016) argued that tourism has been in the ascendency for some time in both developed
and developing nations. Research indicated that the driving force is: “globalization, not only in terms of
rising disposable incomes and the freer movement of people, but also in terms of global branding and
media coverage. Movement of peoples (diaspora) acts to propel growth in event numbers and diversity”
(Getz, 2013, p.3). When it comes to Egypt, many citizens are traveling abroad. These citizens believe
that the cost of traveling abroad is relatively the same as travelling to local sites in Egypt (Turner, 2018).
Reports show that Egyptians like to take advantage of every single public holiday, bridging certain
holidays with the weekends to make the vacation longer. This gives them the opportunity to amend their
life’s routine. Thus, they enjoy planning inbound or outbound trips (Negm and El-Samadicy, 2017).
Therefore, this research focused on: individuals who traveled and attended events outside their home
country, Egypt.

The research aimed to collect and analyze not less than 384 questionnaires from the studied population.
Krejcie and Morgan (1970) table was the reference for the sample size. They declared if a population
was over one million than 384 was an adequate sample quantity. Cohen (1969) supported the statement
and stated that 384 were suitable in examining a city population of 15,000,000 or 100,000. The consumers
intercept data collection method was used to reach the respondents and to ensure the collection of large
amounts of data in a relatively short period of time in order to test the hypotheses. The data collection
was conducted during summer and autumn 2018. The researchers stopped random consumers on the
streets (street intercepts), in shopping malls (mall intercepts), college campuses, sports clubs, and retail
outlets. This distribution was conducted between the hours of 5:00 and 7:00 pm, Sundays through
Thursday and on Friday and Saturday between the hours of 1:00 and 6:00 pm. The approached
respondents were asked if they were willing to participate in a brief research study. Those who agreed
were given a brief description of the survey process and an administrated questionnaire on the spot to fill
out.

SURVEY INSTRUMENT

An administrated-based survey, consisting of 4 main sections, collected usable data from the participant.
The first section in the survey contained three introduction questions. The questions assessed: the type of
events that attracts the tourist; whether the tourist traveled specifically for the attendance of the event;
and does the events meet their expectations.
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The second section in the survey measures the impression management factors concerning the event
tourism: self-promotion, ingratiation, exemplification, intimidation, and supplication. A five-point
Likert-type interval scales are used to measure the variables in the current study, namely (1) Strongly
disagree, (2) disagree, (3) neutral, (4) agree, and (5) strongly agree. The scales are taken from Jones and
Pittman’s (1982) taxonomy. Jones and Pittman’s (1982) taxonomy is particularly well suited for scale
development because of its breadth. Moreover, it provides a more suitable basis for developing an
impression management scale than other impression management taxonomies because it focuses on
specific behaviors. Thus, by using the impression management tactics proposed by Jones and Pittman,
this study contributes academically not only to developing a scale appropriate for measuring impression
management in event tourism, but also validating empirically the taxonomy outlined by the authors. The
third section assesses the participants’ behavior intentions. A five-point Likert-type interval scales with
three items measuring behavioral intentions were adopted from previous studies (Castro et al., 2007,
Chen and Tsai, 2007). The behavioral intentions items represent three related conceptual areas, including
intention to (re) visit the destination, recommend to others, and intention to attend event. The survey’s
final section gathered demographics, including the gender, age, education, marital status, occupation,
income, and geographic location from the participant.

The questionnaire contained words that are simple and straightforward. The survey was originally created
in the English language. However, an Arabic version was also created due to the fact that the native
language in Egypt is Arabic. The researcher used the back-translation process in order to ensure that the
language conversion was done accurately. This procedure was vital because it helped to develop an
equivalent questionnaire.

Since the scales that measured the variables in this study were taken from prior studies of different
context, a pilot test was conducted before the actual distribution. The pilot study estimated the reliability
of the scale items and identifies areas of improvement prior to the full study. The pilot study participants
gave their feedback in areas pertaining to the considered variables in the research survey. The researcher
took the comments from the pilot and adjusted the statements in each measurement to be clear and
comprehensible among the target population before the actual data collection.

Results

Out of the 700 administrated questionnaires, the researcher received back 384 during September 2018,
which were complete and accurate. Hence, this research received a response rate of 55%. The data used
the statistical package for social science — version 20 — to conduct various analyses and test the
hypotheses.

RELIABILITY ANALYSIS

The scales used in this study were taken from prior studies. These studies tested impression management
related to impression management in organizational settings and individuals. In this study, the scales are
implemented on impression management related to event tourism. Thus, the reliability analysis aided the
researcher to indicate the stability, consistency and the “goodness” of each instrument that measured the
variables midst the studied topic. The Cronbach's Alpha in this analysis pointed to how well the scale's
statements were positively correlated to one another. The closer the Alpha was to one, the higher the
internal consistency. According to the results, the variables’ scales: ingratiation (o= 0.767), intimidation
(o =0.881), supplication (o = 0.890), and behavior intentions (o = 0.790) are reliable scales as is in the
field of event tourism. However, the variables, self-promotion and exemplification needed some items
to be removed in order for the scale to be consistent. Once the items were removed, the scales self-
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promotion (o = 0.701) and exemplification (o = 0.754) were reliable. Once the scales were fine-tuned,
the overall questionnaire had a Cronbach's Alpha of 0.78, signifying that all questions were correlated to
one another.

VALIDITY ANALYSIS

The validity analysis was conducted to help distinguish whether the scale measured what it was supposed
to assess. This study used the content validity and face validity tests. The content validity test was
performed to ensure how well the dimensions and elements of a concept (variable) had been defined.
Face validity was performed next to confirm the results of the previous validity analysis (Kidder and
Judd, 1986). This analysis included a group of expert judges (professors in marketing and qualified
researchers) who evaluated and confirmed the instrument and indicated that the items used to measure
the variables assessed the concept correctly. Based on the results, the scales were valid, and the
researchers were able to proceed in analyzing the data further.

FREQUENCY ANALYSIS

The frequency analysis was conducted on the socio-demographic questions and the introduction
questions. Based on the results, the participants’ were of different backgrounds (age, gender, income,
education, job status, marital status, and number of children). Table (1) shows the respondents' traits.
Table 1

Frequency of the Respondents’ demographic Characteristics

Demographic | N % Demographic N % Demographic N %

characteristic characteristic characteristic

Gender: City of Residence: Age:

Female 138 359 Cairo 212 | 55.2 | Under 20 3 0.8

Male 246 64.1 Alexandria 41 10.7 | 20 less than 35 251 65.4
Other 131 34.1 | 35 less than 50 93 24.2

50 and above 37 9.6

Level of Job Status: Average Monthly Income:

Education: 11 29 Engineering 146 | 38 Less than 2,000

Elementary 254 66.1 Banking 61 15.9 | 2,000 less than 5,000 0 0

School 83 21.6 Medical 88 22.9 | 5,000 less than 10,000 74 19.3

High School 34 8.9 Academic 19 2.6 Over 10,000 152 39.6

College 2 0.5 Laborer 37 9.6 158 41.1

Post Graduate Technician 13 3.4

Other Other 29 7.5

Marital Status: No. of Children:

Single 141 36.7 None 157 | 40.9

Married 199 51.8 One 86 22.4

Divorced 32 8.3 Two 80 20.8

Widowed 12 3.1 More than two 61 15.9

The respondents were asked three general questions regarding their personal experience with event
tourism: Have you traveled before to specifically join a particular event? In general, what events would
encourage you to travel to certain destinations for attendance? When traveling, does the event tourism
meet the expectations you had? Based on the results, the majority of the respondents (82.6%) traveled to
attend a precise event. The minority of the respondents (17.4%) fortuitously attended an event while they
were touring a specific country, without any potential plans. The respondents attended the following
events subsequently: business (27.9%), festivals (25%), religious proceedings (13.8%), concerts
(13.3%), sports (12.5), academic conference (5.2%), and art exhibitions (2.3%). According to the
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responses, the majority were satisfied with the event as it met their expectations (77%), while some
disagreed (23%).

4.4 Correlation Coefficient Analysis

Correlation analysis studies the strength of a relationship between two numerical measured, continuous
variables. In this study, the correlation analysis was conducted on the overall impression management
(including all its factors) on stimulating intentions for tourism (behavior Intentions). Results show that
impression management is significant and positive in the context of event tourism. Table (2) illustrates
the results of the correlation analysis. Based on correlation analysis, when isolated, not all the sub-
variables that make-up impression management impacted the event tourism. According to the analysis,
self-promotion and ingratiation did not have a relationship with behavior intentions to (re) visit the
destination, recommend to others, and intention to attend event. However, exemplification impacted
behavior intentions in a weak but significant manner. The relationship direction is inversed. Intimidation
impacted behavior intentions in a positive, moderate, and significant manner. Supplication impacted
behavior intentions in a positive, weak, and significant manner. Table (3) illustrates the outcome of the
correlation analysis.

Table 2
Correlation Analysis Impression Management on Behavior Intention

Behavior Intention
) Pearson Correlation L155%*
impression Sig. (2-tailed) 002
Management
384
Table 3
Correlation Analysis
Self Ingratiation Exemplification | Intimidation Supplication Intent
Promotion
Self  Pearson Correlation 1 408" 289" -.145" 239" -.071
Promo  Sig. (2-tailed) .000 000 004 000 165
tion N 384 384 384 384 384 384
Ingrati Pf:arson Cprrelation 408™ 1 250" .104" .079 -.007
ol Sig. (2-tailed) 000 000 041 125 897
N 384 384 384 384 384 384
Exem Pearson Correlation .289™ 250" 1 175" .038 =247
plifica Sig. (2-tailed) 000 000 001 460 .000
tion N 384 384 384 384 384 384
Intimi Pearson Correlation -.145™ .104* 175" 1 456" 316"
dan Sig. (2-tailed) 004 041 001 000 .000
N 384 384 384 384 384 384
Suppli Pf:arson Cprrelation -239" .079 .038 456" 1 166"
PP ! Sig. (2-tailed) 000 125 460 000 001
N 384 384 384 384 384 384
_ Pearson Correlation -.071 -.007 =247 316" .166™ 1
glllte““ Sig. (2-tailed) 165 897 000 000 001
N 384 384 384 384 384 384
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MULTIPLE REGRESSION ANALYSIS

In this study, the research used this analysis to test the hypotheses. In order to get accurate results