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Introduction

The 6th International Tourism Studies Association (ITSA) Biennial conference was held at the
University of Greenwich, London, England from 17-19 August 2016. This was the first time
that the conference had been held in Europe and it provided a unique opportunity to meet,
hear from and network with tourism scholars and professionals from across Europe, Asia,
Australasia, and North and South America. ITSA has a mission to encourage interaction and
cooperation between developing and developed countries and the conference was successful
in attracting 130 delegates from 29 countries.

The main theme of the conference was 'Tourism in Contemporary Cities' with four conference
sub-themes of ‘Tourism Cities and Urban Tourism’, ‘The Chinese Market for European
Tourism’, ‘River, Cruise and Maritime Tourism’, and ‘Heritage Tourism in Cities’, The sub-
themes were chosen to reflect the unique location of the conference on the UNESCO Maritime
Greenwich World Heritage Site, and London which is Europe’s most visited tourist destination.
The conference also presented ‘Dark Tourism and Cities’ and ‘Tourism and Communist
Heritage’ as special sessions.

Five keynote speakers presented on topics associated with the conference themes, as follows:

Professor Cara Aitchison, University of St Mark and St John: ‘From Events Management to
Cultural Diplomacy: Creating a Virtuous Cycle of Economic Growth, Social Cohesion and

International Cooperation through Hosting Major Events’

Dr. Perunjodi Naidoo University of Technology, Mauritius: ‘Resort Tourism and the Chinese

Market’

Allan Brodie, Senior Investigator Historic England: ‘Steamers, Rivers and the Origins of Popular

Tourism in England’

Professor Alexis Papathanassis, Bremerhaven University of Applied Sciences Germany: ‘High

Hopes & High Seas: The Role and Impact of Cruise Tourism in Destination Management’

Professor Jon Wilson, Halal Tourism Officer for Indonesian Ministry for Tourism: ‘Insights in to

Halal Tourism and Global Urban Millenials’.

Itis part of ITSA’s agenda to encourage and recognise emerging young scholars in tourism and,
in support of this, the conference hosted an ‘Emerging Young Scholars Event’, chaired by
Professor Phillip Pearce (President of ITSA, James Cook University, Australia). This event
brought together a number of young scholars from emerging and developed countries to

provide them with the opportunity to discuss the challenges and opportunities facing young



tourism academics and to learn from each others’ experiences, as well as to network and forge

relationships for the future.

The following conference papers represent a wide range of international contributions from
both established academics and emerging scholars whom we were particularly delighted to
welcome to Greenwich. The papers included in this collection have been peer-reviewed but
as for many contributors this was their first conference, and not in their native language, some
of the papers included are work in progress. A wide range of topics are presented reflecting
all four conference sub-themes, and papers are a mix of case studies, literature reviews,

opinion pieces and research findings.

This collection also includes all of the abstracts for presentations given at the ITSA
conference. As can be seen, delegates presented on a wide range of topics from diverse

international perspectives.

The copyright of all the papers included in the volume remain with the author.



Author(s) Name(s)

Han Shen, Xing Liu,
Sitong Yi & Mimi
Li

Aysegil Acar &
Umut Kadir Oguz

Tomomi Hanai &
Takashi Oguchi

Jorge Fernando
Cervantes Borja,
Rosalia Gomez Uzeta
& Marcela Flores
Trejo

Ruhet Genc
Ao Qi (Aldrich)
Lin Sun
Sha Fang & Xin Li

Lin Zhang

Tim Acott &
Adriana Ford

Dimah Ajeeb

Flavio Roberto
Albano & Vito
Roberto Santamato

Contents
Title

Understanding Tourism Image

Stakeholders Opinion regarding Sustainable Heritage
Tourism: The Case of Safranbolu

Where do Stressed People Rrefer Travelling to — Rural
Resorts or Urban Resorts?

Camino Real de Tierra Adentro: Tourist Corridor of the
Silver Cultural Heritage of Zacatecas, Mexico

The Positive Impact of Cruise Tourism

A Study on Festival Activities for Tourism in AOQI Pasture
Village

A Study on Ethical Tourism and Strategies

Development on the Recreational Diving Tourism in
Mainland China

“Best Life in Old Town” — Tourism Development Modes for
an Historic Cultural Townscape: Case Study of
Laochengxiang, Shanghai

Abstracts

Exploring Responsible Tourism, Small-scale Fisheries and
Sense of Place

Decentralization and England’s Governance of Tourism
Case Study: Greater Manchester

Eco-Tourism, Culture, Rurality: The Creation of an
Alternative Development Model. The Case of Matera,
European Capital of Culture 2019

Page Number

14

37

51

65

86

94

103

110

121

133

134

136



Maria Mota Almeida

Luh Micke Anggraini

Sara Joana Gadotti
dos Anjos, Jéssica
Vieira de Souza
Meira, Melise de
Lima Pereira & Pablo
Flores Limberger

Wolfgang Georg Arlt

Raweewan
Chanuanthong

Chen Gang-Hua &
Songshan (Sam)
Huang

Jamie M Chen, Mark
G Lijesen & Peter
Nijkamp

Peng Chen & Chaozhi
Zhang

Nancy Chesworth

Andres Coca-
Stefaniak, Rafael
Anaya Sanchez &

Sebastian Molinillo

Bruno Couto

Following the path of O Conspirador: visiting Marvdo
(Portugal) in the footsteps of the writer Branquinho da
Fonseca

The Identity Construction of Major Indonesian Cities as
Revealed in Tourist-Created Content (TCC) Websites

The Quality Attributes in the Destination of Jericoacoara /
Brazil

Treating Chinese outbound travellers as a moving national
market — New approaches to understand the changing
travel and shopping patterns of affluent Chinese travellers
abroad

Push-pull motivations, satisfaction of experience and post
behavioural intention: the study of dark tourism at war
memorial sites of WW!II Death Railway tragedy,
Kanchanaburiprovince, Thailand

Cross-cultural validation of the perceived destination
restorative quality scale (PDRQS): evidence from China

Modelling Cruise Lines’ Decision Making and Cruise Ports’
Competitiveness in Regional Markets

Construction and validation of a scale to measure individual
heritage responsibility in World Heritage Sites

Tourism Data: Nova Scotia Since 1950

Smart interactions? — An exploratory study of residents’” and
visitors’ engagement via social media with smart destination
brands in Spain

The reinvention of the city through culture and tourism: an
analysis of cultural and tourist policies of urban
revitalization

138

141

143

147

148

151

152

153

157

160

163



Linlin Dai, Li Wan,
Karine Dupre & Bixia
Xu

Ning Dang, Cuicui
Kuang & Alastair

Morrison

Dragos Dumitrachi &
James Kennell

Khairy Eteiwy

Hassan Esmailzadeh,
Arman Moslemi &
Mahdi Hosseingpoor

Paul Fallon & John
Heeley

Sha Fang & Xin Li
Wei Feng, Yinjie Wu
& Shu Zhang

Xiaoxiao Fu & Xinran
Y. Lehto

Ruhet Genc

David Gill

Valentina Gorchakova

Jing Guan & Chaozhi
Zhang

Qingxia Guo & Yan
Wang

Tomomi Hanai &
Takashi Oguchi

Comparison of Hosts” and Tourists” Attitudes Towards
Tourism Development Approaches in Local Communities in
the Ming Tombs World Heritage Site

Family or Youth Market? An Analysis of Differences in Image

Perception of Shanghai Disney Resort

Stakeholder Perspectives on the Decentralization of Tourism
Governance in Romania

Employability Issues and Managerial Turnover: The Case of

Tourism Management Undergraduates in the UK

Evaluation of Sustainable Tourism Development in Iran:
Obstacles, Challenges and Solutions

Tourism in Difficult Areas Revisited- Take Two!

Development of Recreational Diving Tourism in Mainland
China

Measuring the Service Quality of the 10th China (Wuhan)
International Garden Expo Using SERVPERF Scale

From Farmland to City-land: Dissecting Leisure Travel
Experiences of Chinese Urban Re-settlers

The Positive Impacts of Cruise Tourism

Austerity and Heritage Tourism at UNESCO World Heritage
Sites in Greece

Building the Competitive Identity of a Destination Through
Hosting Touring ‘Blockbuster’ Exhibitions: a Case Study of
Canberra, Australia

Mapping Analysis of the Knowledge Domains of Heritage
Tourism Research

Study of the Impact of Tourism Destination Residents’ Well-
being on Their Affinity for Travel & Tourism: A Case Study of
Wuhan, Hubei Province

Where do Stressed People Prefer Travelling to: Rural Resorts
or Urban Resorts?

165

169

172

174

176

178

180

182

185

187

189

191

193

196

198



Fen Hu, Chen Yu &
Liangyan Song

Ting Jiang & Chaozhi
Zhang

LiuHe Jing & Zhe Gao

Wang Jingwen &
Liang Mingzhu

HamidrezaJoudaki

Liu Jun

Cynthia Chan Ka | &
Shanshan Qi, Rachel
Luna Peralta

Atsushi Kawakubo,
Ryotaro Kasahara &
Takashi Oguchi

Karen Lancaster-Ellis

Yi-Ju Lee

Yunpeng (Jeffrey) Lee

Louisa Yee-Sum Lee
& Phillip Pearce

Marine L'Hostis
Jiangmin Li, Lijuan
Tan, & Wei Li

Jing Li & Phillip
Pearce

Mimi Li, Han Shen &
Yanshu Wu

Study of the Demand for Leisure Tourism in Wuhan ReBAM,
from a Postmodern Perspective

Meditation Tourists’ Experience in Chinese Temples: Sacred
or Secular?

Forecasting Demand for Inbound Tourism Based on
General-to-Specific Method: The Case of the Shanghai
Inbound Tourist Market

Sports Leisure: The Important Element for the Improvement
of Coastal Tourism In Zhuhai

Role of Tourism in Increasing of Price of Land and Housing in
Iran: Case Study of Shahmirzad City

The Measuring of Eco-efficiency of Tourism and Its
Comparative Research: A Case Study of Hong Kong, Macao

and Taiwan

Using ICTs to Promote Destination: The Case of Macau

The Effects of School Excursions on Subsequent Travel
Experiences and Generic Skills

The Effect of Advisories on Tourist Arrivals

Involvement, Flow Experience and Revisit Intention in Dajia
Mazu Pilgrimage

The Sharing economy and Urban Tourism: How does
Collaborative Consumption Change Operating Acivities?

Developing a Tourism City Similarity Matrix

The spread of Chinese Tourism in France: Methodology and
Findings

Study of Experiential Value Perceptions of Recreation
around a Metropolis from a Social Gender Perspective

Tourist Scams in the City: Challenges for Domestic Travellers
in Urban China

How do Reality Shows Affect Audience Involvement and
Travel Intentions?

200

202

206

209

211

212

215

218

220

221

226

229

230

233

236

239



Mimi Li, Ligang Peng
& Han Shen

Mimi Li & Wengqing
Xu

Hu Litao

Chao Liu

Jingjing Liu & Peter
Nijkamp

Jane Lovell

Jian Ming Luo

Jiagi(Gemma) Luo

Ni Made Eka
Mahadewi

Cristina Maxim

Tanja Mihalic

Erika Miyakawa &

Takashi Oguchi

Lesedi Nduna & Cina
Van Zyl

Tatsuya Oka
Ninfa Pagano &
Giovanni Ruggieri

John Pearce & Phillip
Pearce

A Study of Chinese Residents’ Perception of Italy’s Tourism
Image

Vacations with Young Kids: Anecdotes from the Internet

Huns emperor Heli Bobo’s Possible Mausoleum

Understanding Knowledge Management in Tourism
Development Companies in China: a Project Ecology
Approach

Inbound tourism as a Driving Force of the Regional
Innovation System: An Impact Study of China

Really Real? Heritage Tourism Authenticity in English
Historic Cities

An Analysis of Corporate Social Responsibility Practice in the
Macau Gambling Industry

Blessing or curse? Exploring Urban Residents’ Perceptions
of Shanghai Disneyland

Smart Tourism Development for Promoting Cultural and
Heritage: A Critical Perspective on Smart City
Development

Challenges Faced by World Tourism Cities in the Current
Economic Climate

Europeanization and Re-imaging in CEE countries versus
socialist and communist stature and image

The Effect of Nostalgic Scene and Personality Traits on
Tourist Destinations

Benefit Segmentation Framework for Positioning
Mpumalanga Province as a Tourist Destination

Perceived Barriers to Family Tourism: a Case of Historic City
of Kanazawa, Japan

Tourism to UNESCO Sites: Trends and Implications the Case
of Sicily

“Retro Methodologies”; Adapting Older Research
Approaches for Contemporary Tourism Study

240

244

245

247

248

250

252

256

259

262

264

266

268

270

272

274



Phillip Pearce,
Takashi Oguchi,
Maoying Wu & Zohre
Mohammadi

Melise de Lima
Pereira, Francisco
Antonio dos Anjos &
Florenca Fiedler
Pichler Von
Tennenberg

Wanvipa Phanumat

Ray Powell & James
Kennell

Ao Qi (Aldrich)

Shanshan Qi & Julio
Cecilio Diaz Liu

Shanshan Qi & Lei Ka
|,Koey, Stephen
Donald Sayer

Shanshan Qi

Shanshan Qi

Yuanhao Qin, Li
Wang, Han Qin &
Dexiu Liu

Ce Qu, Chaozhi
Zhang & Peng Chen

Peng Shunsheng,
Yuan Xiao & Ye
Zhongyi

Claudia Sima

Anna Sorensson

Lin Sun

International Studies in Savoring: Coding recollections of
intensely remembered tourism experiences

Evaluation of the Image of the Coastal Tourist Destination
Balnedrio Camboriu (SC), Brasil.

The Essential Evolution of Leadership Style in the
Community-Based Tourism Development Process: Case
Study from Thailand

Dark Cities? Understanding Dark Tourism in European Cities

A Study of the Festival Activities of Tourists in Aogi Village

Social Media Marketing: How can Facebook Fan Pages Help
Hotels in Marketing Aspects?

The Image of Macau as a Travel Destination: Satisfaction
levels of Chinese Travellers and their Intention to Revisit

Macau

Perceiving Destination Image Differences Among Tourists in
Different Nations: the Case of TripAdvisor Reviews

Travel Motives and Attitude of College Students: The Case
of Young Tourists from Macau

Research on Domestic Tourist Behaviors in Complex Theme
Parks: A Case Study of the Locajoy Resort Theme Park in
Chongqging

Cultural Identity, Acculturation and Perceived Tourism
Influence: Evidence from Tibetan, China

A Study of Recreation Activities and Recreation Route
Designs For Canton Fair Overseas Buyers

Communist heritage Representation: Gaps and Disputes

Crowded Ski Destinations — Destination Development To
Create More Satisfied Tourists?

Study on Ethical Tourism and Strategies

10

276

278

281

283

284

286

288

290

293

294

296

298

300

301

303



Eunhee Sung &
Jonathan Wilson

Younkyoung Sung

Saloomeh Tabari &
Jonathan A.J. Wilson

Kazuyoshi Takeuchi

Rosalia Gomez Uzeta
& Jorge Fernando
Cervantes Borja

Laurentina Vareiro,
Paola Remoaldo & J.
Cadima Ribeiro

Nick van der Meer

Rose de Vrieze-
McBean

Miroslav Vuijicic,
Sanja Bozic, Tamara
Juovanovic and
James Kennell

Miroslav Vujicic,
James Kennell, Sanja
Bokic, Dordije A
Vasiljevic, Tin Lukic &
Milica Solarevic

Wendell C. Wallace
and Renée Figuera

Kaishuai Wang, Ling
Qiang Zhou & Jiaying
Lu

Qiongying Wang &
Hui Zhou (Zoe)

Sha Wang & Kam
Hung

Xia Wang, Xiang
(Robert) Li, Feng
Zhen & JinHe Zhang

Customer-perceived Value as Key Success Factors in South
Korean Medical Tourism

The Narratives of Heritage: The Case of Gotha

Investigating Cultural Centrism in the Hospitality Sector

A Conceptual Issue of Urban Tourist

The River Plate Route: Touristic Heritage from Zacatecas

Changes in the Guimaraes Visitors™ Profile and Perceptions
of City Attributes in the Post-Hosting Period of the 2012
European Capital of Culture

The Complicated Heritage of Prora— Modern Tourism at the
Former KDF-Bad

Socio-cultural Evolution of Chinese Outbound Millennial
Tourism: A Focus on France

Why Visit Ljubljana? Exploring the Motives for Visit by
Applying AHP Method

Does Age Affect Internal motives when visiting city break
destinations? The Case study of Novi Sad, North Serbia

An Evaluation of Tourism-Oriented Policing Trainingin a
Vacation Destination: A Case Analysis of Tobago

Exploring Seniors' Motivation for High-end Retirement

Community in China

Study of Tourists’ Interaction Dimensions and Modes: Based
on Co-creation Value Theory

Understanding the Small Tourism Business Owner in
Chinese Historical Towns: Conceptualization of Lifestyle
Orientation and Business Orientation

Examining tourist Preference for Smart Tourist Attractions: A
FCEM-AHP and IPA study

11

304

306

308

310

312

314

316

317

319

322

324

325

327

329

331



Karel Werdler

Luh Yusni Wiarti

Jianxing Wu,Wanfei
Wang

Jun Wu, Qing Gao &
Peng Peng Sun

Ma Xiaohua, Cui
Wenjing & Zhang
Xiyue

Xing Xing, Bihu Wu &
Alastair Morrison &
Zhang Jingru

Wu Xinfang & Lv Ning
Chiemi Yagi & Phillip
Pearce

Naoko Yamada, Aiko
Yoshino & Jackson
Wilson

WeiYan
Jingjing Yang, Lingyun
Zhang & Chris Ryan

Shun Ye & Linggiang
Zhou

Yu Yifeng, Manyu
Zhang & Jing Gong

Yan Ze-mei & Xu
Zhong-Wei

Carol Zhang, Nigel
Morgan & John Tribe

Dark Tourism in Barcelona

Eventful City of Denpasar Bali: A Perspective of Local
Residents

Selective Policy Implementation of Chinese Local
Government: Facilitator or Inhibitor of Sustainable Rural
Tourism Development? A case of Anji County, China

Self-Construal and Traveler Decision Making: An
examination of Chinese Seniors

Research on the Protection and Utilization of the
Characteristics of the Inclined Lane of Calcada da Igreja de
S. Lazaro in Macau

Tourists’ Perception of Authenticity of Rejuvenated Heritage
Attractions in China

The Research on the Integration Development Pattern of
Cultural Performance and Tourism Industry

Western Castles Through Japanese Eyes and Minds

Training for becoming a successful interpreter

Learning from dialogues with trainers and interpreters in
Japan

Grey Correlation Analysis of Tourism Industry in Jiangsu
Province

Social Conflict and Harmony in Destination Management

Examining “Temporal” Distance Decay Effect in the Setting
of Urban Tourism: A Case of Hong Kong

The difference and Influence Mechanism of Sense of Place:
a Comparison Between Guest and Host in Ethnic City
Tourism Destination

Study of the Relationship Between Festival’s Expectation
and Satisfaction in Experience Economy: the case of the
28th Beijing Yuyuantan Sakura Festival

Politics of tourism promotion: national myth-making in
Hong Kong and Macau

12

333

335

337

339

343

345

347

350

352

354

363

365

367

370

373



ChaozhiZhang &
Shiting Lin

Lin Zhang

Ying Zhang,
Zhongjuan Ji Jin
Chan & Yaxan Wang

Shengnan (Nancy)

Zhao, Dallan Timothy

Bo Zhou

Hang Zhou

Tian Zhuowei

Adaptive Reuse Building Heritage and Tourists’ Experience:
Evidence from Lingnan Tiandi in Foshan, China

Best Life in Old Town: Tourism Development Mode of
Shanghai Laochengxiang Old Town Historic Cultural
Townscape Area

Determinants of Residents’ Perception of Tourism, Based on
Social Exchange Theory and Levels of Community
Attachment: The case of Mainland Chinese tourists in
Taiwan.

Dynamics and Impacts of Communist Heritage Tourismin a
Small Red Town in China

Tourists Usage Intention towards Mobile Augmented Reality
in the Context of Smart Tourism: Based on the Integration
Model of Technology Acceptance and PAD Theory

A Study on the Impact of Tourism Destination Brand Credit
on Tourists’ Purchase Intentions

The local gaze in university among students over
outsiders—a case study interview in Zhejiang University

13

374

376

377

379

381

384

385



Understanding Tourism Image of Cities through Social Semantic Network

Analysis: A Case Study of Shanghai

Han Shen

Fudan University, China

Xing Liu

Fudan University, China

Sitong Yi

Fudan University, China

Mimi Li

The Hong Kong Polytechnic University, Hong Kong, China

Abstract

Purpose: This paper aims to analyze tourists’ perception of the tourism image of city
destinations in social media, and to explore the differences of customer created content

information over consumers from different regions in a virtual social network.

Methodology: This paper collected customer created contents to analyze the tourism images
using content analysis, atlas analysis and semantic network analysis approaches. A framework
of urban image elements in social media network were established to understand the

city images.

Findings: (1) Consumer’s perception toward the same A framework of tourism image
elements was established through big data analysis. (2) Cultural elements plays an important
role in the image perception of Shanghai, which implies the importance of the product
design, promotion and image construction to build a three-dimensional tourism cultural
image. (3) Semantic network analysis and content analysis can be applied to understand the
destination image of cities.

Research implications: This paper applied semantic network analysis to study tourism
images of cities. This paper provided a framework for social media marketing, destination
image building and tourism product designing.

Originality: Based on the big data mining of social media platform, this paper established an
in-depth analysis of urban tourism image through social semantic network analysis. A
framework of urban tourism image element system was established and the internal links
among the elements were analysed to provide a better understanding of the urban images of
cities.

Keywords: Tourism image of cities; semantic network analysis; social media; content
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analysis; customer created content
1. Introduction

As an important part of the tourist destination marketing (Gallarsa et al., 2001), study of the
image of a tourist destination is the direct guide on the decision-making of the tourist
destination (Wu, 2001). Researchers have investigated the relationship between destination
image and destination choice behavior (Bigne, Sanchez, and Sanchez, 2001; Chen and Tsai,
2007; Prebensen, 2007). Tourism image is one of the key factors which attract tourists (Ahmed,
1996). It can stimulate or impede tourists’ consumption decision-making behavior (Hong, Kim,
Jang, and Lee, 2006; Shen 2012). The competition among tourist destinations is more about
the image perception of tourist destinations (Gallarza, Saura, and Garcia, 2002; Zhang, 2013)
and the perception of a destination’s image can be modified through promotional or non
promotional effects (Gerbner et al., 2002). Therefore, research on the image of tourist
destinations can instruct their marketing and help build or strengthen their proactive and

positive images through a series of marketing activities (Gao, 2009).

In recent years, social media has become an important form of information communication
and plays a decisive role in image building and brand promotion of destinations. The market
information spread on social network is instilled into the consciousness of consumers and
affects consumers’ behaviors. Some researchers found that social media impacted tourists
through two basic behavioral orientations: social interaction and information search
(Kurashima, Tezuka, and Tanaka, 2005; Puhringer and Taylor, 2008). Socia media has turned
into an important channel in the urban tourism image promotion (Baker and Green, 2005).
Modes of distribution including user-generated content and interpersonal interaction
counteract dull, generic advertisements and news media, thus effectively publicizing the urban

tourismimage.

The main purposes of the study in this paper are to, first, analyze tourists’ perception of urban
tourism image in social media, and second, explore the mechanism of influences of urban
information over consumers in a virtual social network. The research method is to conduct
text analysis and atlas analysis of urban image in social media networks and build an urban
tourism image structure. The study in this paper can provide beneficial references for network
marketing policy-making, destination image building and tourism product design in related

departments and tourism enterprises.
2. Literature Review
2.1 Tourist Destination Image

Beerli and Martin (2004) defined destination image as tourists’ confidence in, philosophy of
and impression on a destination (Asuncion and Josefa, 2004) and measured it in three original
dimensions (cognition, emotion and intention) (Girish, 2007). In terms of information
cognition, the total of varied information on destinations and their links, including multiple
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ingredients and individual perception, constitute the destination image (Peter et al., 2000).
Concerning the connotation of tourist destination image, there’s both “hard” image
constrained by physical aspects such as destination resources and facilities and “soft” image
affected by cultural aspects such as tourism service products, management system and level,
attitude of relevant tourism stakeholders and their welcome (Liu et al., 2009). Additionally,
image perception differences exist before and after visiting. Some scholars proposed the
concepts of original image and reevaluated image. “Original image” was used to indicate the
impression and cognition of potential tourists on a tourist destination before visiting it and
“reevaluated image” was used to suggest the impression of tourists on a tourist destination
after visiting it (Selby et al., 1996).

The cognition of a destination’s image is affected by the quantity and types of information
resources received by tourists (William, 1993). Xie, Ma & Yin (2014) studied influences of
publicity video, online comment and travel notes over changes in a destination’s image and
found that distribution mode, contents, credibility of information sources and personal factors
comprehensively affected the extent of change in a destination’s image especially in terms of
the emotional image (Xie et al., 2014). Network and social media, as the major distribution
environment in which tourists searched and gained information on tourist destinations, played
an important role in tourists’ cognition of a tourist destination’s image (Su, 2010).

2.2 Measurement and Evaluation of a Tourist Destination’s Image

The measurement methods related to a tourist destination’s image are mainly the structural
and non-structural methods. In structural method, the researcher selects a series of
evaluation attributes and applies standard tools to work out a qualitative evaluation and
obtain quantified data on a destination’s image (Baker and Green, 2005). In the non-structural
method, Free Elicitation/Open Ended Questions are adopted to record interviewees’
description of a destination’s image (Huang and Li, 2002). It is proved that the combination of
structural method and non-structural method is more advantageous than only one of them.
Non-structural method can pinpoint the entirety and uniqueness of a tourist destination’s
image while structural method can not only clarify the perceived image constitution but also
provides quantitative data on image evaluation (containing cognition, emotion and overall
evaluation). The two methods together can comprehensively evaluate a tourist destination’s
image from the perspectives of “quality” and “quantity” (Yanget al., 2007). The structural
method includes the three-dimensional measurement model covering actual image, launch
image and perceived image (Ding et al., 2007),and IPA (Importance, Performance and Analysis)
method (Song et al. 2006) while non-structural methods mainly include literature analysis and
tourists’ perception mapping method.

With the explosive growth of internet information and rapid development of new media such
as blogs and micro-blogs, network text analysis has gradually become an important mode of
measuring a destination’s image. Text analysis with application of online travel notes and the
analysis of a destination’s image with quantitative methods are the latest method of studying
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a destination’s image (Zhao and Li, 2013; Yang et al., 2013; Peng, 2011; Duan et al., 2013)
2.3 Social Network Study

Social network study, as an important part of the “new socioeconomics”, was developed by
Moreno in 1930s, an American social psychologist and based on social measurement method.
Its basic stance is to regard the interactive bond between people and organizations as a social
structure which exists objectively and thus analyse influences of such bonds over social
behaviours. The society, industries, organisations and individuals are all embedded in an
overlapping or parallel network system and the network relations play a structural role in
members’ behaviours (Granovetter,1977; Borgatti et al., 1997). The internet application of
social media has triggered reform in ways of information communication and social
interaction, which not only impacts the communication channels but also the live social
network (Jie et al., 2011).

Social network analysis provides a more systematic research perspective for information
distribution management. In recent years, the study on influences of the group network where
economic individuals live and social interactive relations between individuals over individual
behaviours has been developed into an important direction in the marketing field. Social
semantic network analysis is a basic approach in social network analysis and a kind of digraph.
The nodes represent key words while lines represent semantics or interactive relations of key
words. The frequency and internal relations of key words are described in atlas, the analytic
results showed in graphs by detecting the occurrence frequency, indicating relationships and
connecting relations between key words (Jie et al., 2011). Cai & Lin (2013) took the social
network comprising users on Friends Network for example and proved that the introduction
of semantic net technology into online social networks could help with the accurate
representation and in-depth analysis and understanding of online communities (Cai and Lin,
2013).

3. Methods
3.1 Research Framework

According to the in-depth interview and the previous studies of tourist destination image
(Beerli & Martin, 2004; Feng, 2011; Zheng, 2013), the framework in Fig. 1 was designed in this
paper. Overall tourism image elements include tourism function image, tourism service image,
tourism convenience image, city infrastructure image, city brand personality and city cultural
image.

17



City

Infrastructure

Image

City

Brand Personality

City
Cultural

Image

Overall
City

Image

Tourism Tourism

Functional Convenience

Image Image

Tourism
Service

Image

Figure.1 The framework of tourism image of cities
3.2 Content Analysis

In this paper, the tourism image of Shanghai is deemed as the research object; the text analysis
software ROST Content Mining System (ROST CM) is adopted for Chinese and English word
frequency analysis, social network and semantic network analyses. The key words are
“Shanghai” and “tourism”. Trip Advisor is the website for sample collection so as to collect
users’ perception data on the image of Shanghai. Trip Advisor is the most popular tourism
community and tourism comment website in the world and the largest tourism community at
present. It takes the lead in terms of commentary service.

Soukey Miner is a free and open source data acquisition software that can be used to collect
information on a variety types of database. We used this software to capture comments on
the main scenic spots in Shanghai on the destination homepage of Trip Advisor. The authors
collected online reviews and comments posted in the period of 1% January- 31 December
2013. The captured data is divided into nine parts according to users’ nationality, division of
Shanghai’s customer markets and data classification: North America (U.S. and Canada), Europe
(Britain, France and Germany), Australia and New Zealand, Singapore, Southeast Asia
(Indonesia, Philippines, Malaysia and Thailand), South Asia (India and Pakistan), Hong Kong,
Taiwan, Japan, South Korea and China mainland.
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3.3 Data Collection and Pretreatment

After the sample is obtained, all contents are copied to a text document. First, similar words
in the text are replaced with the same word for the convenience of statistics. In order to ensure
the accuracy of word segmentation and word frequency analysis in the software, a self-defined
dictionary including special nouns related to Shanghai’s main districts, counties and scenic
spots is created. In addition, new meaningless vocabulary, other tourism destinations and
places of departure are included in the filtered word table to eradicate meaningless vocabulary
in this study.

4. Research Results
4.1 High Frequency Feature Words in the Sample

After pretreatment of data, nine TXT documents with Chinese word segmentation are merged
and common high frequency feature words ranking in the top 40 are extracted to form the
summary of elements for the tourism image of Shanghai. According to the frequency of high
frequency words and occurrence correlation, the following social semantic network graphs is
worked out (Fig. 2).
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Figure 2. The social semantic web of tourism image of Shanghai from TripAdvisor
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It can be noted from the features of high frequency words and social semantic network atlas

n u n o« ” o«

that words like “building”, “city”, “Bund”, “store”, “restaurant”, “shopping” and “metro” are
among the top 10 and are located in the secondary key words of “Shanghai”. Therefore, it
demonstrates that users of TripAdvisor have diversified perceptions of Shanghai’s tourism
image. Based on the high frequency words, the elements for the tourism image of Shanghai

are concluded as follows:

Table 1. Summarized high-frequency words after extraction

Rank High Rank High Rank High Rank High
frequency frequency frequency frequency
words words words words
1 Building 11 Beautiful 21 Bar 31 Souvenir
2 Like 12 History 22 Hotel 32 Yuyuan
Garden
3 Museum 13 Park 23 Pudong 33 Performan
District ce
4 City 14 Crowded 24 Acrobatics 34 Experienc
e
5 Bund 15 Shopping 25 Street 35 Animal
6 Shop 16 Art 26 Oriental 36 Viewing
Pearl Tower Platform
7 Interesting 17 Metro 27 Gallery 37 Free
8 Walk 18 Beauty 28 Light 38 Landscape
9 Garden 19 Scenery 29 Café 39 Train
station
10 restaurant 20 modern 30 Temple 40 Nanjing
Road

For most tourists, Shanghai is a beautiful metropolis and the high frequency word of “like”
shows that the majority of tourists are active in terms of emotional tendency and positive
about the tourism image of Shanghai.

In terms of tourism function, such key elements as food, hotel, travel, entertainment and
shopping are all reflected; landmark scenic spots of “building”, “museum”, “Bund” and
“Oriental Pearl Tower” are favored by tourists. With regards to tourism convenience, tourists’
perception of Shanghai’s image is mainly reflected in such high frequency words as “metro”,
“wondering” and “packed”. As to the basic urban environment, tourists’ impression on

” u

Shanghai is manifested in such words as “garden”, “park”, “street” and “lighting”. In terms of
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urban brand personality, most tourists choose “interesting,” “discovery” and “experience” as
their evaluation of Shanghai. Lighting and coffee house are intriguing and important carriers
of urban personality. In the aspect of perception of urban cultural image, Shanghai is an
international metropolis which is permeated with artistic atmosphere and replete with

modern fashion and historical and cultural connotations.
4.2 Analysis of Image Perceptions of Tourists from Different Places

After conducting word segmentation and high frequency word statistics on nine main source
places, the researcher concludes the following semantic network atlas for these nine
destinations.
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As shown in Fig. 3 to Fig. 11, the thickness of lines reflects the closeness between two words. The
thicker the line, the closer their relation. The quantity of a word’s lines manifests the frequency of the
word. Tourists from different places have different tourism activities, choose different scenic spots and
follow different schedules. The conclusion of features and differences based on the network atlas of

source places is indicated in the following table:

Area Distinction of image perception
China Centre on “Shanghai”, tightly connected with “Bund”, “city”,
mainland “building” and “walk”, with small accumulation points like “shop” and
“restaurant”.
North Centre on “Shanghai”, “building” and “city”, tightly connected with
America keywords such as “Bund”, “museum”, “history”, “like”, “interesting”

and “beauty”.

Europe Centre on “Shanghai”, “building” and “Bund”, with keywords like

2 i

“beauty”, “city” and “scenery” around. An accumulation point centred

YN}

on “street”, “shop” and “café” is located on the lower left corner.

Southeast Centre on “Shanghai”, tightly connected with “building” and “like”.

Asia “Building” is surrounded by “Bund”, “walk” and “cruise ship”. “Like” is
surrounded by “restaurant”, “shop” and “walk”. Others are equally
distributed.

Australia Centre on “Shanghai” and “Building”. “Shop”, “restaurant” “Bund” are
and New surrounded tightly with “Shanghai”, and “Art”, “Hotel”, “Bund” and
Zealand “walk” are around “building”.

Japanand Centre on “Shanghai”, with “park”, “restaurant”, and “shop” around.
South Korea And others are equally distributed.

South Asia  Centre on “Shanghai”, with “building”, “bund”, “walk” and “beauty”
around. Another centre named “Garden” is on the right, with

(Indiaand  “ancient”, “beauty” and “peace” around.
Pakistan)

Singapore Centre on “Shanghai” and “Building”. Shanghai is surrounded tightly
with “light”, “Bund” and “beauty”. And “Building” is connected with

VN n

“city”, “beauty”, “restaurant”, and “temple”.

HongKong  Centre on “Shanghai”, surrounded with other secondary center like

and Taiwan  “building”, “shop café” and “Huangpu River”.

” u nou

street”,

Table 2. Distinction of image perception of Shanghai from different tourist generating regions
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It can be seen from the table above that differences exist between the image constitutions of different
source places. Tourists from China mainland, Southeast Asia, Japan and South Korea, India and Pakistan
and Hong Kong and Taiwan center on “Shanghai”. Shanghai owns a distinct and independent tourism
image on these source markets. However, significant differences are shown on the secondary center,
which means that when image promotion is conducted on different target markets, the focus points
of target markets should be considered to carry out pertinent promotions and corresponding product

designs.

5. Conclusion

This paper summarises the overall tourism image of Shanghai and builds detailed images of Shanghai
on different markets through social semantic network analysis of elements for the images of Shanghai
on different target markets in social media. The following conclusions are reached after detailed

analysis of high frequency words and social semantic network:

First, in terms of tourists’ perception of Shanghai in this study, there are such high frequency words as
“city”, “beautiful”, “gorgeous” and “modern” as well as other extremely rich perceptions like
“building”, “museum”, “garden”, “metro”, “Bund” and “store” which characterize its tourism functions
and basic environment. It means that Shanghai, as an urban tourism destination, has been quite
improved in its overall function construction and basic environment. In response, tourists’ cognition

of Shanghai as a destination is considerably positive.

Second, what’s worth noting is that the expressions of Shanghai’s urban cultural image are extremely
abundant and moreover, form a strong secondary relation in the social semantic network. With
significant perceptions from such target markets as Europe and America, Southeast Asia, Japan and
South Korea, Hong Kong and Australia, it means that Shanghai has achieved spectacular effects in
cultural product design, promotion and cultural image construction and built a three-dimensional and

diversified tourism cultural image.

Third, this study finds that tourists’ high frequency words about Shanghai’s tourism service image and
brand personality image are few and fall short of details. It indicates that Shanghai has weak publicity
about its tourism service and urban brand personality so tourists accordingly have a weak perception

of it.

At a deep level, both demonstrate tourists’ vivid expression of Shanghai and such tendency is supposed
to be formed out of graphic cognition and emotional filtering in the process of visiting or at the post-
visit stage. The image building of a tourist destination is crucial, hence, related destination
management organisations need to further explore it and improve and strengthen the tourism service

image and brand personality of Shanghai in the process of tourism marketing and publicity.

To sum up, this study aimed to work out an element system of urban tourism image in social media
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network. Based on the theoretical framework of urban tourism element system, text analysis and
semantic structure analysis of information spreading network in social media were conducted. The
study provided a systematic research method for studies on the structure of urban tourism image. In
particular, based on the big data mining means of new media platforms and social semantic network
analysis methods, it can provide an in-depth analysis of the urban tourism image element system and
internal links. The research method affords a new perspective for studies of tourist destination image

in the new media era.

However, the research method has its drawbacks. Capturing data through data mining and regarding
the sample as an entirety for word frequency analysis and semantic network analysis are still forms of
descriptive analysis; studies on internal factors influencing tourists’ perception of the tourist
destination image such as cultural, psychological and social aspects would entail new research

approaches.
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Abstract

This study discusses the findings of interviews with the stakeholders regarding sustainable tourism
practices in a World Heritage town, namely Safranbolu, Turkey. The purpose of the study was to better
understand the perceptions and opinions of stakeholders such as hotel owners, academics,
shopkeepers, locals and architects. The results of the study show that there are many concerns
regarding sustainability of the destination. The respondents believe that the tourism industry is not
economically viable, the culture is under the threat of mass tourists’ visitation and tourism has a
gradual impact on environmental concerns. To sum up, the study revealed that all stakeholders should

act together for the sustainability of the destination.
Keywords: Heritage Tourism, Sustainability, Safranbolu, Stakeholders
Introduction

Heritage tourism is considered to be one of the fastest growing sectors of the global tourism industry
(Timothy and Nyaupane, 2009). Initially, only historic monuments and sites were included and listed
as World Heritage Sites, but today historic town centres, industrial landscapes and intangible aspects
of heritage are also designated (Landorf, 2009). The sustainability of the heritage sites has been the
main concern of United Nations Educational, Scientific and Cultural Organisation. However, the
implementation of sustainability into heritage tourism management presents many difficulties since
many conflicts emerge with other elements of heritage tourism such as authenticity, accessibility and
viability of the resources where tourism is the main industry that generates revenue (Darlow et al.
2012). This study aims to understand the perceptions of different stakeholder groups regarding
sustainable tourism in a World Heritage town, namely Safranbolu. The study starts with the
background of the term sustainable heritage tourism and stakeholders. Then, information regarding
methodological issues will be presented. After that, the results of the interviews will be presented in
four sections. These are economic sustainability, socio-cultural sustainability, environmental
sustainability and concerns of tourism management and planning at the destination. The study ends

with the conclusion and limitations of research.
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Sustainable Heritage Tourism

It is argued that heritage and sustainability possess the common theme of inheritance, however, the
sustainability imperative was relatively slow to be applied within the context of cultural heritage
management (Fyall and Garrod, 1998). Applying sustainability practices in the heritage sector is
appropriate as heritage management aims to achieve conservation and protection of the historic
environment (Fusco Gerard and Nijkamp, 2009). Sustainable heritage tourism is not only protecting
the physical maintenance of the sites, but also ensuring their social and cultural aspects (Tunbridge
and Ashworth 1996). However, it should be noted that sustainable management of heritage sites is a
complex issue that requires the integration of different managerial considerations (Leask and Fyall,
2012).

The triple bottom line theory (TBL) has been popular in sustainability studies since its first introduction
in the commercial context (Elkington, 2004). This theory suggests that economic, environmental and
socio-cultural aspects of sustainability objectives should be integrated in the core business strategy
(Elkington, 2004). Darlow et al. (2012) evaluated the sustainable heritage tourism practices in the
museums, historic houses and historic churches in the regions of Devon and Cornwall, UK, by using
the triple bottom line approach (Table 1). The result shows that heritage managers suffer from a lack
of financial resources to apply sustainability practices in their properties. Furthermore, among the 416
participants, heritage properties give more emphasis on cultural sustainability rather than
environmental sustainability. In a recent study, Ghanem and Saad (2015) investigated sustainable
heritage tourism in Egypt. Based on the interviews which are conducted with the stakeholders at the
destination such as locals, government officials and travel agent representatives, the study revealed
two main challenges. The first challenge is related to the community such as urbanisation of the town
and the second challenge is related to management such as lack of managerial skills, conflict in

authority and lack of funding.
Stakeholder Participation

The aim of this study is not to apply stakeholder theory; instead it assesses stakeholders’ opinions
regarding sustainability. A stakeholder in heritage tourism is anyone who is affected by the
development of heritage tourism, positively or negatively (Aas, Ladkin and Fletcher, 2005). Chhabra
(2010) classified the stakeholders in heritage tourism as heritage institutions (heritage sites,
attractions, events, and shops), the public sector (chamber of commerce, city or government who
decides on tax deductions), the ancillary sector (such as gasoline stations, restaurants, lodging, gift
shops), tourism organisations (such as the convention and visitor bureaus, state tourism offices,
national and regional tourism organisations), local community, and the academic community

(educationalinstitutions).

Several authors and non-profit organisations claimed the importance of stakeholder participation in

sustainable tourism (Chhabra, 2010; Ghanem and Saad, 2015; Pedersen, 2002). Partnerships from a
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sustainable tourism perspective imply the need to partner with various stakeholders to aim for the
sustained use of resources (Chhabra, 2010). Pederson (2002) stated in the manual that was prepared
for the management of world cultural heritage by United Nations Educational, Scientific, Cultural
Organisation (UNESCO), that any sustainable tourism activity in the world heritage sites (WHS) must
collaborate with stakeholders, or other interested groups including government agencies,
conservation and other non-governmental agencies, developers and local communities. Similar views
were echoed by other authors such as Hampton (2005) and Aas et al. (2005) who believe that
sustainable heritage tourism can be achieved in a way that preserves a destination’s heritage if all
stakeholders recognise their responsibility for sustainable tourism. Thus, this study aims to
understand the perceptions of different stakeholder groups regarding sustainable tourism in a world

heritage town Safranbolu.

Initially, a limited number of stakeholders, such as governments, conservation experts and local
authorities, were involved in the process but more recently local amenity and conservation groups,
local businesses and residents, and tour operators have been involved in the nomination and
management of WHS (Millar, 2006, p. 53). However, it is noted that if the number of stakeholder
increases in the planning and management of WHS, the conflict may arise (Jones and Shaw, 2012).
Therefore, Du Cros and McKercher (2015) state that stakeholder participation can be achieved if
different stakeholders can comprehensively understand each other’s needs and wants from the

heritage assets or sites.
The Case Study: Safranbolu

Safranbolu is a town which is located in the Black Sea region of Turkey (Fig. 1). The city Safranbolu is
a typical Ottoman city with peculiar wooden houses and streets, and it has been an important station
for the caravan trade for many centuries. The city has been listed as a World Heritage Town since 1994
based on several criteria (UNESCO, 2016). The first criterion is its contribution to developments in
architecture, town-planning, art and design. Second, Safranbolu houses represent an outstanding
example of a building type and finally, it is an outstanding example of human settlement. Today, the
city is a popular tourist destination for both domestic and international visitors because of its ability
to retain the town’s authenticity and integrity. Although the Ministry of Tourism and Culture has not
published the up-to-date numbers of visitors to Safranbolu, Figure 2 shows the tourists numbers
between 2009 and 2013.
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Figure 1: Safranbolu

Figure 2: Tourist arrival numbers between 2009-2013
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Source: Ministry of Tourism and Culture (2016)
Methodology

This study uses a secondary qualitative data in order to understand stakeholders’ opinions regarding
sustainable tourism in a World Heritage town. Data was collected primarily for another project in May
2014 by one of the authors. Stakeholders categorize three major stakeholder groups namely the
tourism sector (travel agencies, hotels, food and beverage establishments, universities, retail shops),
the local authorities and the host environment ( non-governmental organization and associations,
local community) (Timur and Gets, 2008). Thus, the sample includes 16 semi-structured interviews
with the participants who are two academics, an expert architect, three local people, two restaurant
owners, three accommodation owners, two shopkeepers, three non-governmental organisation
managers and a member of Council of Cultural Property Protection. Two tourism professors were first
interviewed in order to shape the study because they are experts in the topic and very knowledgeable
about Safranbolu. Their advice and evaluations were considered, and then other stakeholders which

are knowledgeable about sustainability, tourism development and Safranbolu to be interviewed were
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selected. Besides, samples were chosen based on the criteria that they each represent a different
stakeholder. The diversity of participants helps better understand different perspectives regarding

sustainability.

Data analysis process includes two phases. First, all the interviews were transcribed. Then, the
transcripts that were obtained from the interviews were analysed using ethnographic summary
techniques, which involve the use of quotations to support the key issues derived from the
examination of the data. The main findings are presented in four main categories namely, economic
sustainability, socio-cultural sustainability, environmental sustainability and tourism planning,
managing and diversification of tourism. The research conceptual is presented as below in the figure

3. It is based on the literature (Assante et al., 2012; Craik, 1995; Debes,, 2011; Gezici, 2006; Lansing
and De Vries, 2007; Rigall-I-Torrent, 2008; Sofield, 2003; Timur, 2010; Timur and Getz, 2008) that
highlights the main issues under each dimension of the sustainability concept. A method has been

drawn up that includes the purpose of studying based on the literature.
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Figure 3: Conceptual model
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Figure 3 provides a detailed description of the sample, identifying the different respondents with a
nomenclature of R1-R16, which is subsequently used when discussing the findings. Moreover, it
summarizes the aim of the research, and gives information about target population of the study and

samples.
Findings
Economic Sustainability

Some interview questions such as job opportunity, increase in earning level of local operators and
increase in duration of stay and excessive number of accommodation offered by tourism development

in Safranbolu were asked to determine participants' views on economic sustainability. Then, the
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research reveals that a stable economy is one of the most fundamental matters. Availability of jobs,
the development of services, substructure of the region, and existing enterprises are the topics that
were stated the most by respondents. It is inferred from the interviews that the domestic enterprises
such as retail shops, gift shops, hotel and food and beverage establishments play an effective role in
the development of Safranbolu. The issue of job availability is mentioned by accommodation owners
since more and more places with available occupations starts to open such as new hotels, gift shops,
and restaurants. On the other hand, stakeholders differ in their ideas about who gains more from the
developments in the region on the level of earnings. A participant who works in a tourism organisation
(R9) states that “the money earned from increasing numbers of tourists is only beneficial to the owners

and managers, not to workers.”

Many old houses in were renovated and re-used in another function primarily as hotels and
guesthouses. The owners of hotels believe that it has a positive impact on the local economy of the
city. One of respondents (R8) claimed that “the houses were wrecked and desolated, which caused a
rather disturbing view for the destination, but now they are renewed and young people have
occupations as well”. Therefore, using old houses in a new concept might accord well with the idea of

economic sustainability.

The respondents also stated some conditions where it is hard to achieve economic sustainability.
Short-breaks or day excursionists do not have an economic impact at the destination. Therefore, some
of the accommodation owners and shopkeepers argued that their businesses are not economically
viable. According to an accommodation owner’s opinion (R10) “Safranbolu is in fact polluted by visitors
coming from towns and cities near Safranbolu during weekends and holiday seasons. For instance,
there were lots of visitors on the May 1. But the strange thing is all of them spent the day eating only
bagels, and all they wanted to do was to tour Safranbolu in two hours and travel to another, close city.
These kind of low-quality tourists, whom we call day trippers, are only consumers for us. They visit the
houses, and pollute the region. They do not do anything but exhaust Safranbolu”. Another respondent
who is a restaurant owner (R7) explains this situation as “in contrast to the excessive amount of
accommodation in Safranbolu, other touristic establishments such as restaurants, cafés, pubs, discos
either do not exist or are not varied to meet the demands of different income groups. Thus, heritage
site of Safranbolu is toured and consumed in a very short time. This can be counted as one of the most

important reasons why the duration of stay is short.
Socio-cultural sustainability

The results of the questions about life quality of local community and cultural degeneration asked by
the participants to determine their opinion of socio-cultural sustainability are evaluated. Thus, several
issues regarding socio-cultural sustainability has been stated by the respondents. One of the outcome
of tourism development in the destination was that it led to the movement of the local community to

the other areas. An official from a local organisation (R16) states that “tourism generally affects the
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life quality of local community in a positive way but that is not the case for Safranbolu. The reason is
that the local residents were disturbed by the extreme crowds and moved to the new residential areas
we refer to as Old town (Eski Carsi), which resulted in the termination of neighbourhood. Children used

to play on these streets in the past, but now it’s all cars and tour buses”.

The interviews revealed that business operators also have a negative opinion of the locals’ perception
regarding tourism development. A restaurant manager (R6) said that “according to logic of local
community more tourists mean more money. But what we need is the increase in quality, not numbers.
We need a certain number of visitors which we will be able to host because more tourists than that
results in degeneration of the community. The locals can’t take the situation due to the rapid

development of tourism”.

According to the head of non-governmental organisations and local residents of Safranbolu, there
have been many mistakes made during the restoration process of the old Ottoman mansions. For
instance, hotel managers, deliberately or not, demolished or partly removed the stone walls to acquire
bright and spacious common areas, and they pieced together the mansions so they appeal to low on
cultural level visitors. These restorations resulted in the disordered architectonics of the houses, and
most of the mansion hotels are now far from representing Ottoman culture. In a mansion hotel in
which almost all common areas are turned into bedrooms, it is impossible to “visualize” the Ottoman
family life. As a result, authenticity and integration of the world heritage sites which are the main

criterions of being listed a UNESCO’s World Heritage List are in danger.

Moreover, when participants’ opinions are asked about the tangible values, they state that the only
handcraft still alive is hand-printed head-scarf making but it is kept alive only by one maker. The efforts
to improve hand-printed manufacture failed. The house models which appeared in 1990 have turned
into commodities - a low-quality version of older replicas which have the same design. Beside those,
other souvenirs that are sold are the ones originating from South-East Asian or textile products that

are sold anywhere in Turkey.

Cultural tourists want to get acquainted with the intangible cultural heritage of local people living in
the region they visit (Timothy and Nyaupane 2009, 9-10). In this context, participants mostly touched
upon on the fact that even the regional food causes problems. An academic stated that (R1) “although
Safranbolu has a rich cuisine, most places do not offer regional food except for stuffed vine leaves
(vaprak sarma), Turkish pancake (g6zleme), and Turkish type ravioli (manti). For example, you cannot
find food with saffron in anywhere. This is another result of the mass-tourism concept and the demand
for fast and cheap consumption of mass tourists. The only portion of valuable, intangible inheritance
in Safranbolu might be the amateur musicians gathering in Yemeniciler Arastasi coffeehouse to

maintain the rich folk song tradition in the evenings.”

According to data obtained from stakeholders, the physical structure of the Old Town (Eski Carsl) is

also under threat due to the distorted and parallel approach in souvenir and service sector. In an
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interview, The Council of Cultural Property Protection Board’s member emphasises that (R16) “the
tradesmen in town (Carsi) who are selling souvenirs, tea, or coffee invade the public space, and even
make it impossible to walk on the streets on weekends or during holidays. Most importantly, the
architectural and urban texture of Safranbolu is not perceived anymore because of the stands and

tables on the streets, and the sunshades on shops”.

Respondents also argued that tourist-oriented developments had a negative impact on the socio-
cultural structure of the city. Many renovations of the historic houses had a negative impact on the
fabric of the built heritage. This issue was stated by an academic (R2) as: “Unfortunately, what is good
for tourist is not always good for the heritage site. Especially shaping the restorations and services in
accordance with the liking and wishes of insensible tourists affects the sustainability of architectural
heritage in a negative way. The facilities and specific texture, the “Genius Loci” of the region that
appeals to culture tourists are slipping on a daily basis. The new texture that will emerge later will not

attract the tourists anymore”.
Findings Concerning Environmental Sustainability

Outcomes from the interviews on the environmental aspects is that the interventions to connect the
roads together resulted in the crowding of the historical centre with motor vehicles. A mansion
manager states that (R10) “Historical centre is jammed especially on weekends and during holidays.
Besides the roars, vibrations, and pollution caused by motor vehicles, the chaos brought by randomly
parked automobiles destroy the quiet and peaceful environment deserved by visitors who tours the

historical town, and also disallow them to take even just one photo of the heritage site.”

Another academic says that (R1) “the excessive amount of day trippers creates a concentration on
certain areas and thus cause a physical pressure in region especially on the weekends. For example, in
Old Town (Eski Carsi) the stone parquets on the roads have lost their matte features and turned into
shiny, slippery ground due to the heavy crowds. This situation both endangers the sustainability of

preserved areas and the safety of visitors.”

Participants mostly stated that the public authority falls short of solutions to environmental problems
in Safranbolu and they can’t take enough measures. Moreover, participants claim that “tour buses are
sources of noise and pollution” (R5) and “far too many cars and jam harms the historical texture and
structure” (R4). One of the officials from the travel agencies states that (R13) “there are many tours
happening at the same time to Old Safranbolu, which causes the locals to be short of services and the

region can’t host overcrowded groups simultaneously well.”
Findings regarding tourism planning, management and diversification at the destination

Respondents were also asked their opinion regarding tourism management and planning at the
destination. The results vividly showed that many respondents had a negative opinion regarding the

management of the town. An architect (R3) argued that “Tourism in the region is fumbling and
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developing without a professional management and tourism planning on its own, but it actually
essential to have area management, destination management, and planning in the region. An amateur
spirit is ruling the destination. It lacks the perspective of a professional. Unfortunately, managers are
not aware of the fact that increasing the number of the tourists does not necessarily mean also an
increase in the quality of tourism because of their rush to attract more visitors. What should be
important is the quality of services. To be honest if | were a tourist in Safranbolu, | wouldn’t be able to

enjoy the city because of the bumps from people who crowds the streets.”

Yet another academic (R2) states that “Lately, culture tourism has been turning into mass tourism
around the world due to globalization. Mass tourists prefer cheap products and the destination caught
in this mass tourism spiral are consumed quickly. Another negative side of the conversion of culture
tourism into mass tourism is that tour operators show tourists heritage sites but arrange
accommodation in cheaper hotels around, not in the historical town. Accommodations for Western

Black Sea tours which are organized at a really low price are arranged outside of Safranbolu.”

An architect who owns a tourism agency stated that (R13) “when Safranbolu first stepped into tourism
sector, the marketing was made by travel agencies. Each mansion owner rushed to fill the mansion
with busload of visitors, and thus even people who are not dealing with running the mansion found
them excited about appealing to tourists. This rush caused Safranbolu to fall into mass tourism spiral
and endangered its speciality as a “Living City” which is one of the most important reasons why
Safranbolu is listed as UNESCO’s World Heritage. Lately all developments are made to use all mansions
for touristic purposes and the irreversible damage of structuring for excessive tourist density has been

neglected.”
Conclusion

Safranbolu, today, is an important area which keeps alive the Ottoman culture and arouse curiosity in
this regard. The historical and cultural values it has are recognized at the international level and
registered by UNESCO. After the registration of Safranbolu by UNESCO, the number of the visitors has
increased day by day and the recognition level of the area has also increased. Conservation of the area
by considering its protection-usage balance has significance in terms of sustainable cultural tourism.
Over-commercialization and uncontrolled planning can damage the area in this regard. Safranbolu
houses are not the sole source of this area for tourists, many tangible and intangible cultural heritage
also exist in the region. Thus, these cultural elements should also be planned with taking protect-usage

balance into account and be involved in tourism.

In this context, the study describes the perceptions of the Safranbolu’s stakeholders who are
concerned about the sustainability of the destination economically, environmentally, socially and
culturally. The research states that destination stakeholders have very limited awareness and
knowledge regarding the sustainability of the destination in both its cultural and social aspects.

Besides, they do not consider the issue in all its important aspects. It clearly seems that the most of
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the interviewees are primarily concerned about the tourism’s capacity which aims to increase the
profits of the area. A similar result is seen in research implemented in other areas. To make illustrate,
Timur and Getz (2009) as well as Ozdemir and et al. (2014), in their study carried on among tourism
Stakeholders in Calgary and Istanbul Historical Peninsula in Sultanahmet detected that these
interested parties mainly viewed sustainability from the perspective of economic vitality for the

destination.

According to the study, it can also be said that respondents perceive other aspects of sustainability,
(environmental concerns for example), as a way of making the destination more attractive in the eyes
of visitors. Therefore, a significant question exists about the implementation of sustainability practices
in Safranbolu related to stakeholders’ knowledge level and their understanding of sustainability. Based
on the literature (Byrd, Cardenas, and Greenwood, 2008; Karkkainen, Packalen, and Hamunen, 2013;
McCool, 2009; Moscardo, 2011), it is essential that reach to knowledge and understanding of the
issues at hand to be able to attend the sustainable development of the destination. But, Awareness
about the conservation of the city is in the second plan since a space management plan does not exist
in town. The current study reveals that the requirement of cooperation among all tourism

stakeholders is indisputable for solving the problems of town.

Another result mentioned by the study is that the various local community and stakeholders are not
allowed to participate in the decisions about tourism. Destinations occasionally come into existence a
homogeneous group of individuals with similar ideas (Blackstock, 2005). Diversity of views among
different stakeholder groups and conflicts of interest are obstacles to the practical application of
sustainable tourism development (Blackstock, 2005; Dredge, 2006; Sautter and Leisen, 1999). The
union of different stakeholders on common idea is necessary to enable a beneficial collaboration
among stakeholders. (Bramwell and Sharman, 1999; Jamal and Getz, 1995; Ladkin and Martinez
Bertramini, 2002). Thus, in parallel to other destinations, Safranbolu is faced with the requirement of
creating a shared meaning of sustainability which considers all its important sides, and which can be
easily understood and adopted by the different interested parties. Institutional frameworks facilitating
the consensus-building and the participation of all the interested parties should be explored. The
municipality and other local governmental institutions can take a leading role in organizing meetings
to discuss common goals and seminars for raising the awareness about sustainability principles and

other educational activities.

Developing the area with making a tourism plan and accordingly promotional activities by considering
the sustainable tourism logic and the protect-usage balance that is the most significant point to
achieve a sustainable development. Diversification of the tourism, increasing the number of visitors
in the area, attracting the people who are few in number but conscious and responsive about cultural
heritage tourism and who are with high-income and visiting the Safranbolu because of the its features

instead of diversification of the tourism activities are what is required for Safranbolu. In this way,
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intense number of the visitors and the pressure of tourism on the town where is a sensitive historical

area will decrease, so protect-usage balance will be ensured.

Sustainability is important for heritage tourism (Fusco Gerard and Nijkamp, 2009). The stakeholders
are also important to understand to heritage tourism (Aas et al., 2005). Based on the above mentioned
points grounded in the data, first attempt of this study is to understand the stakeholders’ perceptions

about sustainable heritage tourism.

Limitations

It should be noted that this study has several limitations. First, the number of participants is limited to
16. A higher number of participants would make future research more reliable. Another limitation is
that the study adopts only qualitative research approach. However, combination of different research
approaches would help understand the situation better. Finally, this study is limited to one case study,

therefore it is not possible to generalise the findings of the study.
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Introduction

Mental health tourism is a current trend and challenge that tourism and psychology collaborate
towards. Travel’s most common purpose involves relieving frustrations that are experienced every day.

Furthermore, those who proactively engage in tourism tend to be physically and mentally healthy.

People traditionally prefer to travel for the purpose of their health. “Medical tourism” is one of the
tourism in which people travel abroad to access medical treatment. Also, “health tourism” focuses on
wellness and aims to maintain the participants’ health conditions. “Mental health tourism” focuses on
mental wellness and aims to reduce participants’ negative mood and increase their positive mood.
When people experience a positive mood during travel, they sometimes encounter flow experiences.
It is suggested that those in flow experiences improve their attention and concentration and become

more creative and productive (Oguchi, 2015).

People are increasingly attracted to mental health tourism because of a variety of modern social
factors: reflections on mass tourism problems, mass tourism dissatisfaction, a greater diversity of
values, changes in the concept of health, and the impact of social issues. Unfortunately, a number of
people have emotional and mental problems. Figure 1 illustrates the number of patients who suffer
from mental illness, based on a patient survey conducted by the Japan Ministry of Health, Labour and
Welfare (2011). The number of patients is expected to increase by 50% of the number in 1996. The
number of patients with depression is especially remarkable and is twice the number from 1996. Thus,

mental health tourism is becoming increasingly popular.
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Figure 1 The number of patients with mental illness [Source: Japan Ministry of Health, Labour and Welfare

(2011)]

However, there are some practical problems preventing them from going traveling and engaging in
mental health tourism. One of the most prevalent problems is that some think that stressed people
have no energy to go traveling. Sometimes the high stressed people complain of psychical and
emotional exhaustion. For example, burnout is considered as one of stress responses and Maslach
Burnout Inventory (Maslach and Jackson, 1982) defined the burnout as the three symptoms:
emotional exhaustion, depersonalization and lower personal accomplishment. On the other hand,
some studies suggest that the problem-solving process using distraction in stress situations is useful

(Oikawa and Hayashi, 2013). This research is conducted to examine if this is true.

Mental health tourism is closely associated with nature. Forest therapy (Ohe, 2015) and
thalassotherapy (Arakawa, 2015) are well-known forms of mental health tourism. The psychological
relaxation effect is detected in forests in Japan. Forest therapy reduces cortisol, blood pressure levels,
and heart rate; promotes parasympathetic nerve activity; decreases parasympathetic activity; and
calms prefrontal cortex activity (Park, Tsunetsugu, Lee and Miyazaki, 2011). Forest therapy for three
days and two nights has been proven to improve immune function (Park, Tsunetsugu, Kasetani, Hirano,
Kagawa, Sato and Miyazaki, 2007) Also, the subjective symptoms, which were measured using a
shortened version of the profile of mood states (POMS), improved and continued for 5 days (lkei,

Koizumi, Song, Kouzuki, Teratani, Sakuma and Miyazaki, 2015).

This research has two purposes. Firstly, we examine the relationship between people’s stress level and
the strength of their motivation to go traveling. If there is no relationship between the two, the illusion

that stressed people have no energy to go traveling might be eliminated. Next, we examine where
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stressed people prefer to travel, that is, rural or urban resorts. As discussed above, mental health
tourism is closely associated with nature. Stressed people appropriate targets for mental health
tourism. Besides, if such people prefer to travel to rural resorts surrounded by nature, our findings will

provide evidence to support and promote mental health tourism.

Method

An internet survey was conducted. Data collection was delegated to Rakuten Research, Inc. in early
April 2016. A total of 300 individuals, 249 men and 51 women, with a full-time job and aged 20 to 69
years participated in the study. Table 1 show the distributions of the participants.

The General Health Questionnaire (GHQ; Goldberg and Williams, 1988) and subscales of the Brief Job
Stress Questionnaire (BJSQ: Kato, 2000) were adopted to assess stress levels. The GHQ consists of 12
items and 4-point Likert scale, and Table 2 shows the items. The BJSQ is 4-point Likert scale and consists
of three subscales: job stressors (17 items), stress response (29 items) and modification factors (11
items). In this survey, the items of job stressors and stress response were adopted, and Table 3 and 5
show the items. The GHQ and the BJSQ (Stress response) were asked with reference to the conditions

in the past month.

The strength of the motivation to go traveling and the preference regarding where to go traveling
(“Which do you prefer: going to exciting cities or going to rural areas surrounded by nature?”) were
examined. Additionally, destination characteristics were asked for the participants who had traveled
within the past month. The destination preference scale (Yashiro & Oguchi, 2003; 28 items and 5-point

Likert scale) was adopted, and Table 6 shows the items.

Table 1 Distribution of the participants.

Category Number % Category Number %
Sex Male 249 83.0% Place of residence  Hokkaido 6 2.0%
Female 51 17.0% Aomori 7 2.3%
Age 20's 12 4.0% Iwate 6 2.0%
30's 50 16.7% Miyagi 6 2.0%
40's 120 40.0% Akita 7 2.3%
50's 100 33.3% Yamagata 7 2.3%
60’s 18 6.0% Fukushima 6 2.0%
Ibaraki 6 2.0%
Tochigi 6 2.0%
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Kochi 6 2.0%

Fukuoka 6 2.0%
Saga 7 2.3%
Nagasaki 7 2.3%
Kumamoto 7 2.3%
Oita 6 2.0%
Miyazaki 6 2.0%
Kagoshima 7 2.3%
Okinawa 7 2.3%

Findings

Factor Analysis

A factor analysis (principal factor method) was conducted on the GHQ and one factor was extracted
(11 items, = .879). Table 2 shows the descriptive statistics and the result of the factor analysis. The

GHQ scores are calculated by averaging those 11 items.

Table 2 Descriptive statistics and factor structure of the GHQ.

Commun
ltem Mean SD Factor }
loading ality

Have you been feeling unhappy and depressed? 2.49 .820 778 .605
Have you been losing confidence in yourself? 2.43 .860 .768 .590
Have you felt you could not overcome your
difficulties? 2.42 779 .677 .459
Have you lost much sleep over worry? 2.34 .841 .673 .453
Have you been thinking of yourself as a worthless 223 848 668 446
person?
Ha\./e.y.ou been able to enjoy your normal day-to-day 270 637 627 393
activities?
Hayeyou been able to concentrate on what you were 763 659 627 393
doing?

2.63 .628 -.607 .368

Have you felt capable of making decisions about
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things?

Have you felt constantly under strain? 2.75 775 .581 .338
Havg you been reasonably happy, all things 735 722 _484 934
considered?

Havg you felt thing that you were playing a useful 232 677 _436 190
partin things?

Have you been able to face up to your problems? 2.46 .691

Eigenvalue 4.468
Contribution ratio 40.62%

Factor analysis (principal factor method and promax rotation) was conducted on the job stressors

subscale of the BJSQ, and four factors were extracted: “work load” (7 items,

=.757), “job aptitude”

(4 items, = .740), “controllability” (1 item) and “personal relationship” (2 items, = .591). Tables 3

and 4 show the descriptive statistics and a result of the factor analysis. The work load, job aptitude,

controllability and personal relationship scores were calculated by averaging each factor item.

Moreover, factor analysis (principal factor method) was conducted on the stress response subscale of

the BJSQ, and one factor was extracted (26 items, = .953). Table 5 shows the descriptive statistics

and the result of the factor analysis. The stress response scores were calculated by averaging those 26

items.
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Table 3 Descriptive statistics and factor structure of the BJSQ(Job stressors).

Factorloading

Items Mean SD work load job controlla- persgnal gﬁgmun-
aptitude  bility gﬁliitlon_
| have to do a lot of work. 2.76 .796 .735 -.018 175 .088 .595
| have to work hard. 2.93 .710 .666 -.127 .188 -.186 .435
| have to think about work exclusively during work hours. 2.63 .740 .632 .003 -.162 .035 429
My job requires a great deal of concentration. 2.86 .676 .601 .035 .061 -.001 .381
| am not able to handle all my work on time. 2.40 .854 .528 .109 -.236 .102 .378
My job is difficult and requires high-leveled knowledge and skills. 2.64 .787 442 .268 .031 .084 .348
| am able to work at my own pace. 2.67 .806 -.410 321 .366 .062 404
| feel my job is meaningful. 2.61 .792 .077 .815 -.144 -.037 .635
| have a job that matches my aptitudes. 2.68 .762 -.070 .676 .070 .073 464
My office incorporates my opinions into its job policy. 2.70 .753 101 479 .258 -.049 451
My office atmosphere is friendly. 2.75 .709 .104 .456 -.074 -.342 .378
| am able to decide in which order and how | work by myself. 2.94 .740 113 -.036 .899 -.005 .802
There is considerable disagreement within my department. 2.48 .743 123 .043 .052 797 .665
My department interacts poorly with other departments. 2.19 .753 -.042 -.094 -.067 .527 323
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| am loaded physically. 2.29

| hardly utilize my skills and knowledge in my business. 2.22

My work environment, including noise, lightning, temperature and air

ventilation, is uncomfortable. 2.32

Eigenvalue

Contribution ratio

.883

793

.861
2.659
21.49%

2.342 1.621

14.88% 6.44%

1.323

4.98%

47.79%

Table 4 Correlation coefficients among four factors of the BJSQ(Job stressors).

work load job aptitude controllability E:I;St(i)g:slhip
work load - .262 .037 .165
job aptitude - 419 -.195
controllability - -.163
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Table 5 Descriptive statistics and factor structure of the BJSQ(Stress response).

Factor Commun

ltem Mean SD loading -

ality
| feel depressed. 2.01 .879 799 .639
| have sunk into gloom. 1.96 .897 .790 .624
| feel uncomfortable. 1.75 .849 762 .581
| am not able to concentrate on things. 1.82 .841 749 .561
| feel anxious. 2.03 .903 747 .558
| feel slack. 2.20 912 741 .549
| won't lift a finger. 1.93 .890 .738 .544
| am used up. 2.05 .973 710 .505
| feel angry. 2.07 921 706 .498
| getirritated. 2.15 .890 .698 488
| am not able to settle in my work. 1.62 .828 .690 476
| feel sad. 1.74 .864 .690 475
| am very tired. 2.28 914 .689 474
| have heart palpitation and shortness of breath. 1.52 .795 .688 474
| feel faint. 1.53 .790 .666 444
| have a headache. 1.85 914 .658 433
| strain my nerves. 2.13 .900 .639 408
| feel infuriated at heart. 2.08 .904 .635 403
| have poor digestion. 1.79 .872 .615 .378
My joints ache. 1.76 .854 .605 .366
| am not able to sleep well. 1.91 931 .592 .351
| am constipated or have loose bowels. 1.91 .928 .580 .336
| have a poor appetite. 1.41 .681 .569 323
| have eye strain. 2.46 .941 531 .282
| have stiff shoulders. 241 .985 .519 .270
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| have a backache. 2.12 .962 481 232
| am exuberant. 2.05 .829
| am spunky. 1.95 .852
| am inspired. 1.98 .811
Eigenvalue 11.672
Contribution ratio 44.89%
Of 300 participants, 164 had traveled in the past month. Factor analysis (principal factor
method and promax rotation) was conducted on the destination preference scale, and three
factors were extracted: “rural area” (11 items, = .903), “sightseeing spot” (7 items, = .854)
and “urban area” (6 items, = .839). Tables 6 and 7 show the descriptive statistics and the
result of the factor analysis. The rural area, sightseeing spot and urban area scores were
calculated by averaging each factor item.
Table 6 Descriptive statistics and factor structure of the destination preference scale.
Factorloading
ltem Mean  SD sightseein Commun-
rural area o urbanarea MY
Mountains 2.79 1.500 | .940 189 -.182 740
Forests 2.96 1.444 933 -.094 -.178 .763
Farms 2.80 1.383 .849 -.104 -.050 .695
Rivers 2.80 1.370 729 -.148 142 .627
Hot-springs 2.87 1.610 722 .017 .001 .599
Picturesque places 2.65 1.425 .634 .096 .053 612
Glass lands 2.44 1.293 .592 174 -.128 488
Valleys 2.05 1.298 .579 .258 -.056 .634
Cold places 2.66 1.184 .509 .043 -.088 .593
Snowy places 2.19 1.231 .500 113 -.051 .619
Shrines and temples 2.73 1.500 424 -.004 .383 .529
Deserts 1.34 737 -.243 934 -.048 .606
Jungles 1.41 .782 -.120 .875 -.136 .595
(Calcareous) caves 1.66 .948 .099 .767 -.051 .648
Lakes 1.93 1.138 173 .538 -.086 521
Sacred spots 1.74 1.067 .152 .519 .153 .547
Antiquities 2.01 1.105 .328 448 .189 792
Beaches 1.88 1.265 .077 411 222 469
Movie theaters 2.27 1.376 -.151 -.064 .826 .544
Concert halls 2.07 1.278 -.068 .025 .822 .627
High-rise buildings 2.54 1.479 -.202 -.075 .704 499
Shopping malls 2.77 1.512 -.200 -.067 .671 .383
Galleries 2.07 1.199 .259 .062 .617 712
Museums 2.21 1.295 321 .024 591 .685
Warm places 2.74 1.107
Seas 2.33 1.478
Historic sites 2.33 1.325
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Theme parks 2.37 1.415

Eigenvalue 7.215 5.927 4.693
Contribution ratio 33.90% 11.97% 6.21% 52.08%

Table 7 Correlation coefficients among four factors of the destination preference scale.

rural area sightseeing spot
rural area .565 .343
sightseeing spot - .483

urban area -

Relationship between Destination Choice and Stress Levels

The participants were grouped according to their response to the question, “Which do you
prefer: going to exciting cities or going to rural areas surrounded by nature?” The participants
who preferred exciting cities were classified as the “urban group” and those who preferred
rural areas as the “rural group.” One hundred and ten participants were categorized into the
“urban group,” and 190 participants were categorized into the “rural group.”

An ANOVA was used to determine whether there were any significant differences between
these two groups. The GHQ scores were higher in the rural group as compared to the urban
group (F(1,208) = 2.99, p < .10; M(urban) = 2.44, SD(urban) = .306 and M(rural) = 2.50, SD(rural)
=.295), and this meant that the rural group felt more stressed than the urban group (Figure
2).
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Figure 2 The GHQ scores on urban group vs. rural group.

The work load scores were higher in the rural group as compared to the urban group (F(1,298) =
5.41, p < .05; M(urban) = 2.56, SD(urban) = .464 and M(rural) = 2.70, SD(rural) = .500), and this
meant that the rural group felt more overloaded than the urban group (Figure 3).
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Figure 3 The work load scores on urban group vs. rural group.

There were no differences in the stress response, job aptitude, controllability and personal
relationship scores (Table 8).

Table 8 The stress level scores on urban group vs. rural group.

urban group rural group

Mean SD Mean SD
GHQ scores 2.44 .306 2.50 .295
stress response scores 1.95 .623 1.94 591
work load scores 2.56 464 2.70 .500
job aptitude scores 2.67 .558 2.69 .571
controllability scores 2.96 .716 2.92 .755
personal relationship scores 2.38 .674 2.31 .603

Travel Destinations and Stress Levels

In order to investigate the relationships between the travel destinations (rural area,
sightseeing spot and urban area scores) and stress levels (GHQ, stress response, work load,
job aptitude, controllability and personal relationship scores), the correlation coefficients
were calculated. Table 9 shows the correlation coefficients. People whose mental health was
worse and those who felt more stressed tended to go to rural areas for traveling. Additionally,
people who were annoyed about personal relationships at work tended to go to rural areas
for traveling.

Table 9 The correlation coefficients between travel destinations and stress levels.
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sightseeing spot

rural area scores urban area scores

scores

GHQ scores 164" .017 .015
stress response scores . 144" 178" .024
work load scores .044 .016 .060
job aptitude scores -.004 .015 119
controllability scores -.013 -.096 -.020
personal relationship scores 169" .071 .105

Note " p<.05, " p<.10

Key Findings

The results show the following key points:

® Thereis norelationship between people’s stress level and the strength of their motivation
to go traveling.

® The stressed people prefer to travel to rural resorts surrounded by nature.
Conclusion

Firstly, we found no relationship between people’s stress level and the strength of their
motivation to go traveling. This finding suggests that there are misunderstandings regarding
stressed people’s preferences to travel. As mentioned above, one of the most prevalent
problems is that some think that stressed people have no energy to go traveling, but this might
be the wrong impression. At least, those who feel stressed but continue to work have energy
to go traveling. Of course, this is not the case with those who feel too stressed to work.

Next, we found that stressed people preferred to travel to rural resorts surrounded by nature.
The stressed people that we recommend to engage in mental health tourism prefer to go to
rural resorts and be in contact with natures. As mentioned above, mental health tourism is
closely associated with nature. Our findings revalidate the importance of mental health
tourism.

Also, those who felt stressed had traveled to rural areas during their spring vacation. This
finding might support the thought that people tend to travel and prefer to go to rural resorts
surrounded by nature. However, it has another dimension; this finding might suggest that
people’s stress levels remain high even if they travel to rural area. One of the requisites for
mental health tourism is to provide scientifically proven programs. Future research and
development of special programs that are effective at maintaining and promoting mental
health and that utilize nature in rural areas.
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Introduction

Strategies to innovate the tourist offering at a global level, must integrate touristic
development models that could respond to the new expectations and requirements of an
increasingly demanding and competitive tourism market, through territorial integration
strategies of destination regions using routes and tourist corridors.

México, since 2010, is applying a touristic policy that involves thematic values, generating
synergies in corridors with touristic centers and sub centers, which includes natural and
cultural values.

This is the case of the “Camino Real de Tierra Adentro” considerate a World Heritage site by
UNESCO in 2010. This corridor includes the territories of the States of Aguascalientes,
Guanajuato, Jalisco, Querétaro, San Luis Potosi and Zacatecas. All of them include mining
centers which keep a great diversity of attractions of historical and cultural value from the
XVII, XVIII and XIX centuries which are the main attractions for promoting the correct and
sustainable development of the touristic activity.

Objectives

The present work seeks to contribute with methodological approach of the Tourism
Systematic Management (OTu by its acronyms in Spanish), which tries to reduce the territorial
asymmetries, caused in the actual model of Development Poles that concentrate touristic
activities, heterogeneously in the receiving regions. This situation has generated great socio-
economic inequalities with strong impacts on the natural environment, ending with
degradation and loss, even of the natural or cultural resources used for tourism. This situation
that has led to the fall of places such as Acapulco, Zihuatanejo and even Cancun itself is due
to resource depletion, intensive touristic activity, centralized in the nuclear touristic
destinations.

The proposed model (OTu) seeks instead to diversify the offer of attractive in a regional space
with complementary nodes of attraction. This model integrates the main players in tourism
planning and management; Government, entrepreneurs and society, who plan and make
decisions for the use of the Regional Touristic Space (RTE), trying to be a development with
mechanisms of investment, administration and sustainable management, that meets the

L http://whc.unesco.org/en/list
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needs of the Receiver Population which has the balanced usufruct of the touristic revenues.
(Delgadillo: 2003).

To this end, the application of this tourism planning tool (OTu) is proposed, considering the
systemic-complex thinking paradigms and sustainable paradigm, using the systematic
explanatory model called Tourism System with application to the Receiving Region, using
Systems tools of Geographic Information (GIS) Leiper (1979), Boullén (1985), Molina (2002),
Jiménez (2005), Gémez (2012), Cervantes (2014).

Methodology

The present proposal is based in the model of Tourism (OTu) (Leiper, N. 1979), as a planning
tool that seeks to regulate or organize the use, occupation and transformation of the touristic
territory in pursuit of the sustainable use of the natural and human resources in accordance
with patterns of distribution of human settlements and economic activities, considering the
potential and limitations of the tourism in the territory, as well as the aspirations and
expectations of the receiving population, and the development objectives proposed for every
single territory.

According with the works of: Boullon, R. (1985) and Jimenez Martinez A. (2005); the
geographical-territorial analysis of OTu, which is proposed in this article, uses a systematic
explanatory model called: “TOURIST SYSTEM” that generates representations of reality that
include a set of elements at play, interactions and physical, biological, social and economic
policies and policies related to tourism. This model includes the Regional Tourist Space (RTS)
and the Receiving Region, for which, 4 categories of analysis are used:

1. Geographic: Geoecosiystemic Determination of the Receiving Region.

2. Functional Structure: Defined by the processes of the attracting flows to and from the
centers of touristic action.

3. Symbolic: Topological network of optimal communications for the area of influence
and its accessibility.

4. Geopolitics to diagnose and restructure existing and possible interrelations between
the involved elements in planning, management and administration.

In this approach and under the paradigms of complex systemic thinking and sustainability,
three key premises are recognized that must be included into the analysis: (See Figure. 1)

e Tourism is recognized as a complex phenomenon in a context of the sender-receiver
region which systematically conforms the RTS.

e The Tourist Order (OTu) is recognized as the main thrust of the Planning of Public and
Private Tourism Policy.

e |tis part of the definition of the elements and limits of the Basic Tourist System (BTS)
included as part of the Regional Tourist Space (RTS) in the receiving region, as well as
the elements integrated to this one of the Transit Route
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Figure 1. Tourism Regional System Elements (TRSE)
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The structure of The Tourist Area of the Receiving Region, is defined in all the parts where
the tourist activity is carried out; taking as key elements of their determination, the location
of the attractions — classified in various categories and sizes, the presence of infrastructures,
equipment and services that facility the arrival, permanence and displacement of visitors
(Boullon. 2006). Incorporating also, all that tourist space where the tourist practice could be
verified (potential tourist space)?; and the environmental and urban components of the non-
tourist space of influence, although managed within the territorial planning instrument, as
well as other elements included in the Transit Route within the Receiving Region (TR-RR).

2 The first situation corresponds to the places where the tourists arrive, and the second to those parts that could
arrive, but they do not; either because they are inaccessible to them, or because the lack of acceptable roads and
paths that lead to them and facilitate their travel, as well as minimal amenities in the place, discourages your visit.
In: Boullén, Roberto. 2006
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In this way, it is considered that the TR-RR, presents different characteristics and temporal
space influences in the Emitter and Receiver regions?, that are differentiated and classified
functionally from zones, tourist areas, complexes, conglomerates, centers, corridors, routes
or touristic circuits and attractions; which are associated with tourist attractions, receiving
localities with or without infrastructure, transit locations linked to the tourist displacement,
support region and space of influence of the activity as well as with the population receiving
the economic impacts, environmental and socio-cultural aspects of tourism.

In this way, the TR-RR analysis allows the organization of the interconnection between
distribution centers, tourist centers and sub-centers, transit of tour centers, tourist units also
with tourist attractions, induction of transit centers; it’s surrounding space, which maintains
environmental characteristics, and with the built environment (infrastructure -
communication routes and equipment — tourism plant), thereby defining the distribution of
tourist flows and public policy schemes that must govern them (environmental and urban).

According to the above, five categories should be defined for the analysis* of the Regional
Tourist Space (Figure 2):

Formation of regions: This category first involves the delimitation of the receiving region,
recognizing it as the territory that groups the various original (territorial and tourist)
components with more or less homogeneous characteristics, which allow the formation of
adjacent and integrated units defined by the physical, environmental, economic and
sociodemographic media, determining the role of the territory as a support of the
development of tourism.

3 Concept of region. Authors: Joan Vild i Valenti; Location: The region and the Spanish geography. Systemic region:
explains reality as a whole regulated by material and immaterial flows of goods, persons, information, etc.
Constituted by a heterogeneous unit that depends on its complementarities and functional relations, conditioned
by the territory that defines its proximal (local) and distant (global) environment, by the cultural heritage and its
potentialities. It is classified in terms of the existence of a:

*Rector's core

* A surrounding physical space limited by a certain distance

* Flows or functional relationships between its members

4 Geographic Space Analysis: Mathematical, statistical, probabilistic, logical, cartographic and graphical techniques

that are used to solve a problem that requires the analysis of geographic information. Its purpose is to provide
knowledge about the parts of a problem and then integrate a solution to it.
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Figure 2. Representation of regional tourist system
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In this context, we define:

Receptive Region, groups the space where the tourism activities are linked directly or
indirectly with the rural, urban, natural or productive spaces of the area of tourist influence;
as well as tourism resources defined by the tourist attractions that are located near a human
settlement with or without tourist facilities, maintaining proximity to infrastructure,
transportation and means of communication. Delimiting them by means of the Tourist Zoning
through the information of organizations of the tourist space, that are classified according to
Boulldn (1991) and to Cardenas (2006) in:
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e Holyday resort: has one or more high level attraction, near a resort with tourist plant.

e Zone/Tourist Area: is defined as the geographical space that has up to ten attractions
of very high hierarchy, which are located near a resort that has plant desk, which
maintains proximity to the infrastructure, transportation and communication within
the area defined by two hours scroll tourist.

e Touristic Conglomerate: It has two or more potential resorts with infrastructure and
travel services, which keep a strong link with and attractive high hierarchy.

e Touristic core: It has at least ten touristic attractions of low hierarchy or three to five
of medium importance. They are territorial isolated with poor communication.

e Tourist attraction: set of elements materials and/or intangible that are likely to be
transformed into a tourist product, which must have the impact in the decision-
making process that makes a tourist visit a place.

e Tourism industry: location and diagnosis of touristic offering, services and touristic
equipment, information and commercialization, on the media elements and touristic
technologies; to know the viability of bid the touristic areas.

The support region has the natural and urban landscapes and also the space influence, which
provides necessary resources to hold the tourism. Its definition incorporates symbolism of
sustainability in the application of good practices, for the management of economic,
environmental and socio-cultural impacts generated by the tourism.

Determination of nodes: these are defined for being points of interconnection between the
road arches. They can operate as starting, arrival or transit points of the touristic flow within
the receiving region. These touristic nodes are classified according to Boullon (1991) and
Cardenas (2006) in:

e Distribution center: are urban centers of enclave that are only accessible from the
foreign markets to the system of the TR-RR. They are connected with other resorts
from different regions; they have accommodation capacity, urban, commercial and
touristic services for the coordination role, communication and distribution.

e Resort: It's defined by the urban center, located within a radius of one hour of the
Distribution Center; it has values and tourist infrastructure to motivate a trip
way/return.

e Touristic Sub-center: it has the function of enclave ®> , maintaining access and
interconnection with other touristic centers in the TR-RR. It includes accommodation
capacity and good quality touristic services.

e Excursion center: is a human settlement that has peripheral excursion sites. It's a
supply point for the exploration of these sites.

e Tourist unit: human settlement with a concentration of equipment and basic services.

e Transit and induction center: It's a rural or urban® settlement linked directly with the
tourist flow, in which are provided services and they are main points for tourist’s
information.

5 The tourist enclave does not establish links between companies providing tourist services, visitors and local
populations, generating social problems due to the segregation generated by the type of tourism. They usually
include service complexes directed to an elitist segment that does not come into contact with the local population
and community. On the other hand, enclave tourism in some cases can avoid certain problems of frontal collisions
when the culture between the visitors and the local inhabitants is too different, and soften the step to the
development of tourism. In: Dieckow Liliana M., Nancy A. Brondani and Angelina N. Caceres. 2012. "The Economic
Impacts of Tourism Policies: Local Development or Tourist Enclaves. The Paradigmatic Case of Santa Ana, Misiones,
Argentina "

6 Urban center: Agglomerated spatial settlement with more than 2,500 inhabitants, which has services linked to
the tourist centers by the connecting ways.
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Network analysis: the objectives of this category are defined in the TR-RR of routes and
optimal influence areas for the development of a trip. The communication network is the
central element of analysis, defining:

O Optimal transit route: is the tourist industry’s action area through the
transport, accommodation and intermediates.
0 Tourist corridor: Defined by the forms of possible interconnection between
sites of tourist entering and its distribution throughout the TR-RR.
0 Identification of the existential interrelationships between the elements
mentioned above to explain the operation of the whole system.
Modeling Scenarios: this analysis implies evaluate the parameters, factors and variabilities,
ranking their importance in the explanation and prospection of the changes in the patterns of
the touristic space by part of the analyzed TR-RR components.

The use of the Geographic Information Systems (GIS) to evaluate the Tourist System (TS) and
the Regional Tourist Space

Under the focus of the GIS, the definition of the Regional Tourist Space (RTS) demand analysis
of:

¢ Characterization of the elements to analyze of the Touristic System: Issuing region,
transit route, receiving region.
¢ Functional characterization under the low-importance rating of the conjugated
elements in the RTS, valuing receiver — transmitter nodes, types of induction centers
weighting resources and tourist attractions; importance of the infrastructure,
installations and touristic equipment; land uses and environmental — territorial policies
linked to tourist zoning; other available natural resources determine the potential of an
RTS to fully develop.’
® Perform topological analysis of networks identified in tourist corridors; which
determine the flow and management of visitors. Also identify possible routes and
tourist circuits.
® Multicriteria evaluation that allows the weighting of the decision variables to define the
highest tourism resources.
® Crossing the results of the analysis and the multicriteria evaluation to obtain the
optimum Regional Tourist Space, which allows, to obtain a greater flow of tourists,
greater economic spillage and reduction in the times and costs.
Application of the SIG to define the TS and RTS TO THE ROUTE OF THE SILVER OR Camino Real
de Tierra Adentro: Tourist Corridor of the Silver Cultural Heritage of Zacatecas, Mexico.

The use of Geographic Information Systems (GIS)8, to define the categories Tourist System
(TS) and Regional Tourist Space (RTS), in the state of Zacatecas, gave the following results:

e Formation of regions: It groups diverse components of the territory conforming the
following units:

Rural location: A human space that is characterized mainly by the development of agricultural and livestock
production activities, which gradually have been incorporated into the economic and consumer relationship
around new rooms and / or leisure and recreational activities.

8 Digital mapping INEGI. CONANP. SEMARNAT. Esc. 1: 250,000. ArcGis 9.2 Software
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e Emission Region (Figure 3): The arrival of 407,500 tourists is reported in 2011, of which
96% are of Mexican origin (Jalisco, COMX, and Coahuila), 2.3% North American, 0.45%
Canadian and 0.45% Latin American. The type according to the profile of the tourist
expresses that 60% are women, with education of 58.6% with university level or more,
with 64% of tourists with ages between 25 and 60 years®.

Figure 3. Emmission region
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Source: own design

Receiver region (figure 4). It contains tourist resources, tourist attractions, infrastructure,
transportation, communication, the space of influence that receives the economic and
environmental impacts within the territory corresponding to 40 municipalities.

9 SECTURZAC. 2011. "Degree of satisfaction and profile of the tourist: 2011"
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Figure 4. Tourist receiving region
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Source: own design
Tourist zoning see figures 5 and 6

It defines: a tourist complex, 2 tourist areas, 5 tourist conglomerates, as well as 4 tourist
centers.
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Figure 5. Tourist Zacatecas zones
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Figure 6. Tourist system zone
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Support region (Figure 7): within the territory of 40 municipalities (Chalchihuites, Sombrerete,
Sain Alto, Fresnillo, Calera, Guadalupe, Zacatecas, Vetagrande, Apozdl, Jalpa, Juchipila,
Villanueva, Jeréz, Nochistlan de Mejia, Trinidad Garcia de la Cadena, Tlaltenango de Sanchez
Roman, Teul de Gonzalez Ortega, Valparaiso, Fresnillo, Zacatecas, Guadalupe, Vetagrande,
Trancoso, Ojocaliente, Villa Gonzélez Ortega, Pinos, Villa de Cos, Genaro Codina, Sain Alto,
Villanueva, Huejuquilla El Alto, Susticacan, General Enrique Estrada, Panuco, Morelos, General
Panfilo Natera, Cuauhtémoc, Ojocaliente, Noria de los Angeles, Villa Hidalgo, Loreto and Villa
Garcia); the natural landscape implies the maintenance of the image of desert xeric scrub, low
deciduous forest, of holm oaks and pine forest, as well as traditional agricultural landscapes,
constructed landscapes linked to the historical center of Zacatecas (UNESCO World Heritage).
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Figure 7. Support region
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1. Definition of nodes (Figure 8): 3 distribution centers, 4 tourist sub-centers, 2 centers
of induction or transit, 28 visitor centers, 22 excursion centers and 6 protected natural
areas with spaces dedicated to tourism. 7 elements of greater tourist weight are
defined due to their integration, the number and category of attractions,
transportation, lodging and food services, which are: Metropolitan Zone of Zacatecas
- Guadalupe, as well as 5 magical villages of Sombrerete, Pinos, Jerez, Teul de
Gonzélez and Nochistlan.
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Figure 8. Zacatecas Tourist Regional Space
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Source own design
As well as 255 tourist attractions, of which 24 are linked to natural spaces, 156 with cultural

attractions, 29 with contemporary technical, scientific or artistic achievements and 46
scheduled events (Figure 9).
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Figure 9. Zacatecas tourist attractions

Source own design

2. Network Analysis: whose objective is to find an optimal route, where: Transit route:
32 tourist locations, with 3,027 rooms, 15 tour operators located in Zacatecas, Jerez
and Sombrerete. It includes the influence on 2441 kilometers of road networks, 71
urban localities and 1938 rural localities (Figure 10).
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