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FOREWORD�

 

The 2009 annual conference and general assembly of European Cities Marketing (ECM) was held in 
Göteborg, Sweden, between June 17-20, 2009, with the theme EVENTS AND MEETINGS IN THE 
CITY. It was a pleasure for us to organize the special one-day research symposium that took place at 
the School of Business, Economics and Law, University of Gothenburg, including keynote speeches 
and paper presentations. This symposium was followed by workshops in the main conference program 
that brought researchers and practitioners together to discuss issues and generate new ideas. This was a 
unique event, designed exclusively to bridge the gaps between researchers and practitioners. 

 

The research symposium was organized by the Centre for Tourism at the School of Business, 
Economics and Law, University of Gothenburg. The aims of this day was to advance events research 
as a thriving interdisciplinary field of the social science and to provide a forum for research 
collaboration and the mentoring of emerging event researchers. The morning offered five key-note 
speeches. Professor Donald Getz spoke on Events and the community followed by Professor Tommy 
Andersson, who spoke on the economic impacts of mega-events. After the coffee break Professor 
Ulrich Wünsch discussed an epistemological client-centered approach to corporate events, Dr. Mia 
Larson had a talk on perspectives and metaphors of event networks and Dr. Joe Goldblatt had an 
entertaining talk on how to re-focus events in the twenty-first century. In the afternoon there were 
three parallel streams of paper presentations – discussing sport events, meetings, and festivals/cultural 
events. All in all there were 24 presentations. The full papers submitted to the conference are 
published here – all are part of the cutting-edge research front within the event research field of today. 
Enjoy.  

 

Dr. Mia Larson and Dr. Sanja Vujicic 

Co- organizers of the ECM conference  
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GROWING AND MAINTAINING A BUSINESS EVENTS SECTOR: 
A VIEW FROM AUSTRALIA 

 
 

Vivienne S. McCabe 
School of Management 

University of South Australia 
Adelaide, Australia 

Vivienne.mccabe@unisa.edu.au 

 

Abstract 
This paper outlines a range of challenges that currently face the Business Events sector in Australia 
and explores how these challenges might be addressed in order to harness a range of potential 
opportunities that will ensure the future growth and development of the sector and its long term 
sustainability. In a highly competitive global marketplace factors identified relate to the need to drive 
demand, the sectors potential to meet that demand, impacts from climate change and sustainability 
together with speed of technological innovation. Potential opportunities that can assist the country 
address the challenges include ensuring co-operation, collaboration and partnerships between industry 
stakeholders, provision of  a ‘trusted voice’ to the industry, embracing Corporate Social Responsibility 
initiatives and for the industry in Australia to become a leader in the provision of ‘green’ events 
together with strategies to ensure the development of a sustainable workforce. 

Key words:Business Events: conventions: industry challenges: sustainability 

 

Introduction 
Globally the Business Events sector has grown exponentially over the last 10 -15 years as cities, 
regions and countries have seen the potential of this lucrative, high yield, ‘blue chip’ sector of the 
tourism industry and its positive economic benefits in terms of direct and indirect earnings. In the fast 
expanding marketplace Australia is recognised and seen to be a key player in the worldwide Business 
Events industry. Impacts from the highly successful Sydney Olympic Games (2000) together with the 
recognition of the country’s record in innovation, provision of high quality facilities and infrastructure 
together with the professionalism of its’ staff and their service delivery (McCabe, Poole, Weeks and 
Leiper 2000) has led to the country being able to ‘punch well above its weight and size’ in the global 
Business Events industry. The sector provides in excess of 17.35 billion dollars per year in direct and 
indirect earnings to the Australian economy (NBES 2005) with the net worth of the industry far 
exceeding this figure as it promotes and showcases Australian expertise and innovation in the 
international arena (BECA 2008).  From the newly emergent industry that developed positively and 
assertively in the 1990’s the sector has now matured.  The last few years has however presented a 
range of challenges as the Australian Business Events industry faces stiff international competition 
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from both traditional and newly emergent markets.  Increased competition from Asia and Gulf States 
of the Middle East together with a range of global, regional and local events have impacted upon the 
sector. The country’s pre eminent status as No 1 convention destination for association meetings in the 
Asia Pacific region in 2000 has now fallen; market share is being lost and the country has now slipped 
out of the top ten country ratings reported by ICCA (ICCA 2008).  

Australian Business Events Industry stakeholders have long seen the need to take a proactive and 
positive approach to the internal and external challenges that the sector faces (Dwyer and Mistilis 
1999:81). In the ever expanding global Business Events industry and with an urgent need to address 
the current global economic crisis, industry leaders recognise that they cannot be complacent if they 
are to ensure the growth and development of the sector, its long term sustainability and for the country 
to maintain its position and status in the global meetings industry.   

This paper will outline some of the challenges that the Australian Business Events industry faces and 
discuss how these challenges can and are being addressed in order to ‘harness’ potential opportunities 
that will ensure the sector’s future growth, development and long term sustainability. Though the 
paper focuses on the industry in Australia comments made have relevance to other countries. 

Business Events in Australia 
The Australian Business Events industry has always tried to be proactive in ensuring the development 
of a sustainable industry. It is widely accepted within the country that in order to do business and trade 
within the global environment there is a need to be proactive, to ‘go the extra mile,’ and ‘think outside 
the square.’  

The significant contribution of the Business Events sector to the national and regional economies plus 
the unique benefits that the sector provides has been recognised by industry stakeholders. This 
successful, highly lucrative, high yield sector is actively sought by national governments and industry 
stakeholders worldwide. Dwyer et al. (2009) argue that in order to adopt principles of sustainability 
yield per visitor not number of visitors is an effective measure of sustainability. Business Events 
provide an extremely high yield per delegate. The sector also provides a number of other benefits, 
such as, the opportunity to showcase expertise and innovation, the ability to attract global leaders and 
investment decision makers, stimulate business activity and strengthen business links. It also facilitates 
the opportunity to access new technology, exchange ideas and establish valuable business, 
professional, social and cultural links (Commonwealth Dept of Tourism 1995).  

From the late 1980’s, with the development of the first purpose built convention and exhibition 
centres, through the 1990’s there has been  rapid, determined and continued expansion and 
development of the sector. A co-ordinated approach to gaining business, success in bidding together 
with events and activities, such as the Sydney 2000 Olympics, Centenary of Federation have profiled 
Australia as a leading and world class destination for Business Events not only in terms of its facilities, 
levels of infrastructure and development but also in respect of the quality and professionalism of its 
staff. Today Australian Business Events organisations and their personnel are highly sought after on 
the global stage. 

Since 2000 however the country has suffered from increasing competition and an annual loss in 
convention and exhibition visitors (BECA 2008). Further investigation has revealed that though the 
number of international business events being hosted within the country has increased, market share 
has decreased, whilst within the domestic market there has been a decline in overnight and day visitors 



71�

�

�

and in their spend. The domestic Business Events industry is estimated to provide 80% of the total 
value of the industry and as such is a very important component.  

The current global economic crisis has also seriously affected the Business Events sector worldwide.  
There is a decline in the number of attendees to conferences and a reduction in average expenditure 
per delegate. According to Pizam (2009:301), the more affluent customers are ‘trading down’ 
(purchasing a lower priced version of the product) because it is socially undesirable to be seen to be 
spending lavishly at this time. This is a situation that is expected to continue for the near future.  

Globally the Business Events sector is therefore operating in an environment of stiff competition and 
rapid change. It has been argued by Dwyer et al. (2009:63) that in order for the Business Events 
industry in Australia to achieve competitive advantage, stakeholders to the industry need to understand 
not only the drivers of economic change, but also the direction of these changes and subsequently 
what they mean for their business and the destination. 

Challenges to the Australian Business Events Industry 
In the face of change and increasing competition on the world stage the Business Events sector in 
Australia faces a number of challenges that need to be addressed if the industry is to gain and maintain 
its competitive advantage and ensure continued sustainability. These challenges relate to the need to 
drive demand within the sector, ensure its ability to facilitate and meet that demand through the 
currency of its convention and exhibition product, address issues that relate to climate change and 
sustainability and embrace the rapid development and introduction of new technologies.  

Need to drive demand 
The need to drive demand is vital for the ongoing sustainability of the industry. In an increasingly 
competitive environment countries aggressively seek to grow their share of the world market and gain 
the lucrative convention dollar. New destinations, such as those in Asia and the Gulf States, that offer 
a range of state of the art facilities and infrastructure, are coming on board. As a result Australia is 
expected to continue to lose market share as other countries invest heavily in their marketing of this 
sector (BECA 2008).  

Sustainability of demand is critically important to the industry. The hosting of international 
conventions and exhibitions provides significant benefits not only to local communities but to the 
economy as a whole.  It is therefore important to the Australian economy to not only maintain but 
increase demand in its international and domestic markets. Prior to the current global financial crisis 
forecast inbound tourism numbers were expected to increase by 4.4% though it is recognised that the 
industry is also susceptible to fluctuations in exchange rates, fuel prices and economic crises (BECA 
2008). Growth in the domestic market also presents a key dilemma due to the country’s small 
population base and the lack of potential for growth.  There is therefore a need to ensure that the 
overall marketing of the sector (both internationally and domestically), is both effective and 
innovative;  that there is active participation in the bidding for events together with support for 
delegate boosting strategies once the event has been gained. 

Yet recent comments have been made of a current under investment in the marketing of the Australian 
Business Events sector to the global community (BECA 2008: V1) and of the requirement for more 
government funding to support the sector. The Business Events sector in Australia is highly 
fragmented with a predominance of small businesses. As such, there may be an inability by the 
industry to comprehensively fund its’ own marketing and capture on an international scale a fair return 
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on investment (BECA 2008: VI). Under investment in marketing can lead to market failure. There is a 
belief that the Australian government should increase its Business Events funding so a more effective 
and comprehensive marketing presence in the global marketplace can be provided (BECA 2008:V1). 
This is particularly relevant to the gaining of international association conventions, an area of decline 
in market share. 

Need to meet demand 
Facilities and Infrastructure 

Over the last fifteen to twenty years Australian industry stakeholders have invested heavily in facilities 
and infrastructure to support the development of a newly emergent Business Events sector. The 
country’s convention and exhibition centres and venues are recognised as world class and as such 
attract prestigious events. They are highly rated by global peers and their clients. Whilst Australia has 
been keen to develop and maintain the currency of its facilities and infrastructure through the building 
of new and the expansion of existing purpose built convention and exhibition centres in all major 
cities, there has also been an explosion of developments in key Asian countries.  The newly emergent 
destinations of China (Macau), Thailand and Malaysia together with the Gulf States of the Middle East 
have invested heavily in modern purpose built facilities and have developed rapidly within the 
Business Events marketplace. They also have the benefit of financial and other government support 
(BECA 2008). These destinations have the potential to pose real competition to the Australian industry 
not only in respect of their facilities and pricing structures but in their ease of accessibility for 
potential delegates from the traditional markets of Europe.   As the Business Events industry in 
Australia enters a more mature stage of its development, a challenge facing the sector is to ensure the 
continual updating of its facilities and infrastructure, address any areas of shortfall and ensure that 
such facilities continue to be ‘cutting edge,’ contemporary and competitive in the global marketplace.   

Accessibility  

Ease of entry into and access within Australia for international and domestic delegates is a further 
challenge for the sector.  Australia is a long haul destination and as such there is a need to overcome 
the perception that the country is too far away from its major source markets. In addition, the sheer 
geographic size of the country ensures that its airlines, airport facilities and associated infrastructure 
are primary and key stakeholders in the provision of the convention and exhibition product. If the 
industry is to grow it is believed that there is a need for both international and domestic airlines to 
continually review their capacity and ease access for potential delegates to the countries convention 
and exhibition facilities (Commonwealth Dept. of Tourism 1995: BECA 2008). This may be achieved 
through, for example, improvements in the speed of processing international delegates through border 
controls, access to visas, together with improvements to the scheduling and planning of flights to the 
countries emerging regional convention and exhibition destinations (Commonwealth Dept. of Tourism 
1995: BECA 2008).  

Workforce Skills and Training 

The expansion of the Business Events sector worldwide has provided the need for a highly skilled 
quality work force to support this growth. The industry is seen as a provider of excellent job 
opportunities, is attractive as a career and to provide the potential for accelerated promotion (McCabe 
2001: 294, Commonwealth Dept of Tourism 1995:37). The need to focus on workforce skills and 
training has been identified as a key issue (BECA 2008; Commonwealth Dept. of Tourism 1995). 
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Consequently a range education programs within the field of events and business events have emerged 
as educational institutions seek to address this need. These specifically designed programs and courses 
provided by tertiary and other institutions offer a range of courses from certificate level through to 
specific undergraduate and Master degree programs that focus on Events and Business Events. 
Industry accreditation programs have also been introduced by the sectors key associations to ensure 
the continued development of the professionalism of the sector.   

Australian staff are recognised and sought worldwide for their expertise in delivering world class 
events. Commitment to the sector is seen to be high with many positive features to employment 
apparent (McCabe 2006). Yet despite many employees being attracted to the industry there is still a 
shortage of well qualified, quality personnel being retained within the sector. In addition more recently 
the sector has and is seeing changes as existing leaders and stalwarts of the industry retire and a new 
generation of employees are attracted to the sector. There is now a need for new industry leaders to 
emerge and to drive the industry. 

Information to Support Business Decisions 

The Business Events industry has long recognised the need for timely, credible industry research by 
which government agencies and other organisations can reliably evaluate the performance of the 
sector and enable informed decisions to be made (Commonwealth Dept of Tourism 1995).  

A number of factors impact on the provision of such data. Factors such as size, structure and 
fragmentation of the industry has meant that there is no unified method of data collection or a single 
body responsible for its collection. In addition difficulties in the non comparability of information 
provided, difficulties with definitions, accuracy of information provided together with the cost of data 
collection, response rates and potential issues that relate to confidentiality of information (Ladkin in 
Weber and Chon 2002) have added to the challenge. Within Australia, the industry and its 
stakeholders have undertaken a number of important and comprehensive studies that have been  
supported and funded by government or government funded organisations, such as the Co-operative 
Research Centre for Sustainable Tourism (NBES 2005; Crouch and Louviere 2007: Crouch and 
Louviere 2004), whilst  individual convention bureaus undertake delegate studies for their destination 
in order  to assess the contribution of Business Events (Adelaide Convention Delegate Study 2007). 
Other data on the sector is gathered, for example, through passenger surveys undertaken by the 
Australian Bureau of Statistics. To date much of this information has been gathered intermittently and 
has been neither consistent nor comparable. The challenge for the Business Events industry is to 
identify, facilitate and actively engage in the provision of research so that industry stakeholders can be 
provided with data that is reliable, consistent and presented in a timely fashion. 

Climate change and sustainability  
Globally climate change, the impact of greenhouse gases, the carbon footprint and the need to follow 
sustainable environmental practices are of major concern; as such they present a major challenge.  In 
the global marketplace key markets for the Business Events industry are adopting principles of 
sustainability to underpin their delivery of Business Events. Meeting planners are increasingly seeking 
information on potential venues and services for Business Events that enable them to provide events 
that are more sustainable. Hotels and other such venues are actively pursuing the trend towards long 
term investment in green hotels (Pizam 2009:301).  ‘Green’ accreditation programs have been 
established. 
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Australia’s geographic location means that it is viewed as a long haul Business Events destination. As 
such, there are many negative arguments and environmental concerns within the global community, 
particularly from such key feeder markets as Europe, UK and the USA, to choosing Australia for a 
Business Event (BECA 2008). The need to introduce and implement sustainable environmental 
practices (Commonwealth Dept. of Tourism 1995) has been recognised by the sector in Australia for a 
number of years. In the current highly competitive environment and with a worldwide requirement to 
be ‘green’ and offset carbon emissions etc. it is imperative that the Business Events sector in Australia 
has exemplary credentials in all aspects of its business in this key area. 

Technological Impacts 
The Business Events sector in Australia has accepted and embraced the importance and value of 
technology and technological advances (Commonwealth Dept. of Tourism 1995). A high level of 
technological sophistication has and is required by the industry and its clients (BECA 2008:23) as a 
business and operational aid, through on line conference information and registration systems and  in 
the provision of operational equipment,  use of the internet, wireless, broadband and audio visual aids, 
speaker presentations etc. It is also used in the marketing of events with requests for on line business 
proposals from industries suppliers. It is imperative that industry stakeholders, particularly those in 
venues and meeting management, ensure they embrace the speed of technological change if they are to 
be considered a serious player within the marketplace. 

The speed and sophistication of technological innovation, through the development of the internet, 
broadband width, wireless and growth in virtual conferencing systems, has also impacted upon the 
industry. Business Events and the products of Business Events are recognised as an effective 
communications medium (McCabe et al. 2000: 3). The current growth in virtual conferences, 
teleconferencing and the trend towards web based learning and on-line seminars, together with 
changes resulting from the current global economic crisis, green issues and travel costs, poses a 
challenge for the Business Events industry if it is to maintain its position within the communications 
environment.  

Addressing the challenges  
If the challenges facing the sector are to be addressed and the country is to maintain its position in the 
global marketplace then there is a need to take a positive and proactive approach. The Business Events 
industry has a number of fundamental opportunities that can play a key role to its overall 
sustainability. These opportunities relate to ensuring co-operation, collaboration and partnerships 
between industry stakeholders, providing a ‘trusted voice’ to the industry- locally and globally, 
ensuring the on-going development of infrastructure and facilities, embracing and becoming a world 
leader in the greening of business events and ensuring the development of a sustainable workforce 
who are well prepared to lead the industry in the future.  

Co-operation, collaboration and partnerships between stakeholders 
If the Business Events industry in Australia is to continue to be sustainable then it must ensure that it 
not only maintains but develops its existent strength of effective collaboration, co-operation and 
cohesion. The size of the country’s population and number of industry players means that there is 
undoubtedly an opportunity to effectively continue to harness the power within this group, enable it to 
operate as a cohesive force and to be a catalyst for action. It is imperative that there be no factions; 
that the industry continues to work together as a unified body mindful of each other, with clear aims 
and objectives, through a cohesive and well established structure. Meaningful partnerships must 
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continue to be developed between individuals, companies, other organisations, government and 
government agencies. Only then can such benefits as innovation, acquisition of new skills and 
knowledge, business development and a sharing of resources  derived from working in such inter – 
organisational networks( MacKellor 2006) be realised. 

An example of such collaboration and co-operation is apparent in the recently prepared and developed 
National Business Events Strategy for Australia 2020 whereby the Minister of Tourism convened a 
joint government and industry working group of key stakeholders to prepare a National Strategy for 
the Business Events industry for the period until 2020.  The strategy brief was wide ranging and 
included a comprehensive examination of the issues that affected both supply and demand together 
with the identification of impediments and opportunities that face the sector in Australia.  On 
completion the Strategy presented a number of wide ranging recommendations that addressed many of 
the issues identified together with a process for implementation. A key outcome of the Strategy was 
the establishment of a Joint Strategy Implementation Group and the set up of reporting relationships to 
monitor its implementation. The membership of this group comprises of representatives from each 
sector of the Business Events industry together with key government related organisations. This group 
has already met and is in operation. 

In the design, development and delivery of such a document that so critically affects the overall 
sustainability of the industry and its organisations, it is of paramount importance that consultation 
occurs and input is received from all sectors. Only then can there be a full commitment and ownership 
of its outcomes. Business Events industry associations have been actively involved in the strategy 
development  process – not only convening planning meetings of their membership, representing their 
membership on working parties - but also in the dissemination of information from the strategy to their 
membership through seminars and  conferences.  

Effective Lobbying 

Business Event industry leaders have long recognised the benefit of initiating and maintaining contact 
with key government minsters and their departments (Commonwealth Dept. Of Tourism 1995) in 
order to promote the benefits of the industry and ensure appropriate government ministers are aware 
and have knowledge of the sector and its benefits.  It is imperative that the industry, through key 
groups, such as BECA, continues a cohesive and sustained approach to gain and maintain federal and 
state government support. This can be achieved through effective, consistent and appropriate lobbying 
to ensure that Business Events and its importance to the nation’s economy is kept on the political 
agenda. The establishment of Business Events Strategy group with established reporting outcomes 
should assist in this area. 

Collaboration in marketing the destination 

There is the opportunity for Tourism Australia through Business Events Australia to lead and 
undertake a range of new marketing initiatives, as part of a global trade marketing program, to 
promote Australia as a sustainable Business Events destination, (Business Events Australia 2008).  
Collaboration between the major players, nationally and within the states, provides the potential for 
the design and implementation of a range of strategies designed to increase demand both 
internationally and domestically. For example, the development of partnerships between Level 1 and 2 
cities and regions in order to showcase new destinations and facilities,  the opportunity for a city to 
repackage its Business Events products. Whilst within the international arena it may be timely to rebid 
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on a number of international association events that had previously been successfully held within the 
country. 

National and State tourism bodies together with the convention bureaus should continue to ensure that 
innovative, cost effective methods are used to promote and profile Australia as a Business Events 
destination. The adoption and innovative use of the rapidly developing social networking sites and 
advancements in e-marketing provide an excellent opportunity in this area. The network of Australian 
convention bureaus are a major player in the distribution network for gaining Business Events for a 
city or region. An effective collaborative partnership between the convention bureau and their local 
providers continues to be essential if innovative and viable initiatives are to be generated and 
implemented.  Such initiatives benefit from the support of local and state government. 

Provide a ‘Trusted Voice’ to the Global Industry  
The Business Events sector in Australia has earned an excellent reputation worldwide. As the sector 
enters maturity there is the potential opportunity for it to provide a ‘trusted voice’ not only nationally 
for stakeholders within the sector, but also in the global marketplace. The ‘trusted voice’ might be 
developed through such activities as the provision of ongoing reliable and consistent research data that  
is recognised nationally and internationally and fulfils the requirements of the sector;  in the use of 
trusted ethical and ecological practices; through transparency and integrity in business dealings and 
ensuring that trust is implicit and maintained in the business practices of all stakeholder groups 
working together to provide a successful event. In the current economic environment Meetings and 
Venue Managers should ensure stewardship of their and their client’s resources and deliver Business 
Events that have a range of quantifiable and qualitative measurable outcomes. There could also be the 
development and adoption of a range of industry standards and quality initiatives, embedded in 
workplace practices that provide a national standard. The introduction of such practices would impact 
upon the global industry through the provision by Australian organisations of a reliable, consistent 
high quality product – the Business Event - that is continually innovative and is supplied by a highly 
qualified expert team. 

On - Going Development of Infrastructure and Facilities 
In a highly competitive global marketplace and with the development of many new destinations with 
state of the art facilities there is a need to ensure that facilities and infrastructure development are at ‘ 
cutting edge’ and  that they cater for the growing needs and demands of international conventions and 
exhibitions and their delegates. All major cities in Australia have the facility of a modern, purpose 
built convention and exhibition centre. These have been continually updated and extended, for 
example, as in Brisbane and Canberra. In addition many second tier cities and regional centres such as 
Alice Springs, have, on a smaller scale, built such facilities thereby gaining the direct and indirect 
economic benefits of the convention dollar. 

It has also been reported that a total of over A$5.7billion investment in infrastructure in public / 
partnership funding is scheduled to be or has been invested in new facilities and infrastructure to 
service the Business Events sector (Business Events Australia a 2008:4).  From capital cities, regional 
areas and the outback development has and is planned to occur across all sectors of the industry, such 
as, venues, purpose built convention and exhibition centres, luxury accommodation. These 
developments are supported by the latest technology and infrastructure.  

Investment in transport infrastructure, another critical component in the provision of a successful 
event, has also occurred through the development of new airport terminals and in the redevelopment of 
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existing airports in key cities such as Adelaide, Perth and Melbourne. Such investment in facilities and 
appropriate infrastructure provides evidence of the country’s firm commitment to the sector and of its 
confidence in the ability to deliver world class business events. Yet despite this continued investment 
there is still a need in some areas to provide further investment in facilities and in the provision of top 
quality (5 star) hotel space to support demand (BECA 2008). 

Address and Embrace Environmental Concerns 
In recognition of the need to address environmental concerns and of the demand to deliver Business 
Events that have a strong and environmental focus Tourism Australia (through Business Events 
Australia) and industry stakeholders have undertaken a National Corporate Social Responsibility 
(CSR) Audit for the sector (Business Events Australia b 2009). The audit gathered information from 
stakeholders on their CSR credentials and provided not only an inventory of ‘best practice,’ but 
provided a useful insight into how the sector is performing in relation to CSR and green accreditation. 
Results from the audit demonstrate that Australia is a sustainable Business Events destination and one 
where the environment is valued and protected.  

The audit also provided an opportunity for the Business Events industry to ‘highlight their expertise, 
products, and commitment to sustainability’ (Business Events Australia 2008) and demonstrates the 
country’s reputation and commitment globally to the provision of sustainable events. In addition, the 
industry as a whole is now better informed about the country’s green and socially responsible 
operators. For example the new Melbourne Exhibition and Convention Centre, is identified as the 
world’s first ‘6 star green Star Environment rating convention centre whilst Adelaide Convention 
Centre is shown to be the recipient of a number of national and international awards in this area.  

A further outcome of the audit indicates that operators across all sectors of the industry are able to 
assist their clients provide more responsible events that benefit not only their clients but other 
operators and the host community.  The sector is well on the way to developing socially responsible 
and ecologically sustainable practices and is committed to developing best practice in order to achieve 
this (Business Events Australia b 2009: 20). It was also apparent from the audit that it is the 
organisations that employ over 100 people that are showing and driving industry leadership in this 
area. Smaller organisations lack familiarity with and experience some difficulty in gathering 
information and CSR credentials and to gain appropriate accreditation: further education is required in 
this area.  It was also evident that there is a gap in the commitment to improvement of CSR policies 
and the actual undertaking of benchmarking activities by some suppliers to the sector, whilst it was 
apparent that a number of organisations though not directly participating in offset programs are using 
other strategies, such as locally sourcing products and services.  

Development of a Sustainable and Flexible Workforce 
There is an imperative need to ensure the continued development of a sustainable and flexible 
workforce in all sectors of the industry. The importance of the industry and the potential employment 
opportunities available in all its sectors should be recognised and highlighted along with outline career 
trajectories.  Only then will the long term viability of a career in the sector be explicit for future 
employees. McCabe & Savery (2007) have identified that in the progression of a career individuals 
move into and within the Business Events industry; as such they ‘butterfly’ between sectors, 
organisations and job roles in order to build up skills and enhance their human capital. Therefore in 
employee recruitment a potential employer should be ready to accept and embrace such movement for 
the benefits that it may bring in the transfer of knowledge. 
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Whilst it is recognised that employees may leave an organisation in order to develop their career, 
strategies for the attraction and retention of employees within the industry as a whole need to be 
reviewed and revised in order to retain quality staff. Employees who have been identified as ‘rising 
stars’ could be mentored by current industry leaders for future leadership roles with appropriate 
individualised strategies used to ensure their continued development within the sector. Industry 
organisations could ensure that their part- time and casual flexible workforce are recognised as 
forming an integral part of the company’s workforce and provide access to associated benefits such as 
attendance at training courses. Whilst at a strategic level, employee recruitment to key areas of 
industry shortfall could be encouraged through the recognition by national government of the Business 
Events as an industry sector that warrants specialist attention for potential immigration. Human 
resource practices should be current and benchmarked with other industry sectors. Compensation and 
benefits packages should be competitive.  

 

The continued availability of recognised training and development programs for industry employees is 
fundamental to the overall success of the sector.  Such programs could however be supported by the 
introduction of industry wide training and development passports that enable an employee to build up 
their professional profile. It would assist in gaining industry accreditation and potentially lead to 
gaining recognised academic qualifications. Such a strategy could aid retention within the sector.  

 

Conclusion 
In the current global economic and business climate there is an imperative need to ensure that the 
industry reacts, respond and reposition itself to the demands of rapidly changing attitudes in the wider 
global marketplace. Stakeholders to the Australian Business Events sector need to embrace these 
changes.  Current business practices and systems should be reviewed and revised in order to maximise 
business opportunities and in preparation for the upturn in business confidence and the resultant 
business. Innovation and entrepreneurship within organisations should be embraced and encouraged.  

This paper has identified a range of challenges that Australia faces as a Business Events destination. 
These challenges relate to the need to drive demand in a highly competitive global marketplace 
together with factors that may impede the country’s ability to meet the demands of an increasingly 
discerning conference and exhibition sector and its delegates. A range of fundamental opportunities 
that can assist the sector in Australia address the challenges in a positive and proactive way have been 
outlined and explored. Key to achieving all of these is a consolidated, co-ordinated, cohesive and 
structured approach with all stakeholder groups working together in a unified fashion. 
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Abstract 
The aim of this article is to identify variables that increase the intention to visit a city as a tourist 
destination. The study emphasizes new 3D technology and whether or not it has an impact on the 
intention to visit a city. An experimental design was chosen containing two computer mediated 
environments and two questionnaires. The assignment in the computer mediated environment was 
framed as “sightseeing on the screen.” The visual from the game PGR4 featuring Las Vegas was 
combined with a narrative from a Las Vegas audio guide. The analysis shows that the interface, the 
presentation format had an effect on the intention to visit the city. The analysis showed further that the 
individuals from US were more influenced by the presentation, i. e. the sightseeing in the VE than the 
European participants. This study gives insight in potential effects of 3D and virtual environments in a 
travel and tourism context.   

Keywords: city marketing, Virtual reality /VR, 3D, telepresence and sense of place 
 

Introduction 
At all time, researchers and practitioners have been concerned about how to attract customers’. The 
company’s ability to attract customers’ has an important influence on the company’s market share, 
profitability, viability, and future revenue stream in today’s competitive marketplace (Ganesh et al., 
2000; Rust et al., 1995). Therefore, it is vital to understand the travellers’ behaviour and hence what 
influence the intention to visit a certain destination. As part of the technological development and the 
quick technological adaption from the tourist industry it becomes clearly a need to investigate this 
phenomenon. The concept of a virtual environment for sightseeing activities may seem somewhat 
contradictory as noted in the tourism literature. Travelling is about going to places and being there, 
and not having tourism experience only by using the imagination, looking at photos or motion pictures 
while being at home. Sightseeing is one of the most common activities undertaken by tourists. Usually 
it has been understood as either discourse (Adler, 1989) or as a process of ‘gazing’, i.e., the visual 
consumption of a place (MacCannell, 1976; Urry, 1990). Place theory interprets the human experience 
of place by residents and non-residents. Visitors belong to the latter category; they are outsiders who 
have an interest in a place, but are not necessarily attachment to the place (Relph, 1976). With new 
gaming technology, virtual environments (VEs) mimicking places such as tourism destination can be 
made with a high level of realism and attention to details. However, it does not mean that a virtual 
environment mimicking a destination will be a good marketing tool.   
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The purpose of this paper is to examine the intention to visit a destination after or as a consequence of 
doing virtual sightseeing. In this paper we address to what degree the feeling of being there, 
telepresence has an effect on intention to visit the destination. The paper is organized as follows. 
Section 2 reviews the theoretical framework, including the intention to visit a destination, the concepts 
of intention sightseeing, telepresence and sense of place. Based on the literature review four 
hypotheses are presented. Section 3 outlines our research method, the operationalisation of variables, 
and the experiment procedure. Section 4 presents the data analysis and results. Lastly, section 5 offers 
a discussion of the results and a conclusion.   
 

Theoretical framework  

Intention to visit 
Intention to visit is the traveller’s individual expectation about his/her own behaviour in a given 
setting. It can be operationalised as the likelihood to act (Fishbein and Ajzen, 1975). According to 
Ajzen (1985), the intention to act in a certain way is the immediate determinant of behaviour. Oliver 
(1997, p. 28) define intention as “a stated likelihood to engage in a behaviour.” In the same vein, the 
intention to visit a destination, in this study, can be described as an affirmed likelihood to visit the 
destination in the future. When there is an opportunity to act, intention results in behaviour; and if 
intention is measured accurately, intention will provide the best predictor of behaviour (Fishbein and 
Ajzen, 1975, Bearden et al. 1984). A study of travellers with the intention to visit a destination as the 
response variable could provide insightful information for tourism products and service providers and 
marketers. According to Tian-Cole and Crompton (2003), a visitor’s intention to visit a destination is a 
determinant of the actual behavior of visiting that destination. Hence behavioral intentions might serve 
as a surrogate for a destination choice. 
 
In an ecommerce context purchase intentions have been used in several studies (Li et al. 2002, 2003), 
Suh & Chang, 2006, Jiang (2007). The equivalent to purchase intention is in a tourism context the 
intention to visit a destination. In studies of human behavior it is shown that a direct experience can 
influence persuasion (Fazio and Zanna 1978, Wu and Shaffer 1987) and therefore intention to 
purchase. The studies by Li et al. (2001, 2002, 2003) and Suh & Chang (2006) indicate the 3D has a 
stronger effect on purchase intention than a 2D presentation format. 
 

Sightseeing 
In his seminal works Nelson (1970, 1974) distinguished between search and experience goods. A 
sightseeing activity, which is a part of a holiday, resembles the characteristics of an experience good. 
In the current study Las Vegas as a tourist destination is used. The tourism experience consists of a 
number of components. For many visitors sightseeing is one key component in the overall tourism 
experience. In tourism research sightseeing is recognized as an activity with long antecedents (Adler, 
1989). Several researchers have studied tourists and their motivation for taking part in sightseeing as 
well as the meaning of the sightseeing to different groups of travelers (Dunn-Ross & Iso-Ahola, 1992), 
(Tucker (2005). Many destinations offer bus-tours, sightseeing tours to attractions and sights that the 
place is known for or would like to be known for. In the digital domain for instance in computer 
mediated environment, the user can do sightseeing. He or she can explore the virtual place, and use the 
game for a non-gaming purpose.  Williams (2006) observes that gamers sometimes visit the 
“gamespace” i. e. places in the game in the same way as tourists would do. In some games places in 
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our material world are replicated and according to the magazine Game Fun Time, October 26th 2008; 
“The videogame industry is in the midst of a booming trend towards realism in games.” Quite often 
actual photos and models from the place are used in creating the game environment. This is also the 
case for the Xbox game PGR4. 
 
In the field of tourism it is not uncommon to portrait tourist as sightseers (MacCannell 1976), (Urry, 
1990). These authors argue a sightseer as someone that visually consumes a place through the process 
of gazing. In this gazing there is an element of distance. Watching a place on screen has this element 
of distance. But there is a difference. In the tourism and most tourism studies travelers are actually 
there and not sitting at home looking at a screen. The telepresence research is primarily about not 
being there, not traveling to the place in the physical sense. In the next section the concept 
telepresence is discussed.   
 

Computer mediated environments and Telepresence 
Patrick Gunkel at Hudson Institute coined the term "telepresence" in 1979. Marvin Minsky (1980) 
used the term in the his article to refer to teleoperations technology that provides the user with a 
"remote presence" in a different location via feedback systems that allow her to "see and feel what is 
happening" there. According to Lombard & Ditton (1997) presence is the perceptual illusion of non-
mediation. Telepresence is a sense of ‘being there’ in an environment, generated by means of a 
communication medium (Steuer 1992).  The term presence is often used as a short version for 
telepresence. Telepresence describes to the sense of 'being there' experienced by users of media such 
as virtual reality. In general the concept refers to the psychological state or subjective perception in 
which a person fails to accurately and completely acknowledge the role of technology in an experience 
(Lombard & Jones, 2007). Some also argues that telepresence is a product of all media, in varying 
degrees (Reeves and Nass, 1996). From a conceptual point of view, the field of telepresence is related 
to tourism, to visits to real or imaginary places. Hence it should be relevant to link investigations in the 
field of telepresence to the field of tourism. It is about mental remoteness or transportation in 
telepresence and the notion of the physical remoteness of tourism, i.e., the choice of an individual to 
being there, or somewhere other, away from home. Telepresence shares with tourism the idea of 
remoteness. In contrast to travel in the material world, telepresence comes about through a feeling or 
mental transportation to another place. ‘Another place’ could be either an imagined place that one may 
fantasize about, or an existing place in the external material world (Losh, 2006, Williams, 2006). 
 

Sense of place 
Las Vegas is a place that exists and the PGR4 game replicates this city. Sense of place is not only 
about the setting, the environment but it is created in the interaction of a setting and the person 
(Williams and Patterson, 1996). The person brings something to the setting and interacts with the 
setting and people that are there. Sightseeing can be studied from the perspective of sense of place. 
The concepts of “space” and “place” are not synonymous. Dourish (2006) writes that “space” 
describes geometrical arrangements that might structure, constrain, and enable certain forms of 
movement and interaction, whereas “place” denotes the ways in which settings acquire recognizable 
and persistent social meaning in the course of interaction.” Or as formulated by Turner & Turner 
(2003) place = space + meaning. In his frequently cited monograph Place and Placelessnes Edward 
Relph (1976) introduces his place theory; a theory that emphases the human experience of place. With 
new technology such as 3D or VR, places can be quite accurately replicated. This raises some 
intriguing questions in relation to the users and the user-experience of these VR applications. 
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Conceptually vicarious is related to being there. A vicarious experience is according to Edward Relph 
to be transported to place through imagination; through paintings, novels, music, films, or other 
creative media. The tourism product is an experience. It contains a number of elements and it is 
consumed in situ. In the pre-trip stage, a traveler can have vicarious experience. He or she can image 
what it is like to be there. 
 

Las Vegas a popular destination for Americans 
Las Vegas has been and is popular destination for meetings & events, for gambling and tourism in 
general. Forbes Travel estimated that Las Vegas had 37.5 million visitors in 2008. Moreover, the city 
is number one on the list of place to go in the next five years, according to Carlson Wagonlit’s Trend 
Survey 2008 for domestic travel. Based on this, we hypothesized that Americans have higher 
intentions to visit Las Vegas than Europeans.     
 

Research model and hypothesis 
Based on the literature review it is hypothesized that the factor prior visits and living in the US has a 
significant effect on the intention to visit the destination. Moreover, a high degree of telepresence 
should also be positively associated with intention to visit.  
 
Figure 1 presents the research model and the relationship between the concepts. The research model 
depicts a relationship that is hypothesized to exist among prior visits, where the person is living, level 
of telepresence, sense of place and intention to visit the destination.  
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Figure 2 Research Model 

Intention to visit
the destination

Prior visits to 
the destination

Telepresence
Feeling of being there

Sense of place

Nationality;
US vs. non-US

 
 
The hypotheses are; 

H1 Having visited Las Vegas before significantly influences the intention to visit the 
destination  
H2. Individuals living in the USA have a significantly higher intention to visit Las Vegas than 
individuals living in Europe.  
H3 High telepresence has a significantly stronger effect on intention to visit than low 
telepresence 
H4 Sense of place affects the intention to visit a destination 

 

Research method 
The researchers applied an experimental design with two modes of interfaces was chosen, derived 
from a human geography place construct and the theory of telepresence. The study purpose was to 
measure to what extent the respondents experienced telepresence and vicarious sense of place. As 
discussed in a previous section a construct from the field of telepresence was applied to measure the 
respondents ‘being there”, i.e., in Las Vegas. Students in two countries were recruited to participate in 
a task framed as “sightseeing on the screen.” 

Experiment procedures 
An experimental design was chosen to empirically test the research model suggested in the previous 
section. The experimental design gives the researcher a close control over independent, dependent and 
possibly confounding variables. The purpose of this design is to achieve a high degree of internal 
validity. The research design in this study is in many regards similar to Li et al. (2001, 2002 and 
2003), Jiang & Benbasat (2005, 2007) and Suh & Chang (2006) who conducted their experiments with 
products in 3D vs. 2D, and also with other formats such as text and audio. In our study only two 
formats were used; 2D with narration and 3D with narration.  
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Students at two different universities; one in Philadelphia, USA and in Hague, the Netherlands took 
part in this study. All in all 69 students participated in the task assigned by the researcher. The subjects 
were asked to participate in a sightseeing task. They were told that sightseeing is a common tourism 
activity and while watching the screen they were asked to “image the role of a tourist and image that 
you are seated in a sightseeing bus or car in Las Vegas, looking at the hotels and building and listing 
to the tour-guide.” Hence the experiment was framed to mimic a normal tourism experience. 
Furthermore, the respondents were told that the presentation, the images were taken from the video 
game PGR4, a driving game. According to Alan Mealor, a lead artist at Bizarre Creations, it took one 
of four teams of five artists 18 to 20 months to build each location in the game. (BBC news, Friday, 26 
October 2007). A post-test only control-group design for the experiment was chosen. The main reason 
for this was to minimize unexpected effects of pre-test conditions on post-test evaluations. The scenes, 
the sections from the Las Vegas strip were selected by the researcher, the first author of the paper. The 
scenes contained key attractions and hotels in Las Vegas. The audio clips e.g. sound effect and the 
narration were taken from the Tourcaster production “Las Vegas – The Strip.” In the experiment, the 
playtime was 7 minutes for both the sightseeing in 2D with narration and for the sightseeing in 3D 
with narration. In the game setting in PGR4, a motorbike and a motorbike-view (first person view)  
was chosen in order to get the attention away from the vehicle and on the buildings and the 
environment. For the 3D with narration the play-mode in the game setting of PGR4 was used.  For the 
2D with narrations the “photo-mode” in the game setting was used. 
 
A between-group design was chosen and the participants were randomly assigned to the groups, the 
2D or 3D modes. The test-participants, the sightseers, listened to the guide and looked at the buildings 
and hotels, but in either a photo-mode or in a 3D-mode (motion). Because of the detailed graphics in 
the 3D version the size of the file was 2 198 MB vs. 880 MB for the 2D version. Appendix 1 contains 
photos from the 2D Interface. Prior to undertaking the experiment, a pilot with a group of colleagues 
was conducted in order to pre-test the procedures and the questionnaire. Based on the pilot, 
adjustments in the research design were made, subsequently.  
 

Participants’ Profile  
The experiments were done in a class-room setting. Of the 69 participants who completed the trial, 
61% were female and 39% were female. 75% were between 19 and 23 years old. Of the participants 
72% answered that they used video or computer games approximately once a month or more seldom.  

Variable measures 
The feeling of being there was measured by three statements using a 7- points Likert scale, see table 1. 
The paper by Tjostheim & Go (2009) gives more detailed information regarding how these statements 
related to the telepresence instrument, the Temple Presence Inventor (TPI), (Lombard & Ditton, 
2007). The sense of place measures were developed in this project based on review of Relph’s seven 
types of sense of place (Relph, 1976). A number of authors have argued that Relph’s place theory 
could serve as a foundation for studies in tourism, and in VR and tourism (Shamai 1991, Seamon 
(1982, 1996), Turner & Turner (2006) Turner et al. (2006), Smith (2003), Smyth et al. (2006) and 
Benyon et al. (2006).  
The experiment was conducted by way of a student sample. Students can be tourists and Las Vegas is 
a destination that also attracts young people. Young people tend to be typically more familiar with 
new technology than older people. The type of vacation might also differ by age-groups and travel-
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preference. Hence, the findings from this study should not be generalized.   
 

Statistical analysis 
The statistical analysis techniques applied to interpret data from the experiment were partial least 
squares (PLS). PLS is a structural equation modeling technique, which can simultaneously estimate 
measurement components (the reliability and validity of the measures of theoretical constructs) and 
structural components i.e. the relationships among these constructs (Fornell and Larcker 1981, Barclay 
et al. 1995). PLS can be use when sample sizes are relative small. Moreover, the technique is 
appropriate to use when assumptions of multivariate normality and interval scaled data cannot be 
made, and when the primary concern is with the prediction of dependent endogenous variables (White 
et al. 2003). As a structural equation modeling tool PLS can also handle formative constructs, and it 
does not require a large sample size compared to other SEM tools such as LISREL and AMOS 
(Fornell and Bookstein 1982, Barclay et al. 1995). Moreover, PLS is appropriate for applications and 
predictions where a research model is not directly based on comprehensive theories (Barclay et al. 
1995, Chin et al. 2003).  
The main constructs in the measurement model were telepresence, sense of place, prior visits and 
place of living and intention to visit. Intention to visit and the first two constructs in the model are 
latent and therefore measured with reflective indicators. Moreover there are two interfaces, the 2D 
with narration and the 3D with narration, prior visits and place of living which are formative. Prior 
visits, place of living and interface can be labeled factors and not constructs.  
 
Table 1 List of constructs and factors, means and SD 
 Mean Std. 

deviation 
Intention to visit Las Vegas 
* Likely 
* Probably 
* Certain 
* definitely 

 
5.33 
5.35 
5.25 
5.32 

 
1.80 
1.62 
1.62 
1.59 

Prior visits 
* Has not been to Las Vegas (56 respondents) Has been to Las Vegas before (13 
respondents) 

 
1.19 

 
0.39 

Living in Europe or USA  
Living in the US (47 respondents), living in the Netherlands (56 respondents) 

 
1.32 

 
0.47 

Feeling of being there, 7 point Likert scale  
I felt as though I was physically present in Las Vegas 
I felt I was actually there in the streets of the city 
When watching I thought “I could go to the building, open the door and walk through the 
door” 

 
3.75 
3.93 
 
3.80 

 
1.56 
1.57 
 
1.50 

Sense of place, 5 point Likert scale 
I felt I was in the city at least a few times while looking at the screen. And I was thinking 
about the people in the city and what the city means 
I felt I was in the city at least a few times while looking at the screen. And I was thinking 
about what I could do in the city. 
I like to see the city to and to take advantage of some of the possibilities the city has to 
offer 

 
2.45 
 
3.23 
 
3.78 

 
1.05 
 
1.11 
 
0.86 
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Construct reliability was assessed by using composite reliability (internal consistency). All the 
construct reliabilities exceeded Nunnally’s (1978) suggested .7 benchmark, see table 2. In addition 
there are three formative, single item constructs; has been to Las Vegas before, living in Europe or US, 
and used the interface 2D or 3D.  

 
Table 2 Internal consistency 
 

 AVE Composite 
Reliability 

R Square Cronbachs 
Alpha 

Communality Redundancy 

Has been to Las Vegas before  0,0000 0,0000
  

0,0000
  

0,0000
  

  1,0000 0,0000
  

Intention to visit Las Vegas 0,8562 0,9597 0,4289
  

0,9439 0,8562 0,0521 

Interface 0,0000 0,0000 0,0000 0,0000 1,0000 0,0000
  

Living in Europe or US 0,0000 0,0000 0,0000 0,0000 1,0000 0,0000
  

Sense of place  0,5814 0,8058 0,4049 0,6448 0,5814 0,2359 
Telepresence 0,7624 0,9056 0,0944

  
0,8431 0,7624 0,0718

  
 
Convergent validity was examined using the average variance extracted (AVE) and all constructs were 
above the benchmark of .5 suggested by Fornell and Larcker’s (1981), see table 2. Moreover, the 
discriminate validity was acceptable because the indicators loaded higher (cross loadings) for its 
respective latent variables than for other latent variables, see table 3.  
 
 
Table 3 The crossloadings of the items. 
 

 Has been to 
Las Vegas 

Intention to 
visit Las 
Vegas 

Interface  
2D or 3D 

Living in 
the US or 
Europe 

Sense of 
place  

Feeling of 
Being There 
(telepresence) 

Living in Europe or US 0,0911
 
            

0,5140 -0,0523 1,0000 0,3366 0,2663 

FeelingofBeingThereA 
FeelingofBeingThereB 
FeelingofBeingThereC 

0,0528 
0,0407 
0,0940 

0,4434 
0,3600 
0,4082
 
    

0,2930 
0,2744 
0,2338
  

0,3135 
0,2199        
0,1482
 
              

0,6413 
0,5082 
0,5017 

0,9140 
0,8934 
0,8084
  

Intention_Likely 
Intention_Probably 
Intention_certain 
Intention_definitely 

0,2414 
0,2420 
0,2025 
0,2541
  

0,9002 
0,9306 
0,9543 
0,9151 

-0,0593 
-0,0393 
-0,0292 
-0,0029
 
   

0,4746 
0,4196                
0,5490         
0,4520         

0,3948 
0,4192 
0,4192 
0,4180
  

0,4308 
0,4006 
0,4249 
0,4624 

Interface 2D or 3D -0,0440 -0,0351
  

1,0000
  

-0,0523
 
               

0,2718
  

0,3073 

Has been to Las Vegas 1,0000 0,2534 -0,0029 0,0911 0,0409 0,0708 
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SenseofPlace1 
SenseofPlace2 
SenseofPlace3 

0,1234 
-0,0340 
-0,0299
  

0,5127 
0,2601 
0,1873 

0,1574 
0,1806 
0,3134
  

0,1911      
0,3968        
0,2052                

0,8152 
0,7745 
0,6928 

0,5107 
0,4740    
0,4729 

                     
 

In table 4 the paths between the constructs are presented. The bootstrapping technique was used to test 
the significant levels of the path. With the exceptions of the path from “Sense of place” to “Intention 
to visit Las Vegas”, all paths are significant.   
                                                                        

 
Table 4 The loadings (paths) of PLS estimation for the model and the significance levels of regression 
coefficients (observed t-value) by bootstrapping 
 Original 

Sample 
Sample 
Mean 

Standard 
Deviation 

Standard 
Error 

T Statistics 
(bold = 
significant 

Has been to Las Vegas before -> Intention to visit 
Las Vegas 

0,1948  0,2028
  

0,0590 0,0590
  

3,3034 

Interface -> Intention to visit Las Vegas 0,1077 0,1057 0,0398 0,0398 2,7016 
Interface -> Sense of place 0,1955 0,1991 0,0598 0,0598

  
3,2699 

Interface -> Telepresence 0,3073
 
     

0,3090 0,0910 0,0910 3,3763 

Living in Europe or US  -> Intention to visit Las 
Vegas 

0,3783 0,3798 0,0747 0,0747 5,0621
  

Sense of place -> Intention to visit Las Vegas 0,1477 0,1401 0,1142 0,1142
  

1,2934 

Telepresence -> Intention to visit Las Vegas 0,3503 0,3430 0,0807 0,0807 4,3400 
Telepresence -> Sense of place 0,6363

  
0,6446 0,0488 0,0488 13,0284

  
 

    

The structural model  
The structural model contains the paths between the constructs, An examination of the structural 
model using Smart PLS indicates that the model explains approximately 43 percent of the variability 
in intention to visit Las Vegas there (R 2 =0.43), see figure 2. The 33-67 R 2 range can be labeled as a 
moderate level (Chin, 1998).  There seems to be a rather strong association with place of living and 
intention to visit the destination. Also, telepresence and prior visits seem to be associated with 
intention to visit Las Vegas. There is a significant path from telepresence to sense of place, but not 
from sense of place to intention to visit.  
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Figure 2 The structural model. 

 
The model indicates that the constructs and factors seem to have an effect on intention to visit the 
destination. 

Discussion 
The first hypothesis H1 stated that having visited Las Vegas before will significantly influence the 
intention to visit the destination. This hypothesis was supported in this study and the finding is in 
accordance with a number of other studies. The second hypothesis H2 stated individuals living in the 
USA will have a significantly higher intention to visit Las Vegas than individuals living in Europe. 
This hypothesis was also supported based on the data. It was a significantly higher intention to visit 
Las Vegas among the Americans vs. the European respondents. The third hypothesis stated that high 
telepresence will have a significantly stronger effect on intention to visit than low telepresence. Also 
H3 was supported. The path between interface and telepresence is positive and significant. The last 
hypothesis, H4 stated that sense of place affects the intention to visit a destination. The analysis shows 
that the path was not significant and the hypothesis was not supported.  
 
The finding, the fact that the first three hypotheses were supported is in accordance with the literature. 
However, the new factor sense of place was not associated with intention to visit. According to 
Gustafson (2001) sense of place is product of the interaction between self, environment and other the 
people. Theoretically, it is a rich concept and not necessarily easy to operationalise. Sense of place 
emphasizes what the place means to the residents living there, and also what the place means to the 
visitor and what he or she would like to do. Las Vegas is city with many casinos. It is possible that the 
image of this city is very much linked to this aspect. Las Vegas might be somewhat atypical as a city 
destination and as such not a first choice for a study on sense of place.  
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Conclusion 
For tourism marketing, new technology represents opportunities and challenges. There are many 
marketing tools and information channels available for a destination, but the “how to” is not an easy 
question. Most destinations have segments that they want to target. New media, internet and mobile 
technology is getting more and more popular among travelers. The present study demonstrates that a 
virtual environment, a 3D city model based on gaming technology can be used for a tourism marketing 
purpose. The virtual environment (VE) can create a feeling of being there i. e. in the city of Las Vegas 
and it is a factor that seems to contribute to the intention to visit the city. For the industry it is 
important to make informed decisions as opposed to jump on the band-wagon. The gaming technology 
can be used for non-gaming purposes. Simulators and learning tools are well known examples. The 3D 
virtual environment may also afford the tourism industry to lever the popularity of this new engaging 
technology. However, more research is warranted in this area. What is it that makes it engaging in a 
non-gaming context? The visual, the graphics is good, but how is the destination to be presented? Is it 
necessary to add a story, a narrative or is good graphics enough?    
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Appendix 1 Las Vegas in PGR4 
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Abstract 
Exemplarily for the EURO2008TM host city of Innsbruck (Tyrol), the paper presents a newly 
developed system for providing intelligent local-based information (ILBI)* to support visitor 
management during mega sport events. An active 868-869 MHz radio frequency identification (RFID) 
system allows for real-time localization and a rule engine matches user location and preferences, 
weather conditions, time and other parameters before customized SMS are sent (i.e. pushed) to event 
visitors. Triggered by individual movement patterns of almost 420 event visitors nearly 4,000 SMS 
were sent during the EURO2008TM. Additionally, over 12,000 tracking data were generated, thereby 
allowing the analysis of interesting movement patterns of event visitors. Finally, most frequently 
triggered, thus, most relevant event information and corresponding cross-selling potentials are 
identified.  

Keywords: Sports mega event, EURO2008TM, local-based information, push-service, active RFID 
 

Introduction   

The European Football Championship offers a unique opportunity to prototypically implement and 
evaluate innovative applications to support visitor management (Getz 2003, Chalip & McGuirty 2004, 
Bowdin et al. 2006, Berridge 2007). Especially the basic parameters at the scenes of the tournament 
make it possible to explore and evaluate new city marketing and tourist planning tools (Calsen et al. 
2001; Shone & Parry 2004; Supovitz & Goldblatt 2004, Masterman & Wood 2006, Chalip & Costa 
2006, Getz 2007). The European Union encourages innovative inter-regional initiatives in tourism and 
cultural awareness. Thus, the EURO2008TM host city Innsbruck (Austria), its impressive and close 
sporting and event sites, its cultural assets plus the innovative regional climate made it possible to set 
up an EU funded research project aiming at implementing a system to provide intelligent local-based 
information (ILBI). The aims are, firstly, to support visitor management at mega sport events through 
intelligently provided local-based information (Getz & Fairley 2004). The second aim is to design an 
adequate technological architecture to prototypically implement this information system during the 
EURO2008TM at the host city of Innsbruck. Finally, usage patterns of various visitor groups (both 
event visitors and guests at the destination) using this information system via their own mobile device 
(smart phone, PDA) are tracked and analysed.  

 

The event scene during the EURO2008TM provided the ideal setting because of cooperating 
stakeholders and an already existing technological infrastructure, the official guide of the host city, 
www.innsbruck-mobile.at (Rasinger 2009 et al.). This web-based application provides traffic and 
event-related information via pull and push (SMS) services, respectively (Höpken et al. 2006). The 
supplemental ILBI approach, however, is based on four pillars. Firstly, tourists and residents were 
equally targeted by avoiding any potential communication barriers (device independency) and 
communication costs (Höpken et al. 2008). As no user interaction is required a SMS-based push 
service was set up. Thus, secondly, three local-based information categories were provided by more 
than 1,150 SMS, namely event information (Fan Camp, Fan Area, Arena and local suppliers), 
city/culture-related information as well as coupons (shops and restaurants). Thirdly, to ensure 
intelligent information push, a rule engine was developed to match user location and preferences, 
weather conditions, time and other information parameters (Beer et al. 2007). Almost 100 previously 
defined parameters trigger the selection of SMS to be sent to event visitors. Fourthly, after evaluating 
existing positioning techniques, considering legal requirements and acceptance studies an active 868-
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869 MHz radio frequency identification (RFID) system comprising 26 passive antennas located at 
strategically relevant points within the host city of Innsbruck was chosen (Kinoshita et al. 2005, 
Krotov & Junglas 2008). Handy and stylish active RFID tags distributed to event visitors allowed for 
real-time localization and tracking (Lionel et al. 2004, Haid 2007). Retrospectively, nearly 4,000 local-
based information SMS were sent during the EURO2008TM triggered by individual movement patterns 
of almost 420 visitors acting as test users. Additionally, over 12,000 tracking data were generated. 
This allows for segment-based analyses of event visitors’ mobility and information behaviour within 
the host city of Innsbruck. More importantly, most frequently triggered, thus, most relevant event 
information can precisely be identified (Chalip & Leyns 2002).  

 

The paper is structured as follows: By focussing on the event setting, section two provides background 
information about the sports mega event EURO2008TM. Subsequently, the official information 
infrastructure offering mobile services to tourists, www.innsbruck-mobile.at, is presented (Rasinger 
et al. 2009). Section three introduces the supplemental ILBI approach by highlighting the SMS-based 
push service, the various information categories targeting the event visitors via their own mobile 
device, the rule engine as well as the RFID infrastructure. Result section four shows, first of all, 
descriptive findings related to the period during and after the mega event. Pushed location-based SMS 
belonging to various information categories, tracking data and user types (defined by demographics 
and preference profiles) are discussed. Secondly, the segment-based mobility and information 
behaviour of user-groups is sketched on the base of tracking patterns and most frequently required 
event information. Finally, hints on cross selling potentials are deduced by analysing the types of 
coupons received by event visitors over time and space. The conclusion section discusses study limits 
and future research veins. 

Event setting 

EURO2008TM  
The European Football Championship EURO2008TM is the world’s third biggest sports event. During 
the 7th and 29th of June 2008 at least 155 millions television viewers followed each of the 31 matches 
live. The event organizer, the Union of European Football Associations (UEFA), generated total 
revenues amounting at € 1.3 billions (€ 800 millions through media licences, € 280 millions through 
commercial licences, € 90 millions through tickets, and € 130 millions through corporate hospitality, 
UEFA 2008). Next to Vienna, Salzburg and Klagenfurt (AUT) as well as Geneva, Basel, Zürich and 
Bern (CH), Innsbruck was the venue for three matches of the international football tournament (at 10th, 
14th and 18th of June 2008). The Austrian (Tyrolean) host city counts about 100,000 citizens and was 
officially labelled as the ‘European Sports City 2008’ (Europäische Stadt des Sports 2008). The aim 
was to celebrate a folk festival through offering a varied event programme to national and 
international football fans but also to visitors and citizens not primarily attracted by football and the 
related mega event. In particularly, locals were strongly integrated in the event planning processes 
(Chalip & Leyns, 2002). First of all, the entertainment programme was specifically designed to suite 
differing tastes of all age groups. Secondly, already six months before the official start of the sports 
event, a total of 35,000 locals (abutters of fan-areas, students, seniors, etc.) have been thoroughly 
informed about planned measures and activities at the host city during the EURO2008TM (Chalip & 
McGuirty, 2004). For instance, the stadium was made accessible through freely guided tours and the 
various public services, such as the volunteers’ support, traffic services, emergency medical services, 
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fire brigade, police, and federal armed forces, etc. were broadly presented through media and public 
presentations (Getz & Fairley 2004). As a consequence, during the event, neither riots nor traffic 
congestions were observed. Rather, the more than 400 accredited media representatives could send 
unique images of a highly festive, happy and peaceful soccer tournament around the whole of the 
globe (Supovitz & Goldblatt 2004; Masterman & Wood 2006). In figures, during EURO2008TM the 
host city of Innsbruck attracted 440,000 international visitors and the advertising board around the 
playing field showed the city’s name on TV screen more than 7 hours. This corresponds to an 
advertising equivalent of € 90 millions (UEFA 2008).   

Mobile guide Innsbruck-mobile.at  
Ecommerce experts and market observers predict that mobile services accessed via portable devices 
(PDA, Smartphone) will be the next stage in the Internet boom (Liang & Wei 2004, Pernici 2006). 
Mobile services in tourism are especially suitable for the on-site phase where cross-selling potentials 
and active customer relationship management may be exploited (Rasinger et al. 2007; 2009). Tourists 
have access to the whole product portfolio of a destination and may interact with other user groups at 
any time and any place. In addition, destination suppliers achieve a powerful communication and 
distribution channel directed to tourists’ mobile handsets, thereby gaining knowledge about tourists’ 
information, interaction and mobility behaviour at the destination.  

The architectural framework on which Innsbruck.mobile is build up is based on mobile web-
technologies (i.e. XHTML-MP). The technology used to dynamically adapt the application to different 
devices is XML-XSLT (Höpken et al. 2006, 2008). Content data is generated in a device-independent 
XML-format (i.e. iXML) whereas XSL style sheets take care of adapting content to various device 
types (i.e. the open source project WURFL serves as basis for automatically detecting the 
characteristics of the accessing device; www.wurfl.sourceforge.net). Furthermore, in order to 
minimize the amount of transferred data images are resized on the server (on-the-fly image 
conversion). The O/R Mapper HIBERNATE (www.hibernate.org) allows easy access to databases, 
thereby reducing time of import and synchronization jobs. Finally, the recommendation functionality 
applies a recommendation strategy combining user preferences (i.e. content-based or social filtering) 
with knowledge or utility based preferences.  

The mobile guide Innsbruck.mobile supports tourists during stay by providing information on various 
destination services, such as ‘Events’, ‘Accommodations’, ‘Gastronomy’, ‘Sights’, and ‘Weather’. 
Both, a simple or an extended search service allow for actively query information. Furthermore, in 
order to receive personalized and context-sensitive information, the user can sign up for a push service 
which actively provides him/her with SMS messages relevant to the current situation. 
Recommendation dialogs support information filtering. Finally, users may both give feedback to 
services, read feedback of other users or use a location based blogging tool. In order to optimally 
support the specific requirements of the EURO2008TM, however, additional service features have been 
implemented:  The ‘Daily Programme’ chronologically lists events exclusively offered in the course of 
the EURO2008TM. A ‘Match Schedule’ provides match dates, actual team scores as well as general 
access information to reach the stadium and public viewings. Furthermore, a ‘SMS service’ actively 
informs about eventual traffic jams and the actual score immediately after each match. Finally, a pull-
based ‘traffic information service’ offers both, traffic notifications in real-time and an interactive route 
planner for public busses (‘Bus-station Live’) and trains. In the course of the EURO2008TM the 
number of distinct visits on the mobile guide stood at almost 3,200 and about 33,268 pages have been 
opened. The far most often opened services have been the ‘traffic information service’ with 14,931 
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hits (30.39%), followed by the ‘Daily Programme’ with 6,973 hits (14.19%) and the ‘Event Service’ 
with corresponding ‘city maps’ (4,493 hits) and search functions (1,278 hits), respectively.  

 

ILBI methodology 

SMS-based push service  
Computer scientists describe the seamless integration of information and physical services as well as 
the flexible configuration of physical and informational parts as the main challenges for the tourism 
industry (Ricci & Werthner, 2001). In this way, intelligent information services reduce both the 
information retrieval effort and information overload experienced by users (Höpken et al. 2006). 
Accordingly, Cheverst et al. (2002) and Beer et al. (2007) propose a push-based mobile information 
service where tourists are informed about events or places in their domain of interest based on their 
location, profile and the actual time. Thus, for the ILBI project at hand, the below sketched PUSH 
service integrated in the Innsbruck.mobile application was adopted: The PUSH service sends 
information via SMS to final users and informs about relevant events (e.g. traffic jams), tourism offers 
(e.g. events) or general circumstances (e.g. weather forecast). Concerning the relevance of information 
the push service takes into account the user profile (characteristics, preferences and usage history), the 
current context (time, location and circumstances) as well as the travel itinerary (already selected 
tourism services or activities). In order to select the right information and the right sending time the 
push service combines constraint-based reasoning and content-based or social filtering techniques 
(Ricci & Werthner, 2001). Rules define which information is of relevance in which context and which 
tourism services are combinable with an existing travel itinerary.  Message-sending is triggered by any 
contextual parameter captured by the database (e.g. weather conditions). Relevant information or 
tourism services are then filtered by making use of the recommendation techniques (e.g. social 
filtering). The push service is implemented based on a rule mechanism (Beer et al. 2007). More 
precisely, rules are defined independently of the application code, determining whether a message is 
sent to a user and which information or tourism services are of relevance. Finally, a user front-end 
enables a comfortable and flexible definition of rules where each message type is defined by an E-C-A 
rule implying that the rule editor provides wizards for each rule element (i.e. event, condition, action). 

ILBI information categories 
The central benefit for the ILBI user is generated through the adequate content provided by the locaton 
based information system. The ILBI system was launched with over 1,000 different event-, culture-, 
restaurant-, and shopping-related SMS supporting three languages, German, English and Italian. Three 
main information categories are classified as follows: 

a) Historical and cultural information 

Over 650 different SMS with historical and cultural content are provided by the information system. 
More than 50% of the content was generated manually by the ILBI project team on basis of the 
qualitatively valuable source “The Brenner-Archives”, a research institute at the University of 
Innsbruck and at the same time the Tyrolean Literary Archives. Other sources were diverse literature, 
historical books on Innsbruck, local museums and personal interviews with locals. Historical and 
cultural information SMS have the specific characteristic that they do not have an expiration date. 
These information SMS are therefore still integrated in the ILBI system. 
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b) Event related information 

Contrary to the historical and cultural information the event related information SMS have a 
predefined validity period with an explicit end. Over 400 SMS were manually generated on the basis 
of the event organizer. Typically, the organizers were the EURO2008TM host city Innsbruck, local 
institutions who provide once-only events, like concerts or other cultural events, gastronomy with 
special events and museums. The event related information SMS from 2008 are mostly, except for 
very few museum SMS, not active anymore, but new information SMS are generated on a weekly 
basis.  

c) Coupons 

The third category of information SMS are coupon templates with individual codes and a standard 
text. Only coupons with a benefit to the user, like a price reduction on products or services or a free 
gift, are sent out by the ILBI system. Around 180 different coupon SMS are provided by nearly 100 
content partners. Each coupon can be sent out 100 times without any costs for the content providers, 
for example local industry, restaurants, bars, shopping centres and event organizers. After 100 SMS 
the content provider has to pay a certain advertising fee. Similar to event related information SMS, 
coupons are only valid for a certain period of time. By contrast, however, coupons comprise an 
individual content, the code, and are limited by a maximum number of potential emissions. Each 
content provider of coupons gets an individual list of the possible codes. This secures that every 
coupon is only used once. 

ILBI RFID infrastructure 
Considering legal requirements and acceptance studies (Krotov & Junglas 2008; Kinoshita et al. 2005) 
the university decided to use an autonomous and easy to handle hardware structure based on especially 
handy and newly developed active RFID tags. The principal role of this novel information system is to 
provide useful information in a user-friendly approach using a highly innovative transmission 
technology with real-time location accuracy. Users are provided with a small active RFID tag, issued 
free of charge at various distribution points allowing non-contact, non-line-of-sight and real-time 
location and tracking within a radius of up to 200 meters.  
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Figure 1: RFID readers or info access points 

 

 

As soon as the signal emitted by the active RFID tag is captured by a reader installed at one of the so-
called 26 innfo access points on site, information, such as sightseeing or event tips, is generated on 
basis of specified parameters and is actively sent to the user’s cell-phone via SMS within short notice 
and free of charge. Each user can easily create and maintain the detailed personal profile online in 
order to then receive the most suitable information on-site. Participating users can freely decide at any 
time if they want to be tracked by the RFID system or not as an ON/OFF button is integrated in the tag 
for easy and individual activation and deactivation. There is no personal data encoded on the tag 
(Peters et al. 2009). 

 

In detail ILBI works with an active UHF RFID system (868-869 MHz) consisting of active RFID tags 
and passive RFID readers. The active RFID tags run by standard three volt button cells. If used 24 
hours a day a maximum lifetime of nearly five months can be guaranteed. RFID readers are combined 
with application processors and GSM (Global System for Mobile Communication) modems are 
responsible for the communication logic and communication via SMS with the ILBI infrastructure 
(inbound and outbound server, database server, application server and rule engine) at the University of 
Innsbruck. All relevant engineer standards are fulfilled by the system especially regarding 
electromagnetic compatibility (EMC), EN 300 220 and casing protection. 
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ILBI rule engine logic 
Instead of looking at details regarding the technical implementation the business logic is the root of the 
matter. The rule engine carries the processes of decision making which content should be pushed to 
the user via SMS. About 100 parameters are involved to select the right information for the user. 
These parameters can be structured as follows and have to be assigned to either the content provided, 
the user or in special cases to both: 

a) Information candidate 

Each information candidate has to be classified through various parameters. Besides a short title, a 
short description with a maximum of 450 characters used as the SMS content, a long description for 
the website and contact data, like address, telephone number, e-mail address and website, each 
candidate carries specific characteristics. The implemented system can handle up to three SMS per 
information candidate.  

Following parameter categories are relevant for the rule engine logic:  

Target group parameters 
The main target group parameters are gender (female, male, both), role (local, tourist, both) and age 
(under 18, 18-24, 25-29, 30-34, 35-39, 40-49, 50-59, 60-69, 70 and older).  
 
Location 
The location of an information candidate is defined by GPS-coordinates. Through the distance to the 
RFID antennas each information candidate is automatically set at zero (i.e. not relevant) or from one to 
five (low – high relevance; integers) per antenna. Depending on the location of the antennas and the 
information density, the ratio of relevance to meters is changing.  
 
Handicapped accessibility 
The information candidates are rated as either accessible or not accessible for handicapped. This 
parameter is primarily relevant to event and coupon information. Rarely this parameter is also relevant 
for historical and cultural information (e.g. access to hidden situated historical buildings). 
 
Time related parameters 
Each information candidate has a validity period with a maximum ending at the 31.12.9999. The 
relevance can be broken down to single weekdays and be set zero (not relevant) or from one to five 
(low – high relevance; integers). The system additionally allows daytime relevance settings for every 
single half an hour period of a day with the same values (zero; one to five).  
 
Weather related parameters 
In regions with a wide spectrum of weather conditions the benefit of event and coupon information for 
the user seems to be dependent on the categorization of an information candidate. Therefore, the 
implemented system asks for temperature relevance (below -10° C, -10 to 0° C, 1° C to 10° C, 11° C 
to 20° C, 21° C to 30° C, 31° C to 40°C, above 40° C), for wind relevance (less than 12 km/h, 12 - 19 
km/h, 20 - 28 km/h, 29 - 38 km/h, 39 - 49 km/h, 50 - 61 km/h, more than 61 km/h) and weather 
condition relevance (snow, thunder, foggy, rain, heavy clouds, cloudy, sunny). Each parameter can be 
set at zero (not adequate) or at one to five (marginally adequate – highly adequate). 
Information candidates interest parameters 
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The following main and subcategories are available to be valued with zero (not relevant) or one to five 
(low relevance – high relevance; integers). A maximum of eleven weighting points can be allocated to 
the subcategories. Main categories are not rated.  

Table 1: Information candidates interest parameters 

Main 
Categories 

Interesting 
Facts 

Arts and 
Culture 

Food and 
Drinks 

Shopping Sports Going Out Leisure 
Specials / 
EURO2008TM  

Category 1 Sights Expositions 
Gourmet 
Cuisine 

Fashion 
Alpine 
Sports 

Party 
Fun & 
Games 

EURO / ILBI 
Events 

Category 2 History Museum 
Regional 
Cuisine 

Beauty / 
Style 

Water Sports Jovial Nature 
EURO / ILBI 
Reminder 

Category 3 
Customs & 
Culture 

Gallery 
International 
Cuisine 

Health and 
Wellness 

Summer 
Sports 

Dancing Fauna 
EURO / ILBI 
Service 

Category 4 Regional Theatre Vegetarian 
Specialities / 
Delight 

Winter 
Sports 

Folk Music Cinema  

Category 5 Architecture Cabaret 
Snack / Fast 
Food 

Electronics / 
Technology 

Indoor 
Sports 

Pop / Rock Events  

Category 6 Art History Literature Cafe 
Exquisite / 
Luxury 

Outdoor 
Sports 

Soul / Jazz Exhibitions  

Category 7  
Classical 
Music 

Bar 
Shopping 
Centre 

Ball Games Metal / Punk   

Category 8    Small Trade 
Extreme 
Sports 

Hip Hop / 
Rap / RnB 

  

Category 9     Fitness 
Reggae / 
Dancehall 

  

Category 10      Electronic   

b) User 

In general two main types of users exist. The first type is the online user who is only able to use the 
website functionality to get local information. This user can simulate his position and his parameters 
and can that way either test the functionality of the whole system without the RFID infrastructure or 
use the system to get online access to local historical, cultural or event information, respectively 
(www.innfo.at). The second type of user has broader possibilities to get the information provided by 
the system. By carrying an activated active RFID tag the user can get local-based information as a 
push service at 26 information areas in Innsbruck. If and what kind of information the user receives 
depends on several settings particularly on his own parameters. The following parameters are defined 
by the user: 

Language 
The user can decide between German, English and Italian as his or her preferred communication 
language. 
 

Age 

Mobile telephone number 
Maximum number of SMS willing to receive 
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Each user can decide how many SMS she or he is willing to receive. The range of choice lies between 
one and ten SMS per day.  

Handicapped accessibility 
A restriction can be set by the user in respect of the willingness to get information which carries 
explicit handicapped accessible content.  
 
Gender and role 
A decision has to be made by the user to define the user’s gender (female, male) and role (local, 
tourist). 
 

User interests parameters 
Following main and subcategories are available to be valued with zero (not relevant) or one to five 
(low relevance – high relevance; integers). Weighting points can be allocated to the subcategories with 
no limitation. Main categories can be rated with the effect that all subcategories of the selected main 
category are set with the same value. This allows a fast and easy setting of interest parameters.  
 

Table 2: User interest parameters 

Main 
Categories 

Interesting 
Facts 

Arts and 
Culture 

Food and 
Drinks 

Shopping Sports Going Out Leisure 
Specials / 
EURO2008TM  

Category 1 Sights Expositions 
Gourmet 
Cuisine 

Fashion 
Alpine 
Sports 

Party 
Fun & 
Games 

EURO / ILBI 
Events 

Category 2 History Museum 
Regional 
Cuisine 

Beauty / 
Style 

Water Sports Jovial Nature 
EURO / ILBI 
Reminder 

Category 3 
Customs & 
Culture 

Gallery 
International 
Cuisine 

Health and 
Wellness 

Summer 
Sports 

Dancing Fauna 
EURO / ILBI 
Service 

Category 4 Regional Theatre Vegetarian 
Specialities / 
Delight 

Winter 
Sports 

Folk Music Cinema  

Category 5 Architecture Cabaret 
Snack / Fast 
Food 

Electronics / 
Technology 

Indoor 
Sports 

Pop / Rock Events  

Category 6 Art History Literature Cafe 
Exquisite / 
Luxury 

Outdoor 
Sports 

Soul / Jazz Exhibitions  

Category 7  
Classical 
Music 

Bar 
Shopping 
Centre 

Ball Games Metal / Punk   

Category 8    Small Trade 
Extreme 
Sports 

Hip Hop / 
Rap / RnB 

  

Category 9     Fitness 
Reggae / 
Dancehall 

  

Category 10      Electronic   
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c) Rule engine logic 

The key to secure high quality messages for the user typically depends on the functionality of the 
implemented rule engine. The logic behind that rule engine accomplishes the matching of the user and 
the information under consideration of all mentioned parameters. More precisely a matching point 
minimum has to be reached to trigger the push service. Additional rule engine parameters and the 
order of identifying the most relevant information are explained below. 

Additional rule engine parameters 
Without going to deep into the logics of the rule engine additional parameters have to be set wise to 
get reasonable results and valuable information for the users.  
 
Table 3: Settings of rule engine parameters 

Code Main and sub-parameters 
Min. weighting / 
value 

Max. weighting / 
value 

Effected code, calculation or data 

1 Weather weighting 0% 100% 
(1a + 1b + 1c) /  

(weighting 1a + weighting 1b + weighting 1c) 

1a Weather status weighting 0% 100% Weighting * candidate settings weather status 

1b Temperature weighting 0% 100% Weighting * candidate settings temperature 

1c Wind weighting 0% 100% Weighting * candidate settings wind 

2 Time weighting 0% 100% Weighting * candidate settings (weekday + time) / 2  

3 Location weighting 0% 100% Weighting * candidate settings location 

4 Category weighting 0% 100% 
Weighting * candidate settings (user interests * 
information interest) 

5 
Minimum points to trigger 
information 

0 X If not reached candidate will not be sent 

6 Message time lock 0 minutes X minutes Lock in minutes after last sent message 

7 Advertising ratio (coupons) - - Defined for each role 

7a Locals 0% 100% Maximum coupons per day 

7b Tourists 0% 100% Maximum coupons per day 

8 Additional knock out settings - - - 

8a 
Regarding handicapped 
accessibility 

True False Matching user and candidate 

8b Regarding weather  True False Matching weather and candidate 

8c Regarding daytime True  False Matching daytime and candidate 

8d Regarding weekday  True False Matching daytime and candidate 

8e Regarding age True False Matching user and candidate 

9 Randomizing range 0 X 
Highest rated candidate – Randomizing range = basis to 
find randomized candidate for user 

10 
Raising minimum points to 
trigger information  

- - - 
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10a 
Additional points after last 
information sent 

0 X  5 + 10a 

10b Reducing factor 0 X  
(5 + 10a) – ((Maximum number of SMS willing to receive 
/ 24 hours) * ((10a * hours since last sent information) / 
10b)) 

11 
Reducing minimum points to 
trigger information 

- - - 

11a 
Minimum set user parameter 
points  

0 X  Triggers 11b if set user parameter points < 11a 

11b 
Reducing factor for minimum 
points to trigger information 

0 X  5 – ((11a - set user parameter points) * 11b) 

 

Order of identifying the most valuable information candidate 

The rule engine follows the parameters set in the user profile, the information candidates and the rule 
engine parameters. A special order is executed to generate the push message. 

 
Evaluating the user:  
System checks if the identified user has already reached the daily SMS limit.  
If SMS limit is not reached yet the evaluation goes on.  
System checks if a message time lock applies.  
If no message lock is activated evaluation goes on. 
System checks if advertizing ratio is reached on a daily basis. 
If the ratio is not reached the evaluation goes on.  
 
Evaluating the information candidates: 
System checks information candidates for both validity (date) and location relevance (minimum value 
is one)  
All information candidates fulfilling these two criteria are carried over to the information candidate 
knock out check.  
System lists all previously sent information candidates to the user 
This is an additional information for simulation testing. 
 
Evaluating the information candidates knock out: 
System checks information candidates for knock out criteria 
If information was already sent the candidate is knocked out. 
If information is not valid at the actual weekday the candidate is knocked out. 
If information is not valid at the actual daytime the candidate is knocked out. 
If information is not valid under the actual wind conditions the candidate is knocked out. 
If information is not valid under the actual weather status conditions the candidate is knocked out. 
If information is not valid under the actual temperature conditions the candidate is knocked out. 
If information is not valid for the user’s age the candidate is knocked out. 
If information is not valid for the user’s gender the candidate is knocked out. 
If information is not valid for the user’s role the candidate is knocked out. 
If information is not valid for the user’s handicap-accessibility settings the candidate is knocked out. 
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Calculating the matching points for the remaining information candidates. 
Expression by using the codes of table 3:  
(1+2+3+4) / (weighting 1+weighting 2+weighting 3+weighting 4) 
Sorting the information candidates by their matching points. 
 
Calculating the matching point limit by the user and rule engine parameters. 
 
Matching the user with the relevant information candidate 
Shuffling the information candidates within the matching point range. That is the effect of the 
randomizing range value if more than one candidate is within the set range. If there are two or more 
candidates with the same amount of matching points the random generator decides which message will 
be sent to the user. 
Sorting the information candidates by their matching points. 
This is again only additional information for simulation testing. 
 
After various tests carried out before the EURO2008TM the rule engine parameters have not been 
changed during the first year of the system usage. In June 2009 statistical analysis and customer 
surveys will deliver the basis to optimize the rule engine settings.  

 

The functionality of the system including the simulation of the rule engine can be tested individually 
on the project website www.innfo.at. 
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Figure 2: The project website of innfo.at showing the simulation capability 

 

 

Empirical results  
The empirical results show the usage of the system and first consolidated findings. After a full year in 
operation the intelligent local-based information system will be analysed intensively. Meanwhile 
following results can already be presented for the period from the 7th of June 2008 until the 31st of 
December 2008.  

Descriptive results 
The descriptive results give a general overview on the master data, tracking data and information sent 
to the users. 

User 

Until the 31st of December 2008 exactly 802 users were classified as active in the system. In this case 
active means self registered or registered by the diverse distribution points, thus, linked via an active 
RFID tag. During the EURO2008TM, 417 users were active in Innsbruck. 
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Different user categories have been generated to classify and group users for future evaluations.  

 

·  Role distribution 

The users can be separated in two major roles, locals and tourists. More precisely, 326 locals and 91 
tourists used the system during the first main event after ILBI was opened for public use. Of course, 
after the event the role distribution changed in favour of the role local. 

Figure 3: User by role 

        

·  Age distribution 

Parallel to the role distribution an interesting descriptive result is the distribution of age among the 
users. None of the users during and after the sport event in 2008 were older than 60 or younger than 18 
years old although the system is allowing as young as 14 year olds to participate. The distribution 
during the EURO2008TM was more uniformly compared to the seven month period of first usage. 
During the football event more than one third of the users were older than 30 years. Looking at the 
whole period in 2008, less than one quarter of participants belonged to that group. Thus, user diversity 
during the mega event was higher. 
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Figure 4: User by age 

        

 
·  Gender distribution 

A further reasonable categorisation is the gender classification. During the EURO2008TM less than one 
third of users were females. If looking at the whole period the information system was active in 2008, 
female users’ share slightly rose above 35%. This might be an indication of the generally distribution 
of football interests by genders. Future evaluations could give a clearer answer to that hypothesis.  

 

Figure 5: User by age 

   

 

Tracking data 

The tracking data is the basis to identify movement patterns. The RFID infrastructure can provide 
important information on how user groups (i.e. female, male, locals, tourists and the identified age 
groups) move through the host city of Innsbruck. The collected data is analysed anonymously. During 
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the mega event EURO2008TM 12,084 valid tracking data was generated via SMS. After the first 
application period additional 22,787 valid tracking data was collected. All together 34,871 valid data 
sets can be used to analyse movement patterns in 2008. The data includes information on entering an 
information area and leaving an information area (RFID antenna) with a time waver of 5 minutes. The 
time waver secures that the registered RFID tag left the information area for sure. The tracking data 
carrying incoming information is a potential activator of the push service depending on the evaluation 
the rule engine executes.  

Sent out messages (“innfos”) 

As mentioned in section 4.1.2., entering an information area with an active RFID tag triggers an 
inbound SMS and initiates the rule engine. Depending on the information candidate parameters, the 
user parameters and the rule engine parameters the push service is triggered and the identified most 
valuable information is sent out to the user. During the football event exact 6,066 times the rules 
engine was provided with localisation data. As a result 3,993 messages were sent via SMS during the 
EURO2008TM. The information sent out is classified by the three information categories, namely 
historical and cultural information (2,499), event related information (1,038) and coupons (456). After 
the EURO2008TM additional 6,869 messages were pushed to the ILBI users. The proportion of event 
related information sent out noticeable decreased after the mega event. Although general user activity 
slowed down, still 4643 historical and cultural information, 1,355 event-related information and 871 
coupons were sent out. That sums up to a total of 10,862 user unique messages created and actively 
pushed by the ILBI system in 2008. Worth mentioning is also the activity change through the two 
main periods. During the mega event around 180 messages a day were triggered. After the mega event 
the daily average fell to 48 messages a day.  

In 2008 a totality of 17,983 incoming localizing information was registered by the ILBI system. Over 
60% of these data sets resulted in a positive evaluation through the rule engine. 7,121 times the rule 
engine logic prevented an automatic outbound of messages because not all rule engine parameters 
were fulfilled. The analysed data also shows clear differences between the two major periods, during 
(65.83%) and after the event (57.64%). Typically an explanation can be found in the set parameters of 
the rule engine (i.e. knock out factors). Also relevant is the fact that the more messages a user has 
already received less potential future candidates are available for a defined and not changed user 
profile. 
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Figure 6: Messages sent 

 

 

 

Role-based mobility behaviour 
In order to indentify the major walking routes through the host city of Innsbruck in dependency of the 
user role, tracking data is analysed. First of all, a closer look at general data where users were located 
during and after the EURO2008TM is given. At this point it is inconsiderable if, in consequence of 
incoming information, an outbound message was triggered. The relevant and only the fully functional 
RFID antennas were considered. Until December 31st 2008 17,983 data sets with incoming 
information were collected at selected locations.  

Figure 5 shows the location-based RFID infrastructure in Innsbruck and following table the 
distribution of the valid incoming location information.  

Table 4: Valid incoming location information 

 RFID antenna - location EURO2008TM After EURO2008TM Sum 

1 Altes Landhaus 189 518 707 

2 Altstadt 437 980 1417 

3 Basilika Wilten 114 273 387 

4 Bergiselstadion (until October 2009) 94 2 96 

5 Boznerplatz 144 125 269 

6 Burggraben 17 887 904 
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7 Busterminal 238 490 728 

8 Franziskanerplatz 340 1659 1999 

9 Herrengasse 124 414 538 

10 Hungerburgbahn Bergstation 6 2 8 

11 University Campus 991 854 1845 

12 Ing.-Etzelstrasse 273 60 333 

13 Innbrücke 909 1076 1985 

14 Kapuzinergasse 369 303 672 

15 Maria-Theresienstrasse 366 443 809 

16 Museumstrasse 213 616 829 

17 Olympiabruecke 12 27 39 

18 Rennplatz 719 1437 2156 

19 Rennweg 144 170 314 

20 Kaiserjägerstrasse (until October 2009) 174 33 207 

21 Tivoli-Stadion (until October 2009) 9 7 16 

22 Triumphpforte 14 50 64 

23 Universitätskreuzung 170 517 687 

24 Wiltener Platzl (since September 2009) 0 331 331 

25 Mobile_innfo (changing) 0 490 490 

26 Mobile_innfo_2 (changing) 0 153 153 

 All locations (valid incoming) 6066 11917 17983 

 

To get a better overview the following histogram shows an easy to compare data presentation. 
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Figure 7: Valid incoming location information 

 

 

The user role is the central classification of a user within the ILBI system. Per definition, a tourist is 
spending less time in Innsbruck than a local user. Therefore, it is self-explanatory, especially regarding 
the user role distribution showed in section 4.1.1., that with the accumulated system operating time 
tourists are not as often tracked as locals. The data clearly reflects the assumed effect. During the 
EURO2008TM tourist (21.82%) generated 12.90% of the valid tracking data. However, during the 
whole system operating time in 2008 only 7.37% of the data can be assigned to the user role tourist.  

The host city of Innsbruck organized a special football fan zone for the EURO2008TM with video 
walls, bars, restaurant, music concerts stages and other event related services. The most relevant RFID 
antennas in this zone where “Altes Landhaus” and “Maria-Theresienstrasse”. Both are situated close to 
the central historical town. Interestingly, in this zone an appreciable higher rate of tourist triggered 
data was collected. The same phenomenon was observed at the alps-wide biggest public viewing event 
area at the ski jumping arena “Bergiselstadium”. A significant higher tourist quota can also be seen at 
RFID antenna “Rennweg” which is situated between the river Inn and the “Court Gardens” (36.11%). 
After the EURO2008TM, consequently without the city’s fan zone, only “Rennweg” still generated a 
significant higher tourist quota. It seems that compared to tourists, locals do not use the riverside walk 
and do not take the pedestrian bridge which is right at the RFID antenna.  

After looking at the data the paper gives an idea of future analysis. For this aim, personal movement 
patterns of event visitors are exemplarily shown within the historic town of Innsbruck: 
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Figure 8: Area to analyse movement patterns 

 

 

For the below evaluation of movement patterns, tracking data of the EURO2008TM is used. The idea is 
to find out which way a tourist or local is likely to take if located at the “Golden Roof” and leaving the 
historical town. Therefore, 437 unique cases (385 locals, 52 tourists) were evaluated. In total, 399 
unique movements (i.e. 349 locals, 50 tourists) were clearly identifiable. Results from this movement 
evaluation are shown as follows: 
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Figure 9: Analysed movement patterns 

 

 

The results impressively show that the majority of tourists leave the historical town through the 
“Hofgasse” and, thus, are passing RFID antenna 18 (i.e. “Rennplatz”).  

Cross selling potentials 
The world wide unique information system in Innsbruck is mainly financed through the INTERREG 
IV A Bavaria-Austria project “intelligent local-based information” until December 31st 2010. Since the 
project goal is not only to develop innovative technologies, processes and cross-border information 
systems but also to conduct a business study to potentially secure further usages, the project team 
heavily involves the local industry, commerce and service providers, respectively. So far, especially 
shops and gastronomy participated by using the system to promote special offers and conditions for 
ILBI users. Every partner gets the first 500 messages with a clear benefit for the user (e.g. coupons) 
sent out for free. After the first 500 sent coupons the content partner pays a reasonable price per 
message. Generated revenues are used to cover the locating costs. During operation time in 2008 1,327 
coupons were sent to users. 9.34% of the coupons were sent to tourists which is a higher quota than for 
the historical and cultural (7.46%) and event (8.69%) related information messages. Every coupon has 
a distinct coupon number known by the coupon partners and the receiver. After evaluating 
anonymously the used coupons by interviewing the coupon partners it was found out that at least 148 
coupons where converted. That means that about 11.15% of all coupons sent to users fulfilled their 
commercial purpose. It is, however, not known how many users were stimulated to consume at the 
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coupon partner without using the coupon, for example through buying a different product or utilising  
a service not affected by the coupon.  

Conclusion and outlook  
The study shows that an innovative information system with a modern and autonomous infrastructure 
can help personalize mega sport events and additionally collect information on the movement patterns 
of participating user groups. Through the specific architecture and business logic of the rule engine 
valuable information can be generated and pushed to the users (e.g. event visitors). Especially the 
fulfilment of privacy regulations can be optimized by an autonomous system like ILBI. To conclude, 
the most important study findings are: 

·  Mega Sports Events can be effectively personalized by adequate business logics and 
technology. 

·  Compared to locals, tourists show significantly different movement patterns. 
·  Intelligently provided local-based information seems to have an effect on consumers’ buying 

behavior. 

Below, some limitations of the study are quoted: Firstly, although the 26 antennas of the active radio 
frequency identification (RFID) system were located at strategically relevant points within the host 
city of Innsbruck, only isolated squares of acreages ranging between 400m² and 7,000m² were 
covered. Thus, no area-wide coverage was realised. Similarly, at the destination supplier side only a 
selected set of highly interested firms voluntarily participated at the study. Therefore, the results have 
rather exploratory then representative character. Thirdly, also the sample of final-users may eventually 
be biased as participating test-users are characterized as predominantly technology affine individuals, 
thus, immediately accepting to carry around the previously submitted RFID chip. Fourthly, in order to 
increase the analytical power to analyse user-generated tracking data in the future, data mining 
methods are highly recommended. Data Mining is defined as the process of discovering meaningful 
new correlations, patterns and trends by sifting through large amounts of data stored in repositories 
using pattern recognition techniques as well as statistical and mathematical techniques (Larose 2005). 
Typical mining tasks are prediction, classification, clustering and association. Most prominent mining 
techniques are neural networks, decision trees, k-means clustering and market basket analyses through 
association rules. Finally, for the purpose to get most reliable information on guidance methods for 
visitor management at mega events a quasi-experimental study design is recommended to measure the 
effects of particular information SMS on movement patterns and buying behaviour of event visitors 
(Box et al. 2005). For example, to improve the evaluation of coupon effects additional observations of 
the coupon partners’ entrance door with specific RFID infrastructure could be favourable. 
Experimental designs are characterized by the fact that there is a definition and control of the 
independent variables before putting them into the marketplace, trying out different kinds of stimuli on 
customers rather than observing them as they have naturally occurred.  
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Abstract 
This study explores the social worlds and consumer behaviors of endurance athletes and competitive 
ice climbers as serious sport tourists. Serious leisure is the systematic pursuit of a core activity so 
substantial, interesting, and fulfilling that participants launch themselves on a leisure “career” to 
acquire and express a combination of special skills, knowledge, and experiences (Stebbins, 2006). 
Those who travel in pursuit of serious leisure sport experiences are serious sport tourists. One quality 
of serious leisure is the unique ethos and social world for its participants. Findings from in-depth 
interviews with subjects reveal that endurance athletes are less social but tend to be more 
conspicuously consumptive than climbers. Climbers value camaraderie, environmental ethics, and are 
not high-end tourists as they are conditioned to no or low cost accommodations. Implications of study 
findings and recommendations for future research are discussed. 

 

Introduction 
Serious leisure is the “systematic pursuit of an amateur, hobbyist, or volunteer core activity that people 
find so substantial, interesting, and fulfilling that, in the typical case, they launch themselves on a 
leisure career centered on acquiring and expressing a combination of its special skills, knowledge, and 
experience” (Stebbins, 2006). Serious leisure participants distinguish themselves by the: 1) need to 
persevere at the activity, 2) availability of a leisure career, 3) need to put in effort to gain skill and 
knowledge, 4) realization of various special benefits, 5) unique ethos and social world, and 6) an 
attractive personal and social identity (Stebbins, 2006). Considerable time, effort, and financial 
investments are made on one’s chosen leisure pursuit, and without financial compensation. The 
rewards include “fulfilling one’s human potential, expressing one’s skills and knowledge, having 
cherished experiences, and developing a valued identity.”  
Many who are serious about leisure are competitors in nonprofessional sports, as Shipway and Jones 
(2007) found among distance runners. They operationalize "serious sport tourism” as travel to pursue 
one’s serious leisure-sport interests.” Green and Jones (2005) suggest that sport tourism can provide 
serious leisure participants with (1) a way to construct and/or confirm one's leisure identity, (2) a time 
and place to interact with others sharing the ethos of the activity, (3) a time and place to parade and 
celebrate a valued social identity, (4) a way to further one's leisure 'career', and (5) a way to signal 
one's career stage.  
 
Serious sport tourists take sport participation to another level. They are focused and highly committed 
to experiencing their sport to the fullest, wherever that may be. Serious sport tourists demonstrate such 
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a strong commitment to sport participation that to the less committed, boarders on obsession. For 
example, elite gymnasts and their families sacrifice normalcy for specialized and intense training, 
often with high social, psychological and financial costs. Though mere children, the rigors of daily 
training and diet at specialized facilities away from home and friends can make sport a work-like 
obligation. Serious youth sport tourists are often accompanied to competitive events by their serious 
parents. They spend more money on sport-related goods and services, travel more frequently, and stay 
longer and spend more per night than other tourists (Getz, 2008; Scott & Turco, 2007). Destination 
marketers have purposely targeted youth sport participants because of the relatively larger entourage 
(and anticipated consumer spending) that accompanies them. 
 

Purpose 
This paper examines two types of serious sport tourists, serious sport participants and serious sport 
spectators. Endurance athletes as serious sport tourists are analyzed from extensive literature reviews 
and interviews to reveal insights into their social worlds. Further, interviews and survey data from 
competitive climbers shed light on the importance of the sport in their lives and the extent to which 
they will go to pursue their sport passion. Further, data obtained from surveys at the Little League 
Baseball World Series (n=341) and 2007 Cricket World Cup (n=394) identify the consumer behaviors 
of spectators with friends and relatives competing in the event. 
 

Theory/Issues 
Most serious sport tourists are not elite athletes; the vast majority are amateurs. The 50-States 
Marathon Club is comprised of amateur runners who have completed a marathon in each state in the 
U.S. Besides the serious time, financial and physical demands to run a marathon, the added travel and 
accommodations costs to run in every state demonstrates the high level of commitment these athletes 
have toward their chosen endeavor.  
Running means money – at least for cities hosting major marathons. A study of the Fourth Annual P.F. 
Chang’s Rock n’ Roll Arizona Marathon & ½ Marathon by Northern Arizona University reported that 
the 34,000 runners registered for the 2007 race generated $44 million to the state’s economy and more 
than $2 million in tax revenues. Over half the runners were from out-of-state, placing demands on area 
hotels, eating and drinking establishments, and retail shops in Tempe, Phoenix and Scottsdale, the race 
co-hosts. The top five states of origin for out-of-state runners were California, Illinois, Colorado, 
Wisconsin, and Washington (www.runnersworld.com). Despite a recession in 2008, North American-
based companies spent an estimated $84 million to sponsor marathons, triathlons, 10Ks and other 
running events, up 8.4 percent from $77.5 million in 2007, according to the International Events 
Group (www.sponsorship.com). Running may be one of the few recession-proof leisure activities; 
other than a pair of shoes one need not spend money to participate, unless electing to race. 
A marathon is too short for some sport enthusiasts; ultra-marathoners run twice the distance or more. 
Ultra runners value space and find that there are too many people at big city marathons for their liking 
i.e. the real Berlin Marathon boasts over 45,000 participants. The Badwater Ultramarathon is 
recognized globally as "the world's toughest foot race." The event pits up to 90 athletes against one 
another in extreme environmental conditions; covering 135 miles (217km) non-stop from Death 
Valley to Mt. Whitney, California in temperatures up to 130F (55c). One obviously does not wake up 
in the morning and decide to run the Badwater; it requires years of serious, dedicated endurance 
training. 
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For many serious sport participants, one event is not enough. The demand for multi-sport events 
including duathlons (run, bike, run), triathlons (swim, bike, run) and adventure races is considerable. 
There are over 400 USA Triathlon-sanctioned clubs in the U.S., and the largest triathlons in the U.S. 
attract over 5,000 competitors. Sanctioned events range from sprint, Olympic, half-Ironman and 
Ironman distances. In the sport of triathlon, the most recognizable and prestigious is the Ironman 
Triathlon. The physical demands to prepare for and compete in an Ironman imply a serious 
commitment to sport. To earn the title of Ironman finisher, one must first swim 2.4 miles, cycle 112 
miles and then run a marathon (26.2 miles). Most of the 22 official Ironman races held worldwide 
have a capacity of 2000 entrants, with some accepting up to 2500 athletes. Consumer demand is so 
high for Ironman events that entries will sell out on the first day of open registration. Countries hosting 
Ironman events in 2008 included Australia, Brasil, China, Germany, Japan, Malaysia, South Africa, 
Spain, New Zealand, U.K. and U.S. The sport’s consumer profile is a marketer’s dream: young, 
educated, affluent, and brand conscious. A high-end triathlon bicycle costs up to € 10 000; add € 500 
for cycling and running shoes, race helmet (€ 200), wetsuit and goggles (€ 600), entry fee (€ 400 for 
the 2008 Ironman Austria), and scores of accessories (i.e., bicycle rack for the car, sunglasses, cycling 
gloves, spare bicycle tire and tube, water bottle, sports drink, running hat, socks, etc), and the 
significance of a triathlete’s financial investment in the sport becomes evident. A 2008 survey of 
Triathlete Magazine readers found that 70% had taken a domestic trip, and 19% a foreign trip in the 
last 12 months specifically to participate in a triathlon (www.triathlete.com). Most triathletes 
competed in five races annually. They are primarily male (76%), married (74%), with children age 17 
or younger (51%), and have a median household income of $US 133,200.  
Local merchants expecting a big boost in retail or dining sales from hosting racers may be 
disappointed. Endurance sport participants conserve their spending (and energy) before the big race, 
and afterwards most are too spent physically to spend money locally. Event marketers recognizing this 
pattern of consumer behaviour typically stage a race expo where athletes must pick up their entry 
packets and can shop at sponsor booths a day or two before the race.  Many hoteliers in host cities 
require guests to stay a minimum of two nights during race weekends. 
Distance runners are common subjects for serious sport researchers because of the time commitment 
necessary to successfully participate in the sport (Funk, Toohey & Bruun, 2007; Wheaton, 2000; Yair, 
1990). McGehee, Yoon, and Cardenas (2003) studied involvement with running among members of a 
running club and found that highly involved runners participated in more events, both home and away 
from home. Higher involvement also correlated with more particular information searching for 
running and events. Funk, et al. (2007) revealed that motivation to participate in an international sport 
event (Gold Coast Marathon) arises from prior sport involvement, image of the host city, and 
perceived travel benefits i.e., escape, social interaction, prestige, culture experience, etc.  
Shipway and Jones (2008) explored the experiences of 'serious' participants travelling to take part in 
the 2007 Flora London Marathon using an ethnographic research design. Data collection commenced 
four months prior to the Marathon and involved monitoring the experiences of participants, and semi-
structured interviews with participants in the two-week period after the event. Analysis revealed that 
participants strongly identified with the activity of running, heightened by the travel experiences 
surrounding the marathon event. Several consequences of this sense of identification emerged 
including the unique ethos, language and behaviors of participants, the need for significant personal 
effort to complete the event, the perseverance of participants in the activity, both in terms of training 
and competing, the lasting benefits obtained by the runners through participation, and the 'career 
structure' associated with distance running. Participants also followed behaviors prescribed by a 
particular prototype associated with the running subculture, resulting in homogeneity of dress, 
behavior and values amongst the group. For new members of the running subculture, looking the part 
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of an avid runner may be important to fit in, particularly if they are novices or less talented runners. 
Wearing running gear (even when not running) communicates a serious commitment to the sport and 
helps form the basis for their personal and communal identity. The fleetest runners, however, are 
immediately accepted by the running community, regardless of what they wear. 
 

Cause-related sport tourists 
Participants in the Leukemia and Lymphoma Society’s Team in Training (TNT) program demonstrate 
a serious commitment to sport and the organization’s cause. Since 1988, more than 340,000 volunteer 
participants have helped raise over US$800 million for the Leukemia & Lymphoma Society through 
Team in Training.  
TNT has chapters in population centers across the U.S. and provides training to run or walk a full 
marathon or half marathon or participate in a triathlon, or a century (100-mile) bike ride. Team 
members raise funds to help support the Leukemia & Lymphoma Society in exchange for a life 
changing experience, certified coaches, training clinics (specific sports, equipment, nutrition, 
stretching), personal fundraising Web site, support from staff and teammates, a fundraising mentor, 
event fees, and lodging and airfare to more than 60 accredited events in the US and abroad. The 
Society uses 74 cents of every dollar raised for cancer programs, funding research to find cures to 
leukemia, Hodgkin's and non-Hodgkin's lymphomas, and myeloma. 
In 2008, the year of their twentieth anniversary, TNT trained more than 30,000 runners, walkers, 
cyclists, triathletes and skiers who participated in major marathons, triathlons, century rides and cross-
country ski races all over the world. A day or two before a TNT event, volunteers usually travel 
together on a plane to a specific destination. The night before an event such as a marathon or a half-
marathon the volunteers celebrate with a pasta party to recognize "honored teammates" and 
individuals who have raised large amounts of money for the Leukemia and Lymphoma Society. Some 
sites of events in which TNT participates include San Diego (Rock and Roll marathon and half-
marathon), Orlando, Florida (Disney marathon and half-marathon), Austin, Texas (Capital of Texas 
Triathlon - Olympic Distance), Dublin Marathon, Lake Tahoe, Nevada (America's Most Beautiful 
Bike Ride), Tucson, Arizona (El Tour de Tucson century ride), and Anchorage, Alaska (Tour of 
Anchorage cross country ski marathon and the Mayor’s Midnight Sun running marathon and half-
marathon). From a research standpoint, does the sport make the participant serious or the cause they 
are running for - or both? 

Methods/Procedures 
Telephone and in-person interviews with 12 marathon runners from Pennsylvania and Illinois were 
conducted in November 2008. Data from in-depth interviews with 45 of the 52 total participants in the 
2009 Ice Climbing World Cup Finals in Busteni, Romania 7 February 2009 were also analyzed 
(Turco, Dinu & Goicea, 2009). Questions included direct spend in Busteni, length of stay, visitor 
group composition, etc., modified from Scott and Turco (2007). A second survey was conducted two 
weeks after the competition to determine when participants began climbing, prior sport participation, 
social benefits of climbing, self-identification as a serious climber, travel behaviors, etc. Competitors 
represented national climbing associations from Bulgaria, Italy, France, Korea, Romania, Russia, 
Spain, Ukraine, United Kingdom, and the United States. Markus Bendler, Austria and Maria 
Tomokolonova, Russia, were the overall Men’s and Women’s World Cup Champions, respectively. 
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Results 
Ten of 12 marathoners were members of a local running club and participated in occasional club 
training runs and races. Most subjects trained alone but three occasionally ran with other runners. 
Though scholastic running teams compete against one another most perceive the sport as an individual 
pursuit. Runner A stated that running alone is convenient and permits contemplation: My schedule is 
such that I must run early in the morning on some days and in the evening on others, making it 
difficult to arrange runs with others. I like running by myself. I can think about what I need to do for 
work. Sometimes I even think about my running while running! Subjects had been running marathons 
for an average of eleven years, and participated in an average of nine races per year; two of which 
were marathons. Two subjects were pursuing entry into the 50 States Marathon Club. Runners seemed 
willing to spend a great deal of money on shoes and gear even if it meant foregoing purchases of other 
goods and services. All wore running clothes as casual wear when not running. Eight of 12 
marathoners had spouses, partners, or significant others who were not runners. Three subjects ran in 
high school or college. Most started running competitively as adults. Only two subjects had a parent 
who ran; four had children who ran competitively. Runner B added: I used to run with my son in a 
Baby-Jogger. Now he can run with me…except I go out too early in the morning for his liking. Runner 
C commented about how seeing other runners made him feel: I’m jealous when I see another runner 
and I’ve yet to have my run. It makes me want to get going. Several runners purchased or received 
running books and magazines in the past 12 months. Most had received running-related gifts from 
others during the year. I always get running socks in my Christmas stocking, added Subject D. Nearly 
all subjects considered themselves to be serious runners. Stated Subject B: I don’t golf, work on cars, 
or garden. I run.  
Climbers stayed an average of 4.5 days in Busteni for the World Cup Ice Climbing Finals. Their 
average spend in Busteni was € 69.02 for lodging, € 53.54 shopping, € 72.50 for eating and drinking, € 
28.18 for entertainment, and € 91.82 for other goods and services for a total spend of € 315.06. In 
aggregate, climbers spent an estimated € 16 383 in Busteni. Spend per day averaged € 70.01. Eighty-
four percent of respondents had competed in the World Cup before the 2009 event in Busteni; 68.9% 
had previously visited Romania. Forty-two percent of the subjects had family and/or close friends 
travel to Busteni to watch them compete. 
Most competitors in the 2009 Ice Climbing World Cup started climbing in their early twenties after 
participating in other sports e.g. football (soccer), gymnastics, equestrian. Most find climbing more 
physically challenging and rewarding than the other sports. Many were socialized into climbing from 
their parents and have spouses and siblings who also climb. All have acquired close friends through 
climbing.  
Climber A recalled her early years in climbing: My first climbing competition was a provincial 
competition in South Tyrol (Italy) in 1999. I was 12 years old. Climbing is something natural to me. 
When I was a child I climbed on trees or anything else I could find. In climbing, I like to be outside in 
nature and the possibility to travel around, to see new countries, and meet new people. I think I am a 
quite ambitious person and I like it to confront myself with others and to give my best during a 
competition. I also like the competitions because they offer the possibility to meet a lot of friends. 
Competitor B added: First of all, I have been climbing since I was very young. For me it's a way to 
live. I need that. I love the effort it demands me: strength, elasticity and mental  
Why do you climb? Competitor C stated: 
I like this sport. I like the adrenaline that I gain from it….and my friends that came from climbing. I 
like the places I have been because of the climbing. I like to check my level with other climbers at the 
competitions and on the rocks. I like to feel the way I feel when climbing a rock! 
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Asked why she competes in climbing events, Climber A responded: I think I am quite an ambitious 
person. I like it to confront myself with others and to give my best during competition. I also like the 
competitions because they offer the possibility to see and meet friends.  
Climber D adds, It is not only about the competitions - it is about the fun, about the beautiful places, 
about the relationships with my friends! Competitor E describes her immersion in the sport. I am 
completely fascinated by this sport. For me it is an extension of my life. Varley (2006) asserts that 
adventure sports provide a break-away from society’s prescribed norms, and several climbers 
commented to that effect. Competitor F stated, I love the spirit of climbing in nature. For me it’s the 
way to live. I need that. 
 

Conclusion 
Results from this study reveal a glimpse into the social worlds of endurance athletes and climbers as 
serious participatory sport tourists. Included in this investigation are the local spend by competitors as 
partial impacts of sport participants’ overall effects on host economies, in the latter case, Busteni, 
Romania. Mountain climbers are not high-end tourists. They are conditioned to no or low cost 
accommodations, typically sleeping in tents, sleeping bags, mountain cabanas or low cost hotels, 
dormitories or hostels. Their economic impacts on the host community are therefore minimal. World 
Cup ice climbing competitors, though not significant spenders, do serve an important role in the sport 
tourism system, attracting spectators (and their spending) to the destination, visitors who would not 
otherwise visit. In this regard, sport competitors can be valuable assets worthy of investment for a host 
community.  
One need not be an athlete to be a serious sport tourist.  Serious sport tourists also include spectators 
who follow their favorite team to attend away matches. In some cases, visiting sport event tourists 
outnumber (and out-cheer) home fans, negating the “home field advantage.”  Consider the legions of 
Manchester United fans that travel throughout the season to watch their team compete in person. Tour 
operations have been established on the club’s website providing sport travel packages for its many 
serious sport fans. When ManU qualified for the May 2008 Champions League finals in Moscow, the 
club was allocated 21,000 tickets, most costing either £67 or £117. Add a £95 visa charge and 
accommodation costs in one of the most expensive cities in the world, and financing the final football 
expedition easily topped £1,000 per person.  
What drives the football fan to religiously follow his favorite team? Adopting a social identity 
perspective, Jones (2000) identified four compensatory behaviors - in-group favoritism, out-group 
derogation, unrealistic optimism, and voice - in ensuring continued participation in football fandom. 
His model of serious leisure participation based upon these behaviors explains why engagement in 
such an activity is maintained. 
Serious sport fans who travel to watch relatives and/or friends participate in sport events are termed 
WFRs (Watching Friends and Relatives). Scott and Turco (2007) found WFRs spend significantly 
more time and money in the sport city than other spectator groups. At the Little League World Series, 
the pinnacle of athletic achievement for 12-year old boys, player association makes a difference in 
terms of sport tourist spending, length of stay, and game attendance.  Spectators with a player 
association spent nearly three times as much, mostly in travel, lodging, souvenirs and other.  Some 
background on the event is needed to contextualize the research findings. Most teams qualify for the 
Little League World Series a week or two beforehand so expenditures are often made at the last 
minute, without the benefit of advance purchase discounts.  It was surmised that for some visitors in 
this category, watching a friend or relative in the Little League World Series was a once in a lifetime 
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experience, and they were willing to spend money on the event accordingly. They may have realized 
that they should experience all the Little League World Series has to offer, including attending most 
games, purchasing souvenirs, staying the whole time their child plays in the World Series, and eating 
out instead of budget meals.  A comparison of consumer behaviors among domestic and international 
WFRs and other tourists at the Little League World Series is provided in Table 1.  
The Little League World Series is the pinnacle of athletic competition for 11 and 12 year old baseball 
players, and family and friends of the participants who attended the event spent at significantly higher 
levels than other visitors. This finding is consistent with what Tang and Turco (2001) concluded about 
sport spectators, whose spending levels corresponded to their perceptions of the event’s prestige. Fans 
who assigned more prestige to the event spent more than those who perceived the event as less 
prestigious.   
Whether one endorses or opposes the practice of 12 year olds competing for sport supremacy, such 
championships exist and are widely popular. For parents living vicariously through their children’s 
competitive sport participation, any price will seemingly be paid to see them excel, occasionally 
pushing beyond reasonable limits. WFRs may be similar to other ‘fanatics’ who assign great self-
importance to their chosen pursuit, be it cricket, baseball card collecting, NASCAR, or Star Trek. 
Leisure fanatics have the propensity to travel great distances, collect souvenirs, autographs, 
memorabilia, and other collectors’ items with vigor (Mackellar, 2006). 
 
Table 1. Characteristics of WFR and other tourists at the 2005 Little League World Series 

 
      Domestic     Domestic 
WFR Sport Tourist  Sport Tourist  

Travel party                  3 persons   4 persons 
Sessions attended           6 sessions   4 sessions 
Length of stay                7 nights   3 nights 
Spending                $2,337; $1,215 for travel  $668; $175 for travel 
 
                       International                                                   International 

WFR Sport Tourist                         Sport Tourist 
Travel party:   4 persons   2 persons 
Sessions attended:  9 sessions   6 sessions 
Length of stay:  11 nights   7 nights 
Spending:  $4,550; $1,600 for travel  $3,200; $700 for travel 
Source: Scott, A.K.S. & Turco, D. M. (2007). VFRs as a segment of the sport event tourist 
market. Journal of Sport and Tourism, 12(1), 41-52. 

 
 Turco and Ally (2009) found that 12.8% of spectators at the 2007 Cricket World Cup had a 
friend or relative participating in the event. Spectators associated with traveled in larger visitor groups 
(3.51 to 2.93 visitors) and stayed more nights than other spectators (9.5 to 7.6 nights). WFRs spent 
considerable more money in the host economy than other spectators for retail shopping, lodging, 
transportation and items at the stadium (Table 2).  
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Table 2. 2007 Cricket World Cup WFR market comparison 
________________________________________________________________________ 
 
Relative or friend participating in 2007 Cricket World Cup? 
 
    Yes      No 
Visitor group size    3.51     2.93 
Length of stay    9.55     7.62 
Spending:^ 
 Lodging $US   4179 $US   1626 
 Retail shopping     732      380 
 Food/beverage   1846      810 
 Local transportation     749      326 
 Stadium items     448      226 
 Round-trip transportation   5057    2311 
 Other     597      397 
 
^ Expressed as mean visitor group spending total by category 
________________________________________________________________________ 
 

As WFRs travel more frequently to attend competitions, they adjust their spending behaviors. 
Turco (1997) noted that parents of young athletes who frequently traveled to competitions became 
adept at cost saving strategies thereby minimizing the impacts of the host economy. Ride sharing, 
bringing prepared meals and snacks, and taking motor homes or camper trailers are among the 
practices used by parents who travel with their young athletes to competitions. While Scott and Turco 
found no difference in spending among repeat and first time visitors with player association, further 
research is warranted. Repeat participation in the Little League World Series is rare for most athletes. 
Similar to the consumer behaviors of repeat visitors, it is anticipated that per trip spending by WFRs 
would diminish as they attend more sporting events in which their friends and relatives participate. 
Preliminary research on WFRs at the World Cup Ice Climbing Championships in Busteni indicate that 
they are as frugal as the friends and relatives they came to watch.  Local spend was on average 60% 
less than tourists without a close association to competitors. 
Should destination marketers and event promoters seek to lure serious sport tourists to their cities? 
From an economic benefit perspective, it would appear the answer is yes, though some athletes are 
peculiar with their spending habits surrounding competition. Marathon runners will conserve their 
energy before a race and are often too tired to shop following the event. Besides a high carbohydrate 
meal before the race (typically a pasta dinner), they will abstain from expensive gourmet meals. WFRs 
at marathons and other endurance events are free to spend liberally and eat as they see fit but may 
restrict their shopping and food indulgences out of respect for their travel companions who are 
competing.  
This paper has devoted attention to endurance athletes and ice climbers as serious participatory sport 
tourists. The nature and physical demands of endurance sports necessitate a serious commitment of 
time, energy, and finances to successfully participate. To what extent are the commitments, levels of 
involvement, and behaviours of other serious sport participants similar/different from endurance sport 
participants? Gillespie, Leffler, and Lerner (2002, 301) observed the social world of dog sport owners 
(primarily women) and wrote: 
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“…we find that the boundaries between real and alternative public social worlds blur, 
harden, or grow more permeable in the everyday life of a passionate hobbyist. Some 
ordinarily unquestioned antonyms of real world experience, such as work and leisure, 
family and non-family, masculine and feminine, fun and not-fun take on new 
meanings as leisure identities become central in (participants’) lives.” 
 

Serious endurance athletes adhere to strict training, dietary and sleep requirements. For family and 
friends not participating in the sport, these requirements may seem extreme, costly, and detrimental to 
family cohesion. To avoid disrupting family schedules while preparing for triathlons, the author would 
drive to the local natatorium at 3:00 a.m., run 20 kilometers, return to swim 3k, and be home before 
his children woke up for breakfast.  
McCarville (2007) questioned whether those not participating in serious sport would be excluded from 
the social worlds of their significant others. For example, how comfortable would overweight non-
athletes be around hundreds of lean triathletes? Conversely, how comfortable would serious endurance 
athletes be around overweight and out-of-shape non-athletes? At what point does serious sport 
participation (and sport tourism) become an obsession? Serious sport participation may lead to serious 
problems i.e., over-training, injuries, eating disorders, neglecting professional and personal 
obligations, etc. Endurance events take their toll on one’s body and injuries may ultimately halt sport 
participation. What happens to those who can no longer compete in ultras, marathons, and triathlons 
due to injury? Are they removed from these social worlds and if so with what consequences? The 
above questions about serious sport tourists are offered as potential areas for future research.  
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Introduction 
Public events have become an important part of the modern tourism industry. Public events are held 
for very di-verse reasons, they are usually inspired by tradition or the desire to celebrate something, 
driven by the needs of the local economy or motivated by the simple desire for financial gain. There is 
usually no single motivating factor, and there are numerous interested parties involved, whose 
interests may radically differ. 

In order to investigate the meaning of public events and to assess their impact, we need to know the 
reasons for which public events are organised, the composition and number of visitors, and their target 
audiences. The origin of visitors, or their geographical background, is one important piece of 
information regarding the target audience. Some public events are very local, whereas others have a 
very extensive area, i.e. global events. Depending on their background and type, public events have 
different meanings and different marketing strategies. In order to develop a good marketing strategy, 
one must know about the background of the public event and also about tradi-tional visitor-specific 
parameters (the number of visitors, time spent in the area, the actual meaning of the event etc.). 
Knowledge of the background makes it possible to market events more successfully. 

The aim of this study is to formulate principles of marketing strategy for public events that is 
based on parameters characterising the geographical background, using the specific example of 
an Estonian agricultural fair.  In order to evaluate the event’s geographical background, we have 
used the novel method of mobile positioning (Ahas et al 2008), wherein we cull statistical data 
regarding the visitors’ origin and the length of their stay in the area from the log files of mobile service 
providers. The event on which our study focuses is the Lindora Fair in rural southern Estonia that is 
held during the autumn harvest period 
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Theoretical starting points 
Event tourists, like any other tourists, are willing to travel to a certain location for a certain period of 
time in order to participate in the events taking place in that location and to partake of an experience 
that is not possible where they live (Falassi 1987, cit. Getz 2008), and the only difference from 
ordinary tourism lies in travel goals. Event tourism includes events of different kinds – business 
events, sports events (the Olympic Games, for instance), cultural events (festivals, fairs) and other 
mega-events (Getz 2008) that attract large numbers of people. Event tourism also differs from other 
kinds of tourism in that it is more the enthusiasm and cooperation of local people and not the 
surrounding nature or the high level of the region’s development that is crucial for the success of the 
event (Getz 1993; Janiskee 1994; Turko, Gursoy et al. 2004). 

One important geographical consideration is the background of the event’s visitors: who comes from 
where and for how long. Research on events, however, so far has paid little attention to the 
geographical background (Bohlin 2000; Wicks, Fesenmaier 1995; Verhoven et al. 1998; Lee, 
Crompton 2003, cit. Getz 2008). There are several reasons for this. The majority of research on events 
has been conducted by cultural, economic and tourism ex-perts, but geographers have examined this 
topic less often.  

In the case of large international events, visiting countries have been studied (Daniels 2007; Herrero et 
al. 2006). Herrero et al. (2006) have pointed out an interesting fact – although the expenses involved in 
organising a (cul-tural) event are concentrated in the immediate vicinity of the event’s location, their 
actual impact  covers a much wider area. Thus the determining of the geographical background of an 
event’s visitors is important for the fair dis-tribution of expenses and revenue and to help organise 
better events. In evaluating the geographical background of different events, we must differentiate 
between those tourists who arrive in the area solely because of the event, and those who have other 
reasons to be in the area, but nevertheless visit events taking place there (Saayman, Saayman 2005). 

Discussions of the geographical background of events have also been informed by the central place 
theory (Daniels 2007). In order to produce a product or provide a service, a certain minimal level of 
quality that allows the minimal needs of customers to be satisfied must be achieved. The maximum 
level of quality of local services is indicative of the maximum distance that a consumer is willing to 
travel in order to acquire a particular product (Dennis et al. 2002, cit. Daniels 2007). The distance that 
a customer is willing to travel is also increased by the uniqueness and attractiveness of the product or 
service – the more attractive the product/service, the farther the customer is willing to travel. 

The travel cost method is also an important means of assessing the impact of an event.   

The Lindora Fair 
The Lindora Fair takes place at an important crossroads in the village of Lindora in the municipality of 
Vastseliina each year, always on October 28. The fair has a long tradition, it has been taking place 
since 1920s and is self-organising, i.e. farmers and other vendors simply come together and the fair 
follows its natural course without too much organisation. It is a typical rural fair that takes place after 
the end of the harvest period. The most common goods sold at the fair are handicrafts, agricultural 
produce (vegetables, meat, etc.), homemade products and an-tiques. The fair takes place on the border 
of Setumaa (a historical region in south-eastern Estonia) and is linked to the identity of the Seto 
minority. Visitors are charged no entrance fee and vendors only pay a symbolic participa-tion fee. 
According to the classification of tourism events based on functionality (Getz 2008), the Lindora Fair 
is a regional event that takes place on a regular basis and has a moderate demand among tourists. 
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Despite the fact that the date is fixed, vendors, customers and visitors arrive from all over southern 
Estonia. It is an excellent event to celebrate the end of the harvest period. 

Methodology 
This study employs methodology developed by OÜ  Positium LBS and the Chair of Human 
Geography and Re-gional Planning of the University of Tartu for the quantitative assessment or 
mapping of the geographical back-ground of events (Ahas et al 2009). In order to assess the 
geographical background of events, we need to know the origin of the visitors, the number of 
kilometres they have travelled, the means of transport they have used, the time and money they have 
spent on travel and the number of days they stayed. On the basis of this information, we could directly 
assess the geographical background of the event or generate certain coefficients. Of course, a detailed 
study would need to consider more thoroughly the event’s background and people’s reasons for 
coming, but the primary aim of the present study is the quantitative mapping of the geographical 
background, so that we could evaluate events and compare them with each other. This quantitative 
model could serve as a foundation for a qualitative evaluation of events and the application of further 
research methods. 

The conceptual framework for the assessment of the geographical background of events (Ahas et al 
2009) consists of the following stages: 

Determining the number of visitors – quantitative assessment. The average number of weekly visitors 
is com-pared to the average number of visitors during both the previous week and the week following 
the event. 

Determining the origin of the visitors – the origin of both local and foreign visitors is determined by 
the administra-tive unit they come from (country or county of origin).  

Determining the length of the visitors’ stay – the number of days a visitor spends at the location. 

Determining the geographical background of the event’s visitors – determining the visitors’ 
geographical region of origin and the distance travelled, and visualising the result on a map. 

In this study, the four above-mentioned parameters are established using the method of passive mobile 
position-ing (Ahas et al 2008a). In reality, the parameters may also be calculated using other data and 
qualitative sources of information. 

A mobile positioning system is a system that allows one to trace the location of active handsets in 
relation to cellu-lar antennae, satellites or other mobile phones. Mobile positioning may involve 
numerous methods and tech-niques that allow different degrees of precision. Mobile positioning can 
be divided into two broad categories – ac-tive and passive. Active mobile positioning means the 
tracking of the location of a specific mobile phone, requiring permission from the phone’s owner. 
Passive mobile positioning data is automatically stored in the log files of the service providers after 
each instance of phone use. The method of passive mobile positioning used here obtains the data 
regarding the location of call operations performed by unidentified phones from the log files of the 
service provider. Such phones have been searched out which have performed a call operation at the 
Lindora Fair and, with help from the service provider, we have calculated the time during which those 
phones were in the area, pa-rameters regarding their arrival in the area and the estimated place of 
residence and work of the phone (and owner). No such phones whose owner’s place of residence or 
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work was in the Lindora area (in the respective network cell) were used in the present study, however, 
the population living in the area is very small. 

All data were anonymised by the service provider and locations were established to the nearest 
network cell. The data used in the study are anonymous and it is not possible to identify the actual 
persons behind the data, as they have been protected by a specially developed personal data protection 
system. The passive mobile positioning data in this study has been used in accordance with the 
principles of personal data protection established both in Estonia and EU (Directive 2002/58/EC, 
2002). 

This study has used passive mobile positioning data obtained from the log files of EMT, which is the 
largest mo-bile service provider in Estonia. Based on the number of active SIM cards, as of December 
2007, EMT’s share of Estonian mobile networks amounted to 48% (Eesti Telekom 2007). Passive 
mobile positioning data in Estonia is gathered by OÜ Positium LBS, which has signed agreements 
with the two biggest Estonian mobile service pro-viders for the safe handling of data. Positium has 
developed a web-based monitoring system Positium Barome-ter, (Ahas et al 2008b) to satisfy the 
information needs of various interest groups (local government authorities, scientists, planners and 
tourism companies) . 

Field work methodology 
In addition to mobile positioning data, data of an inventory of events is also used in the Positium LBS 
model. Such data are obtained by performing surveys of 3-10 people at events. In surveying 
salespeople, every third salesper-son is asked to fill out a brief questionnaire containing the following 
questions: age, sex, geographic origin, how many times they have attended this event, and what they 
are selling. A thorough questionnaire consisting of about 30 questions that precisely determine the 
reason for visiting, their origin, the way they obtained information about the event, the amount of 
money spent and the means of transportation used to get to the event, is used to survey 32 visitors 
selected using a quota sample (separated by gender and age). Thirdly, at the entrances to the event a 
mass survey of the event’s background is held, during which the following questions are asked: the 
per-son’s age, sex, geographical origin and how many times they have attended this event. 

Geographical background of Lindora Fair 
The Lindora Fair, which took place on 28 October 2008, had roughly 5000 visitors. That is more than 
the total of people living in surrounding parishes. Five performers had been invited to participate in 
the cultural programme, including a group from Russia. Security was provided by 12 traffic controllers 
/ security guards. 

The organisers estimated that there were 400 salespeople at the event, and the organisers of this 
research counted 350 during the first half of the day, 130 of whom were selling agricultural products, 
120 manufactured goods and 100 handicrafts. The salespeople were from Russia, Latvia, Lithuania, 
Poland and from all parts of Es-tonia. Auctions and lotteries were also held at the event. Figure 1 
shows the salespeople’s geographical origin based on the questionnaire. Numbers of salespeople are 
also provided in table 1. 
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Figure 1. Geographical background of salespeople at Lindora Fair, based on survey (every third 
salesperson was surveyed). 

The geographical background of the individuals who answered the questionnaire containing 32 
thorough ques-tions was centred in south-eastern Estonia, i.e. the region in which the event took place. 
The majority of visitors were from neighbouring parishes and cities in Southern Estonia.  

594 responses were obtained from the brief questionnaire on the background of the event, from which 
it became evident that the majority of visitors were from south-eastern Estonia and especially the 
parishes neighbouring the event (Figure 2). The age of visitors (Figure 3) was higher than average, and 
persons between the ages of 40 and 70 predominated. Although the largest number of participants 
were attending the event for the first time, the Lin-dora Fair is notable for the number of return visitors 
(figure 4); there were 111 persons who had visited more than 10 times, although they were mostly 
inhabitants of surrounding parishes.  
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Figure 2. Geographical origin of visitors to Lindora Fair, based on 594 persons surveyed.  

 

 

Figure 3. Age composition of visitors to Lindora Fair, based on survey of 594 persons. 

 

 

Figure 4. Number of visits to Lindora Fair among the 594 persons surveyed. 
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According to mobile positioning data, there were 878 visitors from Estonia at the Lindora Fair whose 
homes were not in local mobile cells. Considering the distribution of EMT in local counties as 
reported in a study performed by the Department of Geography at the University of Tartu and TNS 
Emor in 2008, the total number of visitors may reach 1500, and as many as 1800 including inhabitants 
residing in local network cells. One must take into consid-eration that vendors and other service 
providers are in the same data set, i.e. they cannot be distinguished. The background of the Lindora 
Fair based on mobile positioning is presented in the map in figure 5. This indicates that the Lindora 
Fair is primarily a local event, and that most visitors come from nearby parishes. Thus 49.5% of visi-
tors come from an area with a radius of 25 km, which is the most local background of any fair studied 
in Estonia that takes place outside a city. In densely inhabited cities, there are many residents in a 
small area, and for that reason a great deal of local importance is also possible in an urban context. 
The proportion of participants from cities at the Lindora Fair is a very small 30.8%, which is the also 
lowest of all of the studied events in our data-base. 

 

 

Figure 5. Mobile positioning data on the background of the Lindora Fair. Cumulative densities of 
visitors’ places of origin are presented in 10% intervals.  

Visitors to the Lindora Fair also had a shorter average travel distance (the number of km travelled to 
the fair and back), averaging 128 km per person. The summary distance travelled by all visitors to the 
event was 11,900 km, which makes this an event with a small zone of influence in the context of 
Estonian events. The locality of the visi-tors to the fair is also expressed in the distribution of the 
visitors’ homes by quartiles: 75% of visitors were situated in the 100 km zone (figure 6). Mobile 
positioning data were also used to assess visitors’ length of stay in the reion. 85% of visitors stayed 1 
day, 10% stayed 2 days and 5% stayed longer. Indicators of length of stay in the region are 
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considerably shorter than for summer events; this is most likely a result of the nature of the event and 
the season.  

Since the Positium LBS database already contains positioning data for 3 years, it is also very 
important to assess customer loyalty. It is easy to determine the number of persons who have visited 
the Lindora Fair for the last three consecutive years. It turned out that over 60% of visitors have 
attended for at least 2 years, and the closer to the fair’s location, the more loyal customers one finds.  

 

 

 

Figure 6. Location of visitors to Lindora Fair, by quartiles. Based on mobile positioning data.  

 

Discussion and conclusions 
It is difficult to assess the background of events, because the gathering of empirical material is costly. 
Studies of the Lindora Fair presented in this research that used both mobile positioning data as a three-
part inventory of the event are one possibility to obtain an overview of the visitors to the event, their 
geographical origin and the indica-tors of previous visits to the region. 

Since mobile positioning data is relatively new and has not been used very often (Ahas and Mark, 
2005), it is cer-tainly important to assess the method’s effectiveness. For that purpose, we performed a 
comparison of a ques-tionnaire-based survey (594 forms) and mobile positioning (describing about 
1500 phone owners) (figure 7). This comparison shows that mobile positioning generally describes the 
visitors and their origin similarly to the exten-sive visitor study. Parishes with 1 or 2 visitors have been 
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reflected in both databases. The overall increase in the number of participants is also in close 
correlation. The local Vastseliina parish is over-represented in the ques-tionnaire data (100 responses) 
compared to the mobile positioning data (57 individuals), because it is not possible to distinguish the 
mobile phones of inhabitants of the local network cell using this method. They are situated at the 
event’s location everyday. Põlva parish and Puka parish are also over-represented and out of 
proportion, since their mobile network is unusual: all of their significant antennae are actually located 
in neighbouring parishes. In order to overcome this problem, the Positium LBS team has prepared a 
special interpolation programme that uses Voronoi tessellation. This is already used in Positium 
Barometer, but it is not yet included in the module used to study public events 
(www.positiu.ee/tourism). 

 

Figure 7. Comparison of mobile positioning and questionnaire data for evaluating hinterland of events 
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This kind of method for the assessment of the visitors and background of events is of course a 
quantitative method. One definitely needs to know substantial indicators about events, and also 
visitors’ motives and evalua-tions. The quantitative method that arises from mobile positioning, 
however, makes it possible to assess the nu ber of visitors to an event relatively objectively and cost-
effectively. It also makes it possible to ascertain the backgrounds of events (i.e. the geographic zone of 
influence), much more effectively than before, which is impor-tant both for the assessment of 
influence and the performance of marketing work. Financiers and salespeople also need information 
about events, so that they can more objectively prepare their strategies. Our database has frequently 
been used for the compilation of marketing strategies, and the following are the three most important 
quantities in this context: a) the number of visitors; b) the proportion of return visitors; c) the 
background of events, i.e. where visitors live. Other quantitative indicators, for instance travel distance 
and locality, have been of interest to economists in order to assess the quantity of money spent by 
visitors in the region. 
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Abstract 
The tourism industry and its related sectors have weathered much of the criticism for making a large 
contribution to environmental pollution. With its exponential growth over the past decade or so, the 
event sector is drawing attention as an increasing contributor to this global problem. The event sector, 
primarily its professional associations are providing guidance to members as to how to produce events 
which have minimal impact or reduce their impact on the environment. The purpose of this study was 
to investigate the role professional associations play in promoting the sustainable agenda and to 
evaluate their role in educating event professionals on sustainable event practices. An analysis of the 
content of a number of event management professional associations was conducted and found that 
overall; associations seem to place limited value on the sustainable events agenda.  

Keywords: sustainable events; green events; professional associations 
 

Introduction 
The issue of sustainability is at the epicentre of international concern with pressure on both 
commercial operators of all sizes and from all industries, and private citizens to make adjustments to 
their daily lives which reduce negative impacts on the environment. The tourism industry and its 
contribution to climate change are increasingly a focus of discussion and debate. More specifically, the 
event industry has attracted attention and there is now an increasing international debate about how to 
encourage the industry to become more environmentally sustainable. Events are an important 
component of the tourism industry as they offer valuable economic, social, cultural and educational 
benefits, and potential growth in tourism for many international destinations. Events, by their very 
nature, create waste. Properly managed, events can recycle excess materials and supplies in useful and 
meaningful ways, and they can do so using methods that result in minimal impacts to the environment. 
Increasingly industry practice is to complete an environmental impact assessment (EIA) as part of the 
planning process for any event, and the importance, and need for this has recently become more 
significant not only from an environmental preservation perspective, but also from a corporate social 
responsibility perspective, and from a marketing and public relations perspective. Until recently, EIAs 
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have been the only means by which event organisers can estimate what level of effect their event is 
going to have on the environment.  

It is clear that the event industry has experienced phenomenal growth over the past decade in terms of 
the number, diversity and popularity of events on offer. As the number of events increase, there is a 
growing realisation that there is a need for event management professionals who are able to create, 
organise and manage events (Getz, 1997). Although many events are managed successfully by 
dedicated volunteers, increasing competition across all sectors of the event industry is giving greater 
impetus to the need for more fully professionalised events with staff that are well educated, 
experienced professional event managers (Arcodia & Reid, 2004). As such, professional associations 
play a significant role in facilitating the education and advancement of event management 
professionals working in the industry. Moreover, there are few assessments on the quality of the 
information, and in how much detail it is provided. The purpose of this paper is to investigate the role 
professional associations play in promoting sustainable events and to evaluate their role in educating 
industry professionals on sustainable event practices.  

Literature Review 
The body of research which needs to be considered when discussing events and climate change is 
clearly that which deals with the debate about sustainability. Once again, little has been explicitly 
published about events and sustainability; however there has been extensive discussion about tourism 
and sustainability. Sustainable tourism is an overarching paradigm which incorporates a range of 
approaches to the tourism/environment system at destinations (Clarke, 1997), and focuses on 
balancing tourism development with community, habits and wider environmental concerns (Bramwell 
& Lane, 2008). Authors such as Hunter (1997) and Bramwell and Lane (2008) note that sustainable 
tourism is not limited simply to environmental sustainability, but also includes issues of social 
sustainability and economic sustainability. One of the most popular definitions of sustainability was 
developed by the World Commission on Environmental and Development: “…development that meets 
the needs of the present without compromising the ability of future generations to meet their own 
need” (WCED, 1987). In a tourism context, the World Tourism Organisation (2001) offers the 
following definition: 

 

Sustainable tourism development meets the needs of present tourists and host regions while 
protecting and enhancing opportunities for the future. It is envisaged as leading to management of 
all resources in such a way that economic, social and aesthetic needs can be fulfilled while 
maintaining cultural integrity, essential ecological processes, and biological diversity and life 
support systems. 

 

The tourism and events industries are of a cognate nature with complex linkages and mutual 
dependency (Cooper, 1998), and events are often viewed as an integral component of tourism 
development, often used as a means of attracting visitors to a destination (Getz, 1989; McDonnell, 
1999). As such, sustainable development strategies should also include dealing with the impact events 
have on the environment (Arcodia & Cohen, 2007). 



61�

�

�

Sustainability and Events 
The growing popularity of travelling to attend festivals and other events (Boyd, 2002) has driven 
researchers to examine this form of tourism. Although festivals and special events are often considered 
catalysts to tourism and more benign to the destination’s socio-cultural or natural environment (Weiler 
& Hall, 1992), there are many negative impacts associated with them which are predictable. For 
example, festivals tend to involve a considerable number of visitors in a limited geographical space for 
relatively short periods of time, as maximising the number of visitors is often equated with high levels 
of success from an economic perspective (Kim et.al, 2007). This congestion leads to the possibility of 
environmental degradation of a host community. The long-term success of community based tourism 
such as festivals depends not only on maximising economic benefits (Kim et.al, 2007), but also on 
protecting the natural environment in which the tourist experience takes place (Johnson, Snepenger & 
Akis, 1994). 

Kulshrestha, Rao, Azhaguvel, and Kulshrestha (2004) explored the emissions and accumulation of 
metals in the atmosphere due to firecrackers and sparkles during the Diwali festival in India. On the 
occasion of this festival, people burn crackers and sparkles to express their happiness, leading to metal 
pollution of the air. In this study, metal concentrations in the air were observed to be very high as 
compared to background values on previous days. For some metals the concentrations were observed 
to be higher than reported at industrial sites. On the day of the festival the concentrations of metal 
pollutants increased by 18 to 15 times. This study indicated that burning firecrackers and sparkles for 
Diwali is a very strong source of air pollution, contributing significantly to high amount of metals in 
the air. 

Wang, Zhuang, Xu and An (2007) investigated the air pollution caused by the burning of fireworks 
during the lantern festival in Beijing and found that the emissions of pollutants, such as sulfur dioxide, 
carbon dioxide, carbon monoxide, suspended particles, and several metals, aluminum, manganese and 
cadmium, were over five times higher on lantern days than normal days. These are again associated 
with serious health hazards due the increased air pollution and create a serious oxidisation effect 
which has a devastating impact on the environment.  

Climate Change and Events 
Weather and climate play important roles when planning events and can affect an event on a short-
term basis or for the entire duration of the event. For example, rain during a conference in Hawaii may 
not negatively impact conference proceedings but may impact social activities (e.g. conference dinner, 
post-event tours) or cold, wet conditions for the duration of a fair or sporting event can reduce the 
overall attendance at the event. Jones, Scott and Abi Khaled (2006) studied the implications of climate 
change for outdoor special event planning in Canada and reached a series of conclusions. Firstly, 
climate variability does have an impact on special events (through measures such as revenues, 
attendance and visitor satisfaction) and it is important for organisers to understand the extent to which 
visitation, quality of experience and event operations are sensitive to weather and climate (Jones et. al, 
2006). This understanding can in turn help in planning to minimise weather-related risks. Another 
challenge highlighted by the authors is the effect of climate change on events which are centred on 
certain naturally-occurring phenomena (such as the Annual Cordova Shorebird Festival in Alaska, 
which has been affected by a change in bird migratory patterns due to the change in climate) or 
environmental conditions (such as the Golden Rainbow Ice Fishing contest in Minnesota, which was 
cancelled in 2002 due to unsafe ice conditions). This impact could spell the demise of many events 
which rely on natural resources of this type or serious re-development aimed at moving with the 
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changes. Such changes could have major negative consequences for regions which have high 
economic dependency on the economic benefit that the event brings to the area.  

Professional Associations and their Role 
Professional associations act as a conduit for information between the members and the wider 
community of the profession they represent. Research into the role of professional associations has 
been scant. Some work has come from the information technology sector. Swan and Clark (1990), 
Swan and Newell (1995) and Robertson, Swan and Newell (1996), have published on the role of 
professional associations in the diffusion of new technologies. Chamberlain (2003) studied the role 
professional obstetrical and midwifery associations play in reducing mortality. A larger body of 
literature has been published in the management context such as by Gruen, Summers and Acito (2000) 
who investigated relationship marketing activities, commitment, and membership behaviours in 
professional associations and Ammons (1994) who looked at the role of professional associations in 
establishing and promoting performance standards of governments. Greenwood, Suddaby and Hinings 
(2002) studied the role of professional associations in the transformation of institutionalised fields and 
suggest professional associations are important for three reasons. First, they are arenas through which 
organisations interact and collectively represent themselves to themselves. They allow organisations 
within the same community to interact, and to understand reasonable conduct and the behavioural dues 
of membership. Second, shared characterisations develop not solely as a result of interaction within a 
community, but also as a product of interactions with other communities. Professional associations act 
as representative agencies that shape, define and redefine the practice of interaction appropriate for 
their respective memberships. Third, professional associations can play an important role in 
monitoring compliance with normatively and coercively sanctioned expectations.  

In an event management context, research has been pioneered by Arcodia and Reid who have 
published a series of papers exploring the roles and responsibilities of professional event associations. 
In their 2002 study of the mission statements of professional event associations, they reported that 
over half of the mission statements evaluated placed importance on the exchange of information and 
on the association providing continuing educational opportunities to members. This emphasis is to 
improve professionalism, contribute to increased levels of satisfaction for both customers and 
professionals and help promote the services provided by the industry more widely (Arcodia & Reid, 
2002).  In their investigation into the educational role of professional event management associations, 
Arcodia and Reid (2003) concluded that professional event associations place a high importance on 
education and updating/up-skilling members which in turn should help the industry develop in a more 
strategic way.  

Research Method 
Data collection involved gathering information published on the websites of professional event 
management associations. A convenience sampling process was used to identify appropriate websites 
for the study. Sometimes called purposive sampling, the units of study were chosen not for their 
representativeness but for their relevance to the research questions and analytical framework of the 
study (Schwandt, 2001). In this study, websites were selected for a number of practical reasons. 
Firstly, the websites that were selected needed to be in English. Secondly, the websites selected 
needed to present a sufficient level of information that was able to be analysed.  

The sample size for this study was fifty professional event management associations. A large sample 
size is not usually associated with qualitative research as there is interest in establishing quality 
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through in-depth analysis of data. Associations were initially identified from the list created by 
Arcodia and Reid (2003). This list was supplemented by associations which have either been 
launched, or have created a web presence since that research was published. These were identified 
using internet search engines such as Google and Yahoo. Using two search engines reduced the 
possibility of missing an association. Analysis took place on two levels. Firstly, it identified the extent 
to which professional event associations place value on sustainable event practice. This was done by 
analysing how many associations included information on sustainable events. Secondly, of the 
websites that contained useable information, it used an evaluation matrix of categories to provide a 
standard framework of analysis that covered channels which are commonly used to disseminate 
information electronically including a dedicated tab/page, Presidential/CEO statements, reference to 
sustainable practice in the associations’ mission statement, the provision of a training program, the 
provision of practical reference materials, the provision of information in an association publication 
(e.g. newsletter, magazine) and the provision of an award for best practice in sustainable events. The 
categories of analysis were continually reviewed and refined as the data collection process was 
conducted and new themes emerged. The data was collated and analysed firstly via SPSS to provide 
some basic statistical information on the sample. This provided insight into how associations were 
providing information to their members and what formats were most popular. 

Results & Discussion 
Of the fifty identified associations, the majority (54 per cent) were business event associations. The 
next most frequently occurring type of association was ‘trade show and/or association’ (22 per cent) 
followed by ‘festival and/or special event association’ (8 per cent) and ‘venue management 
association’ (8 per cent).  Figure 1 provides a complete breakdown of the types of associations. This 
gives an insight into the size of the business event sector and highlights the need for further research 
into the area.  

Figure 1 Types of Associations 

 

Categories of analysis 
At the commencement of data collection, a series of initial categories were created based on the 
literature review. These categories were areas of the website where information on sustainable events 

Business event association
Festival and/or special event association 
Trade show and/or exhibition association 
Venue management association
Other 

Type of association  

54% 

8 %

22 %

8 %

8% 
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could be found. Upon analysing the websites in the sample, a series of additional categories emerged. 
These were themes which occurred regularly on the websites. A final list of fifteen categories was 
identified and this paper reports on the first five of these.  

General Information  
This section provides a brief analysis of the websites which contained information on the identified 
categories. Of the fifty websites in the sample, 18 per cent had a page on their website dedicated solely 
to sustainable event information. The majority (82 per cent) did not contain such a dedicated page. 
This does not necessarily mean that the websites did not have information in other areas. As noted by 
Crosetto and Salah (1997) and Kloss (1999), one of the roles of professional associations is to offer 
specialist advice and information. As one of the fundamental services provided by the association is 
access to information, having a dedicated page as part of the website would help to make the 
information easily identifiable to event organisers who seek it. Table 2 provides a breakdown of 
responses to this item. 

Table 2: Dedicated page 

  Frequency Percent 

Yes 9 18.0 

No 41 82.0 

Total 50 100.0 

 

The information contained on these pages in most cases included checklists such as: (Association 12: 
‘the green meetings checklist’); and suggestions on how to become more sustainable (Association 15: 
‘ top 10 things you can do to go green’); reports (research and opinion-based) on sustainability or 
climate change and their impacts on events (Association 10: ‘how special events are going green to 
protect environment’; Association 15: ‘the economic impact of green meetings’); and  reports on 
investigation on how many event mangers are ‘going green’ (Association 33 ‘Three-fourths of event 
pros add "green" elements to events’). Several pages included information on carbon-offsetting or 
carbon-neutral events.  

Sustainability Statements 
A statement about sustainability is different from the mission statement of the association. These are 
declarations of the association’s position on sustainable events. Only 10 per cent of the websites 
analysed included a sustainability statement. Websites that did feature a statement couched the issue 
within a corporate social responsibility (CSR) framework, for example:  

 

What is Corporate Social Responsibility? Corporate Social Responsibility (CSR) is the 
recognition that an organization is inextricably intertwined with society and the earth and 
must take responsibility for its actions in regard to the “triple bottom line” of people, planet, 
and profit... (Association 10). 
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Furthermore, this association also acknowledged the importance on the triple bottom line. 
Recognising the triple bottom line as an appropriate business goal is becoming increasingly 
common in business, not only in the tourism industry, but in business more broadly.  

 

Another association builds on the CSR perspective and provided members with a definition of their 
position, creating a ‘Green’ social responsibility statement:  

 

To organise responsible, value-led live events that aim to have a positive social impact on 
people and a minimal impact on the environment… (Association 15). 

 

The importance of education about the issue was highlighted by another association that “…aims to 
educate and influence its member organizations in achieving economic and strategic goals while 
minimizing adverse environmental impacts of the events they produce...” (Association 17). 

 

A number of issues arise from this data. Firstly, many associations mentioned that they would provide 
information, guidance and best practice to members about sustainable practice. Further, they 
encourage members to share and provide examples of successes or failures. Only one of the 
association websites that contained a statement on sustainability actually mentioned who or how the 
information that was available would be vetted or regulated to ensure that they were indeed providing 
advice that was best practice.    

 

As pointed out by Arcodia and Reid (2003) accurate information on the status of the event industry is 
difficult due to its diversity, dynamism and the constant change. This highlights the importance of 
monitoring the information that is available. This same association also highlighted the importance of 
measured planning which is regularly reviewed and updated in light of industry developments: 

 

… Additionally, organizations can adjust their administrative practices in very simple ways to 
reduce the environmental impact of their office operations on the environment. The committee 
will identify, as its first goal, simple steps which organizations can undertake to reduce their 
impact on the environment… (Association 17). 

 

Presidential and Mission statements 
None of the websites in the sample contained a presidential or CEO statement which made reference 
to sustainable events, nor made reference to or included sustainable event practice in their mission 
statements. This is a serious omission as there is much evidence to attest to the value of mission 
statements to an organisation. A mission statement “tells two things about a company: who it is and 
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what it does” (Falsey, 1989, p. 3). A number of other authors, such as Bart, Bontis, and Taggar (2001) 
and David (2007) offer similar definitions which hold true regardless of whether an organisation refers 
to this statement as a “mission statement,” a “mission,” a “credo,” “our philosophy,” “core values,” or 
something else. Additionally, this statement may also outline where an organisation is headed; how it 
plans to get there (Abrahams, 1995); what its priorities, values, and beliefs are (Collins & Porras, 
1991); and how it is distinctive (Ireland & Hitt, 1992). Corporations are urged to create mission 
statements for many reasons: to assert leadership (Klemm et al., 1991), to inform employees about the 
company’s goals and unify their efforts toward accomplishing them (Bart, 1998; Ireland & Hitt, 1992), 
to serve as an effective public relations tool (David, 2007;  Bart, 1998), to provide a rationale for 
allocating resources (David, 2007; Bart, 1998), “to guide current, critical, strategic decision making” 
(Drohan, 1999), and to inspire enthusiasm about the firm (Bartkus et al., 2000; Collins & Porras, 
1991). In addition to specific benefits that are said to accrue from having such a statement, 
successfully completing the mission statement process demonstrates that a firm can think reflectively, 
plan carefully, work collaboratively, and make informed decisions (Williams, 2008). Thus, it can be 
expected that corporations with mission statements would be more successful in the marketplace than 
those without. All associations in this study sample had a mission statement which mentioned wanting 
to be ‘an industry leader’ or ‘the industry leader’. If event management professional associations wish 
to give their members the competitive edge in the marketplace, a mission statement which 
comprehensively embodies the association’s core values, and in this discussion, its interests in 
sustainable practices, is vital 

Training programs and certifications 
As noted by Getz (1997), there is a growing need to develop event managers who are able to manage 
events to ensure professionalism in the industry remains constant and of the highest possible standard. 
Although the nature of professional work itself is contested, one distinguishing attribute identified in 
the literature is the learned nature of a professional occupation, i.e. the degree of training and 
education required (Greenwood, Suddaby & Hinings, 2002), or the application of a particular and 
unique set of knowledge and skills (Welsh & Woodward, 1989). Starr (1982, p.15) argues that a 
profession ‘has service, rather than profit, orientation enshrined in its code of conduct’ so that 
conforming to a service ideal is also a key defining feature of the professions. Professionals are 
assumed to be self-regulating on an individual and corporate basis in terms of competence and ethics, 
and responsible for service provision and outcome (Friedman & Phillips, 2001).  

Furthermore, no websites contained information on certification for practitioners who used sustainable 
event practices. According to Friedman and Phillips (2001), the process of professionalisation involves 
manipulating perceptions about the degree of skill and judgement required to carry out professional 
tasks and task domains are monopolised by controlling entry through certification. Members could be 
motivated to be more sustainable in practice if there was opportunity to be able to market themselves 
as accredited/recognised sustainable practitioners. Associations need not offer their own accreditation 
program, they could also provide information on existing programs, such as the ‘Green Globe’ 
program, which is designed specifically for the tourism and associated sectors. Arcodia and Cohen 
(2007) investigated accreditation for the event industry using Green Globe as a case study. The Green 
Globe program benchmarks tourism and hospitality businesses against a series of indicators that have 
been designed to measure and assess the current standing of the operation (Arcodia & Cohen, 2007).  
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Conclusion 
The findings of this study indicate that professional event associations are only partially fulfilling their 
role. Very little is being done to encourage event managers to ensure the event they are organising is 
sustainable as there is little operational and strategic training or accreditation on offer to members. 
Secondly, there is no evidence to suggest any efforts have been made in developing compliance 
standards for the industry. Few associations recommend accreditation programs and none appear to 
offer their own accreditation program. It could be argued that because no government or other legal 
requirements exist, there is no need for practitioners or associations to monitor practices.  

Of the associations that do provide members with information, it is largely limited to practical 
reference guides that are helpful, yet sometimes impractical at the user end. There does not appear to 
be any differentiation in the information that is provided to the different event management sectors 
(i.e. business events, festivals and special events, trade shows and exhibitions). Some could argue that 
this is a way to promote standardisation in information; however the needs of each sector are different 
in many ways. As such, advice needs to be tailored to suit each sector. Standardised practices can then 
be achieved both within each sector and more broadly. Attention also needs to be given to the 
practicality of the suggestions that are provided. For example, suggesting that all food scraps are 
composted instead of putting them into the rubbish is time consuming and often unrealistic for reasons 
such as the size of the event, the timing of food service and lack of space in the area to include an 
additional set of bins.  

This exploratory study could be expanded by surveying professional association members to paint a 
more comprehensive picture of what associations are doing to promote sustainable event practice. This 
could be extended further again by including interviews with association members to establish what 
their perceptions of sustainability are, what their perceptions of sustainable events are and what 
resources they feel they need to help achieve sustainable practice. It could also establish if there are 
any needs that are peculiar to the sectors as hypothesised.  

There is also a need to explore the synergies between the greening of events and the sustainability 
debates more broadly from a CSR perspective. Using the results of this study as an example, 
associations appear to couch sustainability within a CSR framework. It would be of benefit to have a 
clearer understanding of why and investigate if this is the best way for it to be accomplished. This 
would also help associations better understand their position on sustainability. With the underlying 
notion of sustainability being the ability to meet the needs of today while protecting and enhancing 
opportunities for the future, the event industry needs to focus further at achieving more sustainable 
practices.  
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Abstract 
Image is one of the most relevant forces attracting visitors to a destination, and the mushrooming of 
blog communities contributes to shaping (or modifying) visitors’ perceptions of a place. Large scale 
content analysis over time is believed to better capture the relevant factors shaping a destination’s 
image. This study, based on the analysis of 667,983 articles from 11 international online travel 
communities and social travel guides, identifies image factors using a Latent Semantic Analysis (LSA) 
approach. LSA reveals attributes associated to the destinations across documents, which have been 
analyzed over time. The large number of documents allows observations on sub-periods (quarters) as 
well as the assessment of seasonal changes of the online image representation. The aims of this study 
are two-fold. The first goal is to outline the weight of cultural components on the overall online image 
of a city destination. The second goal is to monitor and identify changes of image components over 
time.  
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Introduction 
The concept of destination image has been the object of numerous studies in the field of tourism for a 
long time, being a relevant element both in understanding tourists’ behavior as well as destination 
marketing. Tourism literature about destination image covers four major areas, namely the importance 
and the impact of destination image, the image formation process, the sources of information and the 
factors influencing destination image (see figure 1). 
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Figure 1. Major concepts of destination’s image – a framework 

 

 
 

Crompton (1979) defines destination image as “the sum of all beliefs, ideas, and impressions that a 
person has of a destination”. A vague construct for which a common definition has not yet emerged 
(Fakeye & Crompton, 1991; Mazanec & Schweiger, 1981), definitions of destination image 
commonly identify two components: one connected with perceptive/cognitive evaluations and the 
other with affective appraisal. The first component refers to individuals’ knowledge and beliefs about 
the object, and the second concerns individuals’ feelings toward the object, whereby individuals’ 
characteristics and experience play a major role. Cognitive images tend to be formed prior to the 
affect, as demonstrated by a study from Sonmez and Sirakaya’s (2002), while affect more likely serves 
as a principal variable between perceptual/cognitive evaluations and the overall destination image 
(Beerli & Martin, 2004a). The overall destination image is formed in combination of these two 
components, whereby affect more likely influences the overall image than perceptual/cognitive 
evaluations and affect together (Baloglu & McCleary, 1999).  

There is general agreement that the cognitive component is the antecedent of the affective component, 
and that the evaluative responses of consumers stem from their knowledge of the object (Beerli et al., 
2004a). The observation of the cognitive component of the overall image is therefore as much 
important as that of the affective component, especially in a situation of multiplication of information 
sources. The mushrooming of travel blogs and communities in particular provides an interesting 
environment for the observation of the factors shaping the cognitive/perceptual component of 
destination online image. Travelers’ knowledge and beliefs about the destination indeed are mainly 
influenced by secondary information sources such as guides, word of mouth and travel blogs (Beerli et 
al., 2004b) and recent research suggests that travelers make extensive use of consumer generated 
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media (CGM) for planning leisure trips (Yoo, Lee, Gretzel & Fesenmaier, 2008). Written in the style 
of a diary or direct communication, blog entries do not dwell much upon affective aspects, but mainly 
report about visitors’ actual experience in the destination. This shapes the destination image according 
to the activities and attractions told by the creators of the content rather than on affective judgments, 
mediated as in traditional image studies. 

 
This study aims to observe the cognitive/perceptual component of online destination image. The 
primary goal is to describe a destination’s profile, in general as well as its formation over time, as it is 
mirrored in online documents and blogs. Produced results can be of immediate use for destination 
marketers. The choice of a large city (Austria’s capital Vienna) as tourism destination within this 
research demonstrates the potential of this type of analysis to its full extent.  

Destination image: concepts and models 
Destination image is one of the factors that affect the decision-making process about which destination 
to visit. The motivational forces that lead people to travel to a specific destination can be distinguished 
as push and pull factors. The push factors comprise the socio-psychological motivations underlying 
individuals’ decision to travel, while pull factors include those tangible and intangible factors 
connected with a specific destination, such as beaches, historic resources, as well as the marketed 
image of the destination. Traditionally the pull factors have been conceived as useful to explain 
travelers’ actual choice of the destination, once the decision about the type of holiday experience has 
been made (Uysal & Hagan, 1993; Baloglu &Uysal, 1996). As a pull factor, image is one of the 
motivational variables having an influence on the selection of the travel destination. Moreover, 
destination image affects the travel satisfaction or dissatisfaction of an individual, which depends on 
the congruency of visitors’ expectations and the reality (Pike, 2002). This impact implies that, for a 
destination image to be effective, it must be valid and realistic and not based on fantasy; it must be 
believable, simple, have appeal and differentiate a destination from the others by emphasizing the 
unique characteristics (Joppe, Martin & Waalen, 2001). According to LaPage and Cormier (1977), 
tourists form a mental image of the destination prior to visiting a destination, and this image is more 
effective than the actual facts when choosing a destination.  

Typically, image formation models correspond to person-determined (organic) or destination-
determined (induced) images, the former reflecting individual differences in information processing 
and interpretation, and the latter reflecting the actuality of the destination (MacKay & Fesenmaier, 
1997). Following this dichotomous conceptualization, the factors influencing the formation of 
destination image can be roughly classified into resources available at a destination and personal 
factors. Baloglu and MacCleary (1999) for instance define these two components as stimulus factors 
(e.g. physical object) and personal factors (e.g. previous experience). The destination environment 
having a direct effect on image formation comprises natural landscape, historic interests, hotel design, 
tourism infrastructure and destination service quality (Sirgy & Su, 2000). On the other hand, personal 
factors include motivations, experiences of vacation travel, and socio-demographic characteristics of 
tourists. Some other factors are previous visits or direct experience with a destination (Hahm, 
Upchurch, Wang, Milman, & Underberg, 2004; Milman & Pizam, 1995), cultural background (McKay 
& Fesenmaier, 2000), the experience level of the tourist (Baloglu et al., 1999), tour operators, travel 
agents, guidebooks, familiarity (Baloglu, 2001) and word of mouth (Baloglu & Mangaloglu, 2001). 

The process underlying the formation of destinations’ image is generated by different agents, more or 
less authoritative and under the control of tourism authorities. Tourism literature provides different 
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attempts to model the formation process of destination image. Gunn’s (1972) image formation model 
for instance refers to organic and induced agents. Organic agents are not directly related to tourism, 
such as newspaper reports, books and movies, while induced agents are formed from marketing 
promotions and advertisement of destinations. Building upon Gunn’s work, Gartner (1993) proposes 
eight agents of image formation that are related to the degree of control of the promoter and the 
credibility of the target market. The four induced categories refer to agents in control of destination 
marketers. The autonomous agents are authoritative and credible sources of information, while organic 
agents (unsolicited or solicited) refer to information obtained by others, as in the case of blog 
communities.  

Travel blogs and communities fall under this last category. Tourism-related information provided 
through online media complements, and sometimes substitutes, traditional information sources, 
standing out as an established agent of image formation, which may change the image of destinations 
(Cho, Wang & Fesenmaier, 2002; Govers, Go & Kumar, 2007). In particular, the information provided 
by travel communities and blogs is considered to be a form of word-of-mouth, which is the most 
influential source of information when making a travel purchase (Litvin, Goldsmith, & Pan, 2008). 
Such secondary information sources mainly influence the cognitive component (prior visitation) of 
destination image (Beerli et al., 2004b).  

Focusing on the content generated by users of travel blogs and communities, this study aims at 
investigating the contribution of diverse destination-determined agents to the overall online image of a 
destination. The primary goal is to describe destination’s profile as it is mirrored in online documents 
and blogs. Another interesting aspect connected with online image concerns its variation over time. 
Typically, the overall destination image changes slowly, but its components may present more 
frequent fluctuations (Gartner 1986; Gartner & Hunt, 1987), under the impact of advertising 
campaigns, promotional activity or media coverage. The Internet is the ideal source for retrieving real-
time information and communicating quick changes, which mirrors the actual life in the destination 
better than traditional media, bound by assembling and distribution times. The flexibility of the 
Internet as medium for the provision of information and the vivacity of tourism supply in urban 
environments represent the ideal conditions to investigate changes of image profile over time. 

City tourism, culture and event 
Cities, as tourism destinations, offer a wide portfolio of facilities, services and amenities. Among 
them, culture plays a major role, to the extent that the two are often mentioned as one unique product, 
at least in Europe. On this continent, cities’ central roles, in the political, social and cultural life of a 
country have, contributed to the centralization of a distinctive heritage of past civilizations. The 
tangible and intangible heritage of a city reflects the evolution of the society through its various stages, 
resulting in various layers of memory, upon which the contemporary essence and image of a city is 
built. Cultural cities represent a key product in Europe’s overall tourism offer and a key competitive 
factor for Europe's overall competitiveness. Culture is regarded as a sustainable avenue for socio-
economic development, replacing the traditional manufacturing industries. It generates assets, such as 
skills and products, which contribute to the social and economic well being of the community 
(Andersen, Prentice, & Guerin, 1997). Besides enhancing the rich heritage of the past, European cities 
nowadays make attempts to attract contemporary forms of culture, such as the creative industries, 
namely business segments in which creativity plays a major role in the provision of products and 
services (Vienna Business Agency, www.wwff.gv.at [May 20, 2009]) 
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Vienna, the destination object of this study, fully represents this trend. The capital city of Austria has a 
remarkable past with its apex in the period when the city was the capital of the Austro-Hungarian 
Empire. The city not only features an outstanding cultural capital ranging from classical music (the 
Viennese Classicism) to architecture (for instance, its Baroque castles and gardens), but also attracts 
contemporary cultural initiatives. Creative industries represent one of the core areas of economic focus 
for Vienna, accounting for biannual investments of 7 million Euros. A recent study commissioned by 
the City of Vienna on the economic potential of this sector underlined Vienna’s well established urban 
and artistic cultural milieu (Vienna Business Agency, 2008). The choice of this destination, to 
investigate the role of culture, in its historical and contemporary expressions, as a tourism product 
therefore seemed to be appropriate. 

Given that a clear-cut definition of cultural tourism has not been achieved yet, a framework of 
definitions of cultural tourism had to be set for this study to further analyze and categorize the 
different shades of culture. This study adopts the conceptual and operational definitions of cultural 
tourism and cultural attractions used in a study on cities and culture in Europe by UNWTO & ETC 
(2003). Cultural attractions are classified into three main categories, namely the Heritage, the Arts and 
the Creative Industry. In this framework: 

 ‘Heritage’ refers to tangible (sites, buildings, etc.) and intangible aspects representing the cultural 
heritage of the past; 

‘The Arts’ refers to the performing, plastics and visual arts representing the contemporary culture of 
the place; 

 ‘Creative’ refers to the creative business, such as (graphic) design, multimedia, fashion and 
contemporary architecture.  

Moving from this context, an operational list of cultural attractions belonging to each category was 
drawn from the extensive classification of cultural attractions outlined by Wöber, Grabler and Jeng 
(1998; 2000) and used by several European destinations to classify visitations to cultural sites (more 
information available at www.tourmis.info [May 20, 2009]). 

These definitions have been used to classify the results of the analysis based on the applied Latent 
Semantic Analysis approach which identifies keywords that aim to identify concepts describing 
Vienna as a city tourism destination. Categories for non-cultural keywords have been created upon the 
meaning of the keywords themselves. The keywords have been independently grouped into these 
categories of meaning by the authors during a comprehensive analysis. The outcome of each 
individual analysis has been homologized in a second phase, in order to highlight and discuss different 
perceptions of keywords meaning. The result of the categorization process resulted in 12 categories 
over all (see table 1). 
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Table 1. Categories for keywords classification – theoretical framework, label and operational 
definition (adapted from UNWTO & ETC, 2005) 

UNWTO 
framework Category Category 

label Operational definition 

Historical tangibles 1 

historical building, museum, church, 
monastery, historic street, castle, ruins, 
palace, historical cable car, historical train 
ride, historical metro, theater, opera, 
historic birth place, historical spa, historical 
viewpoint (e.g. tower), mines and caves, 
memorials and cemeteries 

Heritage 

Historical intangibles 2 language, cuisine, folklore, classical music, 
religion 

Performing arts 3 theater piece, opera piece, drawing, modern 
music 

Visual Arts 4 painting, photography, printmaking, 
filmmaking 

Contemporary 
Arts 

Plastic arts  5 sculpture, mosaic 

Creative industry   6 
fashion, design, web, graphic, textile, 
contemporary architecture, literature, 
jewellery 

Streets, Addresses and 
Locations in Vienna 7 train station, street name, etc 

Accommodation 8 hotel name, etc 

Restaurants 9 restaurant name, etc. 

Nightlife 10 club, bar, etc. 

Shopping 11 shopping district, shops, etc. 

Non-cultural 
attractions 

Destinations (not Vienna) 12 Austria, Hungary, etc. 

 
In what follows, we first describe the methodology used to extrapolate the most significant aspects 
shaping online destination image for Vienna. We then provide an interpretation of results and 
conclude this paper with study limitations and discussion. 

Methodology  
To derive at factors shaping online destination image of Vienna, Latent Semantic Analysis (LSA) of 
articles in online travel communities is applied to identify attributes which are synonymously used 
with, or in the best case synonyms of, the target term (Vienna) (Deerwester et al., 1988). An advanced 
web crawler (more information available at www.weblyzard.com [May 20, 2009]; Scharl & Bauer 
2004) is used to extract 38,482 documents about Vienna from 11 international travel communities and 
social travel guides (later referred to as communities). They were selected based on expert sampling 
from tourism professionals of the Austrian National Tourist Office, as well as experts from academia 
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conducting research in the area of social media and IT & tourism (see list below). The documents were 
published between March 2008 and March 2009 to allow an analysis of the development and 
characteristics of online destination image over time. 

www.travelblogs.com 

www.igougo.com 

www.mytripjournal.com 

www.travelpod.com 

www.travelblog.org 

www.traveljournals.net 

www.travbuddy.com 

www.virtualtourist.com 

www.tripadvisor.com 

www.realtravel.com 

www.43places.com 

As of March 2008, Yahoo’s search engine was used to search for articles about Austria within these 
communities. More precisely, the URLs (Uniform Resource Locators) of articles about cities in 
Austria were retrieved, serving as the basis for the crawling process in order to mirror the respective 
documents. Yahoo is one of the well-known global search engines like Google or MSN Search, which 
furthermore provides an API (application programming interface). It can be called automatically by 
programs to retrieve search results consisting of a page title, a short description as well as the link to 
the result’s website. On a weekly basis, a script programmed by the researchers’ searches for the 
keyword "vienna" and "Austria” in order to identify relevant documents, and extract URLs to prepare 
a focused crawl to draw the weekly sample. 

In the next step, the webLyzard crawling agent (www.weblyzard.com, [May 20, 2009]) mirrors these 
retrieved URLs from the travel communities and extracts both visible and invisible textual information 
such as raw text, navigational components or scripting text (Scharl & Bauer 2004, Bauer & Scharl 
2000). To derive at a cleaned data set it is necessary to pre-process the raw data in order to remove a 
document’s invisible elements. Advanced parsing components remove redundant segments like news 
headlines and non-contextual navigational elements, which might bias the results (Scharl, Dickinger & 
Weichselbraun, 2008).  

The present analysis is based on a general corpus of 667,983 community documents about Austria 
collected between March 2008 and March 2009. Table 2 shows the number of retrieved documents per 
quarter as well as the share of documents where the target term “Vienna” shows up at least once 
within the text. 

The sum of the retrieved corpora, containing the keyword Vienna, consists of 38,482 documents in a 
travel context.  
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Table 2. Retrieved documents about travel related content within eleven communities 

Timeframe | Samples Number of 
Documents 

Number of Documents 
about Vienna Share 

Quarter 1  
(April – June 2008) 163,248 documents 18,119 documents 11.1% 

Quarter 2  
(July – September 2008) 168,111 documents 5,010 documents 2.98% 

Quarter 3  
(October – December 2008) 180,675 documents 6,090 documents 3.37% 

Quarter 4  
(January - March 2009) 155,949 documents 9,263 documents 5,94% 

SUM 667,983 documents 38,482 documents 5,76% 
 
In the next step Latent Semantic Analysis has been applied to find synonymously used expressions for 
the destination’s name under study.LSA is a method for extracting and representing the contextual-
usage meaning of words by statistical computations applied to a large corpus of text (Landauer & 
Dumais, 1997). The underlying idea is that the aggregate of all the word contexts, in which a given 
word does and does not appear, provides a set of mutual constraints that largely determine the 
similarity of meaning of words and sets of words to each other. 

LSA is a fully automatic mathematical/statistical technique for extracting and inferring relations of 
expected contextual usage of words in passages of discourse. It is closely related to neural net models, 
but is based on singular value decomposition - a mathematical matrix decomposition technique closely 
akin to factor analysis that is applicable to text corpora approaching the volume of relevant language 
experienced by people (Landauer, Foltz, & Laham, 1998). However, it is not a traditional natural 
language processing or artificial intelligence program; it uses no humanly constructed dictionaries, 
knowledge bases, semantic networks, grammars, syntactic parsers, or morphologies, or the like. As its 
input it only takes raw text parsed into words defined as unique character strings and separated into 
meaningful passages or samples such as sentences or paragraphs. (Landauer et al., 1998). Artificial 
intelligence ontologies, such as WordNet and CYC, start with intuitive human judgments about 
relations among words – the output of the mechanism LSA seeks to provide. (Landauer, 2007) 

According to Landauer and Dumais (1996; 1997), LSA provides a method for determining the 
similarity of meaning of words and passages (synonyms or terms conveying a synonymity association) 
by analysis of large text corpora. However, words do not have meanings on their own. The key to 
similarity is not that two terms happen to occur (co-occur) in the same document: it is that two terms 
appear in the same context, that is they have very similar neighboring terms (Grossmann & Frieder, 
2004; Landauer, 2007). Thus, solely because any two documents mention any two terms or more, this 
does not mean that there is a contextual relationship between terms as these might occur in documents 
discussing different topics. As a matter of fact, synonyms do not tend to co-occur together, but they 
tend to co-occur in the same context. 

LSA models a passage as a simple linear equation, and a large corpus of text as a large set of 
simultaneous equations. To create an LSA representation of word meanings, it is necessary to have a 
large representative sample of the language experience of people that is typically in content and size to 
that experienced by people whose language is to be captured in the model. The current sample consists 
of 38,482 community articles meeting these criteria perfectly. It includes all natural exposures to, and 
uses of, language, whereby perceptual, physiological, and mind/brain contexts are also covered. 
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However, this also means, that it entails typos or expressions of concepts as they were phonetically 
mis/understood (Landauer, 2007), for instance Schönbrunn (the correct name) versus Schonbrun (the 
typo). 

Successful simulation of human word and passage meaning can depend strongly on giving it a 
sufficiently large and representative text corpus to learn from. The analysis produces a set of vectors, 
one for each word and passage, each vector having typically 200-500 elements – factors or dimensions 
– in a “semantic space”. The presented analysis reduces the high dimensional document/term vector 
space to a low dimensional latent semantic space. The parameters were chosen to end up with 25 
dimensions in the latent semantic space since previous research proofed that good results can be 
achieved with this number of dimensions.  

“The similarity of meaning of two words is measured as the cosine (or dot product or Euclidean 
distance, depending on the application) between the vectors, and the similarity of two passages (of any 
length) as the same measure on the sum or average of all its contained words.” (Landauer, 2007)  

Results 
This section presents the results of applying Latent Semantic Analysis in order to find synonymously 
used terms for the keyword Vienna. 

The results in table 3 are expressed as cosines (which for vectors are ordered in the same manner as 
correlation coefficients). Cosine values can range between -1 and 1, but in practice rarely go below 0. 
The results represent keywords occurring until the cutoff point of cos �  0.7. The following table 
presents the top 10 synonymously used keywords for Vienna by quarter. 

 
Table 3 Cosines per keyword and quarter (n = number of keywords where cos �  0.7) 

  Q1 | Apr-Jun 08 Q2 | Jul-Sep 08 Q3 | Oct-Dec 08 Q4 | Jan-Mar 09 

 cos Keyword cos keyword cos keyword cos keyword 

1 0.84 Belvedere 0.82 stephans 0.83 schonbrunn 0.84 belvedere 
2 0.81 Schonbrunn 0.80 christkindlemart 0.75 stephans 0.81 schonbrunn 
3 0.79 Stephans 0.80 schonbrunn 0.74 stephan's 0.79 stephans 
4 0.77 Croquet 0.78 zentralfriedhof 0.73 hofburg 0.77 croquet 
5 0.77 Kinderspitalgasse 0.77 zanoni 0.73 prater 0.77 kinderspitalgasse 
6 0.77 Lenas 0.77 karlsplatz 0.73 silberkammer 0.77 lenas 
7 0.77 Polostrasse 0.77 marx 0.72 volksgarten 0.77 polostrasse 
8 0.76 Kolbeck 0.77 kunsthistorisches 0.72 hundertwasserhaus 0.76 kolbeck 
9 0.74 Prater 0.76 karlplatz 0.72 christmasmarket 0.74 prater 

10 0.74 Hundertwasserhaus 0.76 caramel 0.71 mq 0.74 hundertwasserhaus 
  n = 59  n = 66  n = 38  n = 60 

 
 

One can observe that cultural aspects (sights and attraction) like the Schönbrunn Palace, Belvedere, 
Stephansdome or the Hofburg rank highest in terms of similarity to the target term “Vienna”. Overall a 
variety of similar concepts has been identified which not solely cover cultural aspects, but also 
geographic locations, accommodations, nightlife, shopping or restaurants. 
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Table 4. Significance ratio by category 

UNWTO framework  Category Year Q1 Q2 Q3 Q4 

1. Historical tangibles 0.19 0.34 0.32 0.32 0.34 
Heritage 

2. Historical intangibles 0.07 0.06 0.11 0.13 0.07 

3. Performing arts 0.02 0.02 0.03 0.03 0.02 

4. Visual Arts 0.00 0.00 0.01 0.00 0.00 

Contemporary 
Arts 

5. Plastic arts 0.02 0.00 0.00 0.00 0.00 

Creative industry 
6. Creative industry 0.05 0.07 0.08 0.07 0.07 

7. Streets, Addresses and 
Locations in Vienna 0.17 0.11 0.03 0.05 0.07 

8. Accommodation 0.12 0.07 0.04 0.04 0.09 

9. Restaurants 0.02 0.01 0.03 0.04 0.01 

10. Nightlife 0.01 0.01 0.05 0.00 0.01 

11. Shopping 0.00 0.00 0.00 0.00 0.01 

Non-cultural 
attractions 

12. Destinations (not Vienna) 0.01 0.00 0.00 0.02 0.00 

 
Table 4 shows the results of the applied categorization approach whereby numbers indicate the 
similarity of a category with the term Vienna, weighted by its occurring coverage within travel 
communities. The results represent image shaping categories of Vienna expressed by synonymously 
used words in the analyzed text. For example, in the yearly data, 0.19 in the category of historical 
tangibles indicates that in the analyzed text the word Vienna has been synonymously used for 
historical tangibles such as Stephansdome, Votivkirche, and Karlskirche. At the same time, this value 
indicates that more and higher ranked terms are included within this category. These category 
significance ratios are calculated by averaging keywords’ cosines values within each category. To 
avoid size effects in comparing different corpora (e.g. yearly or quarterly), the value is weighted by 
the relative size of the category within the corresponding corpus. 
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Figure 2. Distribution of yearly significance ratios by 12 categories 

 

 
The yearly data results (see figure 2) reveal that Vienna is mostly associated with its historical 
heritage. Individuals that participate in online communication regarding Vienna are predominantly 
reporting about historical sights and attractions (category 1) to see in Vienna. One of the most 
common terms that came up in our analysis was the palace of Schönbrunn, which is one of the most 
famous palaces in Vienna, followed by Belvedere, and Stephansdom. The second most significant 
category are ‘locations’ in Vienna (category 7), which may be the result of travelers asking for or 
reporting the address of some of the attractions or trying to find the exact location of hotels. The 
following third most significant category was accommodations (category 8) and it included hotel 
names located in Vienna. The other significant categories for a whole year were historical intangibles 
such as “Christkindelmarkt” (Christmas market), “Waltz”, and “Heuriger” (Viennese winery). 
Followed by ‘creative industries’ where community members identify the “Museums Quartier” as 
meaningful attraction. This attraction includes several museums, coffee shops, restaurants, concert 
halls, and museum shops. “Museums Quartier” is more than the museums it has, it is rather a symbol 
of Vienna’s cultural modernity. The Museums Quartier is an umbrella which reunites 40 small-and 
medium sized art-related businesses, with an emphasis on fashion, design and culture in general. 
Therefore, Museums Quartier was not included in the tangible historical category. Performing arts, 
plastic arts, restaurants, night life and other destinations were the other significant categories in our 
analysis.  
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Figure 3. Distribution of quarterly significance ratios by 12 categories 

 

Quarter 1: April – June 2008; Quarter 2: July – September 2008;  
Quarter 3: October – December 2008; Quarter 4: January – March 2009 
 

When we look at the quarterly data (see figure 3), the results indicate that LSA identifies the category 
of “historical tangibles” as most synonymously used for all of the four quarters. This means that when 
individuals write about Vienna they use terms identifying historical heritage of the city as synonyms 
for Vienna itself. It can be said that Vienna is intrinsically tied to its historical heritage. This heritage 
includes the “Schönbrunn Palace”, “Hofburg Palace”, “Stephansdome”, “Belvedere” and 
“Votivkirche” which are well known palaces and churches regarded as top tourism attractions in 
Vienna. ‘Historical intangibles’ became more significant in the second and third quarters and it starts 
losing its momentum in the last quarter. These include “Christkindelmarkt” (christmas market), 
traditional Viennese food (Schnitzel), classical music composers (Beethoven, Schubert, Brahms), 
traditional Viennese winery (Heuriger), and people who had an impact on Austria such as the 
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Habsburgs (the last Austrian dynasty), Sissi (one of the most beloved queens of Austria), Karl Marx 
and Sigmund Freud.  

Although its significance value did not change over time ‘performing arts’ was another significantly 
important category in our analysis. It has always been closely related to Vienna. However, its 
importance among the cultural categories stayed the same except for the last quarter. In the last quarter 
especially imPulsTanz, Vienna’s International Dance festival, was an important keyword that was 
included in this category and its significance was more important for that quarter than it was for the 
previous quarters. 

“Visual arts” was not a significant category in none of the performed analyses. “Plastic arts” was only 
significant in the overall yearly data, in which porcelain (Augarten Manufactury, porcelain) was an 
important keyword. The ‘Creative industries’ category was consistently tied to the destination and its 
significance value was one of the highest among each of the quarters. Futhermore, contemporary 
architecture was included in this category and the famous Hundertwasser house was mentioned many 
times synonymously for Vienna. Street names and districts in the city were mostly significant in the 
yearly analysis and the first quarter and lost its importance in the following quarters. This is related to 
the fact that the names in this category were associated with hotels and the accommodation category 
had relatively the same significance value in the corresponding quarter results. ‘Accommodations’ 
category had the second highest significance value in the yearly and the first quarter, and although in 
the second and third quarter its significance value decreased, it increased in the last quarter again. 
However, the reason for this maybe the result of type of travelers visiting Vienna at different times, for 
example travelers that have purchased a package tour may not be looking for accommodation related 
information, on the other hand independent travelers may need more information on this subject. 

Restaurants, nightlife, and shopping categories were the other significant categories; however their 
significance were relatively lower than the other categories. This does not mean that the travelers who 
visited Vienna are not interested in shopping or restaurants, but that these activities didn’t have to be 
published online. 

Overall, the results show that Vienna as a travel destination is mostly associated with its historical 
heritage and culture. Cultural aspects include all the museums, different types of arts (e.g. 
performance, plastic arts), and contemporary architecture. Other than these aspects, accommodations, 
restaurants, nightlife, and shopping were other significantly important categories. The tangible 
heritage of the past plays a major role, both in terms of relevance and stability over time. 
Contemporary art and intangible cultural factors are also significant aspects shaping Vienna’s online 
image. As distinctive feature, the weight of these last factors is subject to fluctuations over time, and is 
more incisive in specific periods of the year. Limited-in-time events, such as performances, are 
significantly connected with the name of the destination, with a short temporal effect. 

Discussion  
The results offer a few key points for discussion on online image characteristics.  

Not surprisingly, the cultural component of a city destination’s offer is the most relevant in tourism 
related discussions online; a clear distinction can be made between heritage and contemporary forms 
of art, the former one being more relevant and stable over time. This could be explained by the fact 
that the traditional heritage attracts a larger variety of visitors’ segments, such as package groups, 
school trips and independent travelers, acquiring more visibility in the web. 
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The results of the quarterly analysis open up to interesting inquiries concerning the effect of limited-
in-time events on the overall destination image. In our study, contemporary forms of art and events 
produce fluctuations of the destination profile: for Vienna, the association with tradition and classical 
culture is more relevant in the second half of the year from July to December (quarters 2 and 3). Many 
events occurring in the city for a short period were not mentioned enough in the analyzed documents 
to be have a significant effect on the Vienna’s image. 

Selecting keywords by the means of LSA allows capturing new topics on the web. Overall, the 
significant, but less relevant attributes of online destination image can be understood as the emerging 
signals of destination’s potential profile. Some of these aspects will probably consolidate over time, 
and grow in importance, as for instance the creative industries, supported by the destination as a 
whole. The fact that this industry is already present in tourism related blogs makes this investment 
attractive not only for the socio-economic development of Vienna, but also as a factor capable to 
attract more visitors. For instance, the presence, among the significant keywords, of the dance festival 
InPulsTanz and not of the traditional Opera Ball, may already be an expression of change.  

Different from traditional image surveys, online studies are more sensitive to changes of image 
attributes over time. Our study demonstrates that this is the case for seasonal destination-determined 
agents, such as events and exhibitions, as well as for other tourism-services, such as accommodation 
and clubbing. The increased presence of cultural intangible attributes, such as classical music 
composers (Quarter 2) and folkloristic aspects (Quarter 3), renders a more realistic picture of visitors’ 
“seasonal” perception of the destination, an aspect which is particularly relevant for cities, whereby 
repeated visitors typically represent a relevant segment. 

Research Limitations 
A few limitations concerning the methodology of analysis have to be acknowledged. First, it is 
important to mention that LSA is not a complete theory of language or meaning. It does not take into 
account word order by which the meaning of sentences or the implications of sentence and paragraph 
order are altered. Without human help, it often does not adequately represent the variability of 
meanings, conveyed by predication, anaphora, metaphor, modification, attachment, quantification, 
logical or mathematical propositions, or negations. In line with of McEnery and Wilson (1996) and 
Biber, Conrad and Reppen (1998) about co-occurrence analysis, also LSA lacks local context which 
limits the explanatory power of the applied analyses due to the fact, that the author’s attitude is 
neglected. Hence LSA, such as the majority of alternative natural language processing approaches, 
does not cover all aspects of language (Landauer et. al, 2007).  

The content analysis performed in order to compensate LSA incapability to assess word’s meaning 
may also present limitations in the classification. Despite the descriptive care with which the 
framework for the definition of culture, and the classification of cultural attractions, has been done, the 
codification process may have been affected by subjective interpretation. The effect independent of 
coding, used to allow for different interpretation, may be weakened by the fact that the authors were 
aware of the aim of the coding. 

This study focused on one destination only, however future research can use LSA to compare different 
destinations at different times of the year. This may reveal more about the destination image of each 
destination as well as the strengths of them. Also, LSA can be used to evaluate the destination 
marketing efforts or visitor satisfaction by monitoring destination related articles in blogs and online 
communities.  
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Abstract 
On the current hypercompetitive panorama, few cities seem to have been managed to attract national 
and international attention as a result of marketing actions. In this field, events could be a strong 
attractive factor for cities where they take place. Particularly, the purpose of the paper is trying to see 
when and under which conditions an event can become a real tourist attractive factor for a destination. 
Moreover, the research aims at verifying if the planned elements of event management and marketing, 
for a city as a destination, are expression of a real event strategy, able to promote a tourist destination. 
The empirical part will focus on a longitudinal case study analysis, in order to get to a scientific 
advance on the field and to managerial implications, useful both for events planners and tourist firms 
and for Institutional leaders (Gambetti, 2003).  

Keywords: innovation; event strategy; destination development; destination marketing. 
 
 

Introduction and Research Methodology.  
In tourism industry, in the latest decades, the interest referring to events has been continuously 
increasing both at demand and offer level. Nowadays, events are considered as concrete business 
activities. Probably, the relatively recent interest in scientific terms, compared with other economical 
sectors, is due to the fact that events have generally been more submitted to empirical analysis rather 
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than to theoretical studies, especially in cases of tourism events. On the other hand, the need for 
scientific approach is linked to the relevance which events are playing in tourism destination 
development (Bramwell, Rawding, 1994).  

Particularly, this research aims at analyzing a possible innovative approach in event management and 
marketing. Moreover, many cities and destinations are actually in a maturity phase of their lifecycle 
and their offer can just be renewed through events like festivals and important exhibitions. The paper 
highlights that performing arts and other festivals can be an important attractive factors for the 
destination where they take place and can be now defined a part of worldwide tourism phenomenon.  

The explosion in festival numbers is multifaceted in cause, ranging from supply factors (such as 
cultural planning, tourism development, and civic re-positioning), to demand factors (such as serious 
leisure, lifestyle sampling, socialization needs, and the desire for creative and “authentic” experiences 
by some market segments). In this perspective, events play a number of significant roles for a whole 
region. In the paper, we will first go through the analysis of the main literature on event management 
field (Bramwell, 1997; Getz, 1992, 1993, 1997, 1998, 2001; Goldblatt, 1997, 1998, 2002, 2004; Watt, 
1998). Subsequently, we try to verify how and when an “event” can become a real attractive factor for 
a tourist destination, contributing to destination’s launch and/or market repositioning. We therefore try 
to verify, thorough Resource-Based-Theory (RBT), when an event can be strategic for a destination, 
that is if it can be a source of destination’s sustainable competitive advantage and what is the role of 
event innovation in this process. 

The Main Literature on Event Management.  
Event industry, as stated, is rapidly developing and becoming a powerful weapon, available for 
contemporary destination marketers to compete. In this sense, event can be reached and interpreted as 
a specific tourism business. Moreover, the veins of research in reference are of different typologies, 
moving from the main impacts of the event on the hosting destination to organizational core activities. 
Particularly, the first field concerns the convergences of a lot of sciences consisting in anthropology, 
history, geography, sociology. Meanwhile, organizational activities concern more strictly to the 
business and management field of research.  

In this direction, a growing interest exists in what Getz (1993) highlights as “unique leisure and 
cultural experiences, powerful travel motivators and facilitators of community pride and authenticity”, 
especially with events based on inherent indigenous values. Events play a number of significant roles 
in a town or region. Getz (1997) identifies these as “attractions, image makers, animators of static 
attractions and catalysts for further development, and as tools to promote a brand identity of a place”. 
They can link landscape to lifestyle in the mind of potential tourists. This is true, also because “a 
special event is recognizable in a specific time for the intentions and rituals able to satisfy needs” 
(Goldblatt, 1997). Moreover, the involvement of local people results one of the most important and 
preliminary elements in order to give a definition of an event, because this is modelled around the 
needs erased from community and the final results depend also on the community. Properly for the 
strong interconnection with local people that, according with Goldblatt, Allen et al.(1999) speak about 
“specific rituals …to celebrate special occasions”. The dimension of social connection is remarked 
also by Van Der Wagen (2001). 

This theoretical vein tends to identify all involved stakeholders in terms of social embeddedness 
(Granovetter, 1973), which refers to how closely an event is connected with the community which 
hosts it. So, the aim is that of building those connections as two-way relationships: mutually beneficial 
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partnerships so that the event and the community are equal stakeholders and beneficiaries in a real 
collaborative project. In this perspective, the stakeholders, connected to an event, can be conceived as 
social capital (Putnam, 1993, 2000), which “refers to features of social organization, such as trust, 
norms, and networks, which can improve the efficiency of society by facilitating coordinated actions.” 

Another direction of analysis goes towards the different typologies of impacts an event can generate in 
the hosting destination. Among these aspects, the economical type is one of the most analyzed by 
literature (Crompton, McKay, 1994), especially because it could be a determinant factor for public and 
private stakeholders about funding. So, an event generates multipliers (Allen, Harris, Jago, Veal, 2000; 
Ferrari, 2002; Getz, 2005) in different sectors of local economy. They are of different typologies: 
direct, as an immediate consequence of the event, like the revenue from the entrance ticket or from the 
souvenirs sell, the expenses connected with the stay in the destination; indirect, as the result of the 
event in economic sectors (commercial activities, cultural sites, etc.); induced, as an increase of to 
local income and/or job. In this way, the original direct effect can be multiplied by indirect and 
induced effects.  

The nature of this impact is directly connected to political decisions and priorities because of 
mobilization of public and local resources. In these terms, an event becomes an aspect of government 
policy which may heighten its controversial nature (Hiller, 1998). Increasingly, policy is using events 
as a mean of serving its objectives, from delivering tourists, regenerating communities and celebrating 
moments in time to arousing civic pride, inspiring the arts and stimulating regional economies 
(Bowdin, Allen, O'Toole, Harris, McDonnell, 2006). As social representative, political part has the 
need to balance economic and social goals. This issue is essential in a sustainable perspective where 
event is strongly connected to the host community (Murphy, 1985; Getz, 1994; Gursoy, Jurowski, 
Uysal, 2002; Hinch, 1994; Akis, Peristianis, Warner, 1996; Delamere, 2001; Xiao, Smith, 2004). 

In fact, tourism has a strong impact on a destination environment, also for the increased tourist flows. 
Moreover, events need specific services and infrastructures, or even represent the occasion to collect 
funds to build infrastructures useful for local destination system (Burns, Hatch, Mules, 1986). 
Investments could have both positive and negative reflexes on a hosting destination in terms of created 
value and  regeneration of local resources. Particularly, in this vein of research Sherwood, Jago and 
Deery (2004) move towards an evaluation of the environmental impacts of the event through triple 
bottom line (TBL) analysis which includes the impact of events on the quality of life of the host 
community. Especially, through the possibility offered by model to compare and contrast different 
events, the event stakeholders can be helped in the decision-making process about which events merit 
support. 

Part of the literature distinguishes event tourism from event management (among researchers: Di 
Cesare, 1995; Getz, 1997, 2005). In this direction, this paper’s objective is properly that to evaluate 
how a planned event in resource based theory perspective can generate long lasting value for the 
hosting destination in tourists terms. Events can help the destination to define and achieve its own 
vision (Ritchie, Crouch, 2003; Getz, 2005). In order to evaluate tourist impact of an event in the 
hosting destination many models are defined. Among these, an interesting one is TIAS (Tourism 
Impact Attitude Scale), developed by Lankford and Howard (1994) to analyze the tourism 
development effect on a destination, usable also to evaluate the event tourism on hosting location. 
Particularly, this standardized scale analyzes some independent variables, like the duration of the 
event and the involvement of local community, the communication level and the contact level with 
audience. In this sense, it is important to underline that tourism is defined as the experience and 
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consumption of a place. In this direction, researchers are giving importance to the effects of events on 
a destination image (Della Corte, Micera, 2007), as Hall affirms: “hallmark events may be regarded as 
the image makers of modern tourism” (Hall, 1992). Hiller (1989, 1998) and Ritchie, and Smith (1991) 
were the first to investigate this field of research but nowadays there has been an increase in the 
number of studies referring to the image impact (Foley, 1991; Roche, 1994, 2000). A still lack of 
consideration is about the long lasting effects of destination image deriving from an event. In this 
meaning, places obtaining distinctiveness as places to go have to be created: a particular festival also 
provides a tool for interpretation of place (Meethan, 1996). That is the reason why some popular 
events are located in wonderful or spectacular locations. This can be through the naming of the event, 
through a visual identification with the landscape so that the “appearance makes the location 
immediately identifiable for tourists” (Derrett, 2004). As a result of this power, event determines a 
media impact which must be planned strategically in order to avoid image distortion and damage for 
the hosting destination.  

In organizational field, research is in continuous evolution in a “study on the job” process 
(Bramwell,1977; Getz, 2005; Higham, 2005), with attention to the resources of the destination and the 
event, the life’s cycle of the destination linked to that of event, the strategies, especially in the 
perspective marketing terms (Della Corte, 2009) and the achievement through the event of a 
sustainable competitive advantage for the destination (Barney, Della Corte, Sciarelli M., 2006). 
Considering an event as a stakeholders system, many researchers developed analysis of relationships 
among actors involved at various levels towards a real network based on cooperation (among the 
others: Long, 2000; Larson, Wikstrom, 2001; Larson, 2002; Getz, Andersson, Larson, 2007). A more 
specific focus about the possibility to use the media impact to attract tourist flows in the hosting 
destination is rather recent instance, developed especially in some events, like sport events (Mossberg, 
2000; Chalip, Green, Hill, 2003; Getz, Fairley, 2004; Hede, 2005; Li, Vogelsong, 2005; Ritchie, 
Sanders, Mules, 2006). 

Starting from this theoretical framework, and through the lenses of the literature on innovation 
systems (Freeman 1987; Carlsson, Stankiewicz, 1991; Lundvall, 1992; Nelson, 1993; Edquist, 1997; 
Malerba, 2002), Larsen (2004) has elaborated a modes and nodes innovation model, which can be 
applied to event tourism to evaluate the innovative management. In fact, modes innovation is referring 
specifically to activities and elements of an event, meanwhile the nodes innovation is about the new 
way of interaction between the stakeholders involved in an event. Therefore, innovation in event 
tourism management is not in the narrow sense of R&D development, but in the processes influenced 
also by external conditions of the contest. In this context, also the approach of the local policy of the 
hosting destination can be analyzed under the nodes innovation. We propose an analysis based on a 
specific model, which is the elaboration of Larsen’s.   

Event Management and Destination Development. 
Countries and cities are competing worldwide. To meet tourism, business and population objectives, 
destination managers are now applying event management principals, associates with  destination 
marketing, to determine a sustainable tourism development. This is possible only through a strategic 
analysis of destination and event resources, in the resource based theory perspective.  
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The Resource Based Theory Perspective 
Resource-based theory (Barney 1991, 2006) aims at verifying possible sources of sustainable 
competitive advantage for firms. Particularly, these sources are resources, both tangible and 
intangible. Moreover, there are two fundamental assumptions to gain competitiveness: resource 
heterogeneity (a firm is a bundle of resources and different firms possess different bundles) and 
resource immobility (some of these resources are either very costly to copy or inelastic in supply). In 
this perspective, abnormal rents can be earned from resources to the extent that they are: Valuable, 
allowing  the firm to exploit opportunities or neutralize threats in its external environment; Rare, 
valuable firm resources possessed by large numbers of competing firms cannot be sources of either 
competitive advantage or sustainable competitive advantage; imperfectly Imitable, since certain 
isolation mechanisms are determined by the fact that resources are difficult to imitate because of 
unique historical conditions, of casual ambiguity, of social complexity or of possession of licenses, 
patents or registered trademarks; Organized, if opportunely implemented in the firm’s organization in 
order to be concretely used. The resources which positively answer to all variables are strategic and 
can generate a sustainable competitive advantage.  

The essential elements of the resource-based view of the firm are the firm’s key resources and 
capabilities, and the role of management in converting these resources into positions of sustainable 
competitive advantage leading to superior performance in the marketplace. Through its insights into 
the nature of competitive advantage, RBT has already made an important contribution to the field of 
strategic marketing. It helps to explain why some resources are more advantage-generating than others 
and also why resource asymmetries and consequent competitive advantages persist even in conditions 
of open competition. Moreover, it also recognises the role of industry effects in observed performance 
levels which is evident in the ongoing debate on the relative importance of both firm and industry 
factors. RBT has also the potential to influence significantly strategic marketing. 

Generally, the starting point of strategic marketing analysis is based on the exam of the firm’s 
strengths/weaknesses, as well as the context’s opportunities/threats, as part of a broader SWOT 
analysis. RBT provides a conceptually grounded framework for assessing strengths and weaknesses 
and enables strengths or weaknesses to be examined in terms of the criteria for establishing sustainable 
competitive advantage. 

With specific reference to event management, a complete context analysis can be developed in four 
steps as in the figure below. 

Figure 1. Tourist context analysis process of event  

 

Source: elaboration from Rispoli, 2001. 
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In this direction, the creation of formal or informal linkages between the different event stakeholders is 
the catalyzing of changes in the territory organization. 

An analysis model, which connects all the mentioned variables, allows to relate the dynamics of 
tourist firms and public institutions with the planned event and this with the reference context. So 
moving from RBT, an influence event/context matrix can be build (see the figure 2). The horizontal 
axis presents the results of hosting context analysis, according to three perspectives: existing 
resources, relationships and projects. The vertical axis presents the results of event effects under a 
strategic, organizational and multipliers view.     

 

Figure 2.  Influence matrix for tourist context analysis of an event 

�����������	
���

�
���

���
��	


��
��

��������� ���	
������� ������
�

���

���

���
�

���
	��

�	
�
��

�
�
	
��

���

 

Source: elaboration from Rispoli, 2001. 

All the squares of the matrix give information on the strategic potential of the event in reference to the 
hosting destination. Particularly, in resource based perspective, resources represent the strongest 
influence elements for the destination and for the event. In fact, if an event is organized around 
strategic resources it will generate positive effects in tourist terms. In event overview, the efficient and 
effective organization of those resources allows the hosting destination to pursue many objectives in 
the short and in the long run, as shown in the following table.    
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Table 1. Objectives of a destination through events 

SHORT TERM MEDIUM/LONG TERM 

 - Improvement of destination image; 

 - Increase of national/international tourist 
flows;  

 - Increase of tourist expenditure; 

 - Improve of tourist destination resources’ 
attraction; 

 - Decrease of seasonality in demand; 

 - Higher customer satisfaction and 
positive world of mouth; 

 - Multiplier effects. 

     

 

 - Improvement of destination image; 

 - Conversion or new position of destination image; 

 - Increase of destination fame; 

 - Increase of tourist flows; 

 - Decrease of seasonality in demand; 

 - Development and improvement of infrastructures, 
services and public works; 

 - Improvement of productivity; 

 - Valorisation and conservation of destination cultural 
and artistic heritage;  

 - Direct and induced multiplier effects; 

 - Lengthening of the destination life’ cycle.  

Source: elaboration from Ferrari S., 2002. 

 

The event as a system 
In a hypercompetitive context (D’Aveni, 1995, 1998; Della Corte, Sciarelli, 2003; Grant, Baden 
Fuller, 2002; Della Corte, Sciarelli, Celiento, 2003), the event must be considered as an economical 
and social system which involves many interacting actors of different sectors. In stakeholder theory 
overview (Freeman, 1984), the event is a stakeholders system and has to ensure the right balance 
between economical and other objectives, especially referring to the value creation. Moreover, a 
distinction among stakeholders exists: primary ones, which have a formal relationships with event 
organizer; secondary ones, all the others. In this field, the planning activities of an event have to 
include an event stakeholder relationship (Cherubini, Iasevoli, 2005) which indicates different 
methodological and interpretative approaches, such as systemic and inter-systemic interactions and 
relationships between all the actors.   

Particularly, according to Reid and Arcodia (2002), event stakeholders are “those groups which can 
either influence or be influenced by the event implementation.” Moreover, without the primary 
stakeholders, the event doesn’t exist, meanwhile the secondary stakeholders are not directly involved 
in the event but they can have either a positive or a negative impact on the event. Applying this 
perspective to city as tourist destination and event host, the relationships net can transform the 
dimension of the city, making it global (Montanari, 2002). So, the event strategy represents a part of 
city marketing towards tourism through a city strategy of differentiation and communication city 
policy in order to create relationships.  




















































































































































































































































































































