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A Foreword from the Patron
YB Datuk Haji Abdul Karim Rahman Hamzah
Minister of Tourism, Arts & Culture, Sarawak

I am pleased to learn about the publication of the inaugural issue of the Journal of Responsible
Tourism Management (JRTM). JRTM is the first international journal published in Sarawak
that focuses on tourism and hospitality matters. My heartiest congratulations to Sarawak
Research Society (SRS) and the Faculty of Hospitality and Tourism Management (FHTM),
UCSI University as well as the editorial members for putting tremendous effort in making the
publication possible and achieving a milestone success. Be rest assured that the journal has the
full support from the Ministry of Tourism, Arts and Culture Sarawak (MTAC). I am also in
awe of the studies and works done by the authors from different countries. Congratulations to
all the authors and thank you for choosing JRTM as your publication outlet.
During the unprecedented times where the pandemic crisis has drastically changed how things
were done and operated in the past, especially the activities related to tourism, we are
determined to advance and disseminate knowledge and discourse about responsible tourism in
the current landscape through collaborative efforts. As such, the journal also serves as an
important reference for tourism and hospitality stakeholders to review, restart and revive our
industry in a responsible and sustainable manner. It is an exemplar of cooperation between the
government, researchers, practitioners and communities in order to bring in a positive and longterm impact on our society as well as the next generation. COVID-19 has taught us not to stay
isolated but learn from each other despite having to observe physical distancing. It is high time
that we bring our minds together not only to weather the storm ahead of us but also emerge
better and stronger together.
I am looking forward to reading the articles myself. I hope that you will find the journal useful
in your research and works as well. Please stay safe and healthy. Thank you.
Yours sincerely,

_________________________
YB Datuk Haji Abdul Karim Rahman Hamzah
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A Foreword from the Editors
Welcome to the inaugural issue of the Journal of Responsible Tourism
Management (JRTM). JRTM was launched and will continue to be published
with the aim of advancing and disseminating knowledge on responsible
tourism based on contemporary issues. The journal also serves as an avenue to
integrate the expertise of tourism and hospitality academics, practitioners,
government agencies, and other stakeholders towards providing holistic views,
robust findings, and practical insights for the realization of responsible tourism.
JRTM is an open access, semi-annual publication whose authors retain the
rights to their published manuscripts. This issue features seven articles, which
are downloadable from the journal’s website at www.jrtm.org. Our editorial
explores the rhetoric, reality, and prospect of responsible tourism, while the
other articles look into the various aspects of tourism, such as communitybased tourism, urban tourism, and agritourism. The roles of youth or students,
crisis management, and education in responsible tourism are also examined.
The relevance of Sustainable Development Goals (SDGs) and the importance
of multiple stakeholders (governments, educational institutions, business
managers, and local communities) for responsible tourism are highlighted as
well.
Notably, the articles in this first issue have been contributed by authors from
Indonesia, Australia, Japan, Singapore, Taiwan, and Malaysia – we would like
to thank them all for their contribution. Credit goes to the Editorial Board
Members and reviewers as well for their efforts in assessing and improving the
quality of the articles. It has also been a pleasure to work with the Sarawak
Research Society, the Faculty of Hospitality and Tourism Management of
UCSI University, and the Regional Centre of Expertise (RCE) Kuching to
publish the first issue. Last but not least, we humbly express our gratitude to
the Ministry of Tourism, Arts, and Culture (MTAC) Sarawak for their trust
and unwavering support from day one of this journal’s development. We are
committed not only to developing JRTM as an internationally recognised
journal, but also to integrating knowledge and practice about responsible
tourism to exert a real impact on our readers and the society at large.
To conclude, we hope the inaugural issue of JRTM will raise the interest of
academicians and practitioners both locally and internationally in scholarship
and practices related to responsible tourism. We hope you enjoy reading and
learning from this journal’s articles.
Yours sincerely,
Hiram Ting, Leong Quee Ling, Leong Choi Meng
Email: jrtmeditorial@gmail.com
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ABSTRACT: The discourse on responsible tourism, although not new, has been given a
new lease on life in the wake of COVID-19. Before 2020, global tourism mobilities were
unparalleled with seemingly little standing in the way of the juggernaut that tourism had
become. Typically, tourism is seen through an economic lens – for the jobs it provides and
the impetus it gives to the coffers of governments and the wallets of tourism dependent
communities. This has not changed since the tourism growth model was spawned in the
1960s and has only intensified through to the era of overtourism. In invoking the term, New
Era of Responsibility, it not too subtly suggests that for global tourism, the reframing that
needs to take place is urgent and has been expedited by the pandemic of 2020. What is
called for has been broached before and if tourism is to be the panacea of the catalogue of
things ascribed to it, business as usual is surely not feasible. The call for an epoch where
responsibility is assumed reverberates in talking circles that reference the Anthropocene as
a time when the urgency to act with greater responsibility is now, more than ever, vital,
given that the demands put upon the planet continue to intensify while the requisite
attention needed to allow recovery and replenishment, and to stave off system failure,
continually deteriorates. Tourism has become entrenched as a lifestyle phenomenon for
many, and a livelihood source for as many more. The call for responsible tourism appeals
to finding the balance between competing priorities and most importantly, to acknowledge
planetary limitations.
KEYWORDS: responsible tourism; sustainable tourism; overtourism; tourism degrowth

A New Era of Responsibility
In 2009, among the many goals raised in the inauguration speech of the 44th President of the
United States, Barack Obama, was his calls for a New Era of Responsibility - while explicitly
referring to domestic American concerns, this acknowledgement stood out for its significance
and timeliness for the entire global community. In not too subtle terms, the call was seemingly
for urgent change and a rethink concerning how humans inhabit the planet and how we relate
to and care for each other. Equally important, was his exhortations about the interconnectivity
among us and that what transpires in his country, usually has massive ripple effects throughout
the globe – when the US sneezes, everyone else catches a cold so to speak. Political rhetoric
aside, while this was by no means the first high level appeal for greater responsibility, it signals
Published by Sarawak Research Society and
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what Donna Haraway refers to as the “inflection point of consequence that changes the name
of the “game” of life on earth for everybody and everything”. While ascribed inflections points
might be arbitrary in their conception, Haraway’s calls align with the turn to the so-called New
Era of Responsibility (Corrick, 1990, p. 6):
“The catalyst for this change is the awareness of our responsibilities, which engenders
a holistic view of the very basis of our existence – an integrated existence embracing
our social, technological and physical environments.”
The call for an epoch where responsibility is assumed reverberates in talking circles that
reference the Anthropocene as a time when the urgency to act with greater responsibility is
now, more than ever, vital, given that the demands put upon the planet continue to intensify
while the requisite attention needed to allow recovery and replenishment, and to stave off
system failure, continually deteriorates. As Bruno Latour (2014, p. 4) suggests, if we don’t
acknowledge our Anthropocene predicament, “there is no prayer, and no chance of escaping to
anywhere else” should catastrophic system failure come to pass. In the same vein, Rasmussen
Karlsson (2015, p. 26) reinforces Latour’s caution and in employing the ecological footprint
metaphor, argues:
Scratching beneath the glossy surface of the now almost universal practice of
greenwashing, what this essentially means is a radical consumption critique and a
rejection of global capitalism in toto.
The greenwashing referred to by Karlsson confronts the way procrastination and obfuscation,
particularly in policy and industry circles has become all too common in the interests of
‘business as usual’ and, where rather than addressing social and ecological urgencies (that is,
acting responsibly), the drive for growth, increased profitability and productivity increases take
precedence. Much of what is alluded to in the shaping of the New Era of Responsibility
references what Giorgos Kallis and Sam Bliss (2019, p. 479) frame as post environmentalism:
“Precisely when nothing seems to limit us – as seemingly nothing does in the Anthropocene,
with humans leaving little unaltered – it is essential to define our limits”. Kallis and Bliss’ call
is for degrowth where ostensibly, responsible consumerism acknowledges that general global
levels of consumption must face a time of reckoning - for to not address this, is irresponsible
and unyielding to intensifying extraction of the planet’s natural resources. This also harkens
back to Donna Haraway’s (2015, p. 161) pleas that “We, human people everywhere, must
address intense, systemic urgencies”. Apropos, this echoes Barry Corrick’s (1990, p. 60)
entreaty from some three decades earlier:
We really have no choice other than to develop a perspective of total environment
(social, physical and technological) as the basis of our transition into an Era of
Responsibility. It is the basis not only for the survival of our planet but for a new,
sustainable relationship with our universe.
2020 was without doubt an annus horriblis, and as a new decade is ushered in, the shadow of
COVID-19 looms large over the planet, stoking unprecedented disruptions and enforcing
discombobulating ruptures to the regular rhythms in the everyday. To employ Donna
Haraway’s ‘inflection point’ phraseology – that the planet has never before faced a pandemic
of these proportions, insofar as its reach and spread is abundantly clear. Much cogitation and
hand wringing has gone into questions concerning coming to grips with the pandemic and how
any such recovery is likely to take place. For the most part, its been a case of one step forward
Published by Sarawak Research Society and
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and two back, as subsequent waves of coronavirus have emerged, setting recovery back on its
heals. The rapid development of vaccines and its deployment has already begun, especially in
countries of the global North where frontline emergency workers, government officers and
policymakers have become the first to be vaccinated. Whether any or all of the developed
vaccines is the antidote to enforced global immobility or not, remains in question (Cheer, Hall
& Saarinen, 2020).
All of this ratchets up the urgency to reinforce the calls for a New Era of Responsibility,
cognizant not only of planetary and ecological limits, but also of wider social justice concerns,
and of the need to reform social, economic and political systems that hinder equity, fairness
and responsibility. The responsibility at large referred to is the sweet spot between extracting
from the planet, and making way for a new consciousness that genuinely reconciles with the
impulses for economic development and prosperity gains. This alludes to Esther Reed’s (2018,
p. 12) retort that “Today’s global realities demand instead a recasting of responsibility as links
between observable facts and what realists call the ‘open-systemic world’”. Furthermore, when
it comes to global tourism mobilities, Reed’s sentiments resonate – how can the sector be
refashioned away from its current manifestations, widely argued to be problematic and in light
of the pandemic of 2020, demonstrates its fragility and proneness to shocks and disturbances
that have left tourism dependent communities in disarray? Accordingly, responsible
consumption and production of tourism takes on greater urgency in what are classic
Anthropocene moments (Mostafanezhad & Norum, 2020).

Journaling Responsible Tourism
The underlying aim of this editorial to the inaugural issue of Journal of Responsible Tourism
Management is not to extend a systematic and comprehensive analysis of the entire gamut of
the critical political ecology discourse that is fundamental to responsible consumption and
production, or to offer an entire treatise on the genesis and status quo of responsible tourism that is beyond and outside the scope of what usually comprises an editorial – rather, the aim is
to appraise some of the key antecedents that have helped develop scholarly discussions around
responsible tourism and the assemblages aligned with it. Additionally, a secondary aim is to
hint at a way forward for research into responsible tourism, and in particular to consider the
ramifications of how COVID-19, arguably the single biggest disruptor to international tourism
is likely to shape and influence invocations of responsible tourism henceforth (Lew et al., 2020).
In doing so, we construct a scaffold for the collection of papers that make up this very first
issue of the Journal of Responsible Tourism.
As a broad framing, responsible tourism as an umbrella term or nomenclature, is tied to
responsible and mindful consumption and production of travel, and linked to wider
consumption and production concerns (Fennell, 2008; Goodwin & Francis, 2003).
Unsurprisingly, as the global tourism industry faces the pandemic head on, the resulting
economic recession has exposed the brittleness of tourism dependence on individual and family
livelihoods, as well as to national and local economies (Lew et al, 2020). Rather akin to the
melting of Antarctica’s ice sheets, the drop-off in tourism reveals rugged remnants of an
underlying context that has hitherto been out of sight, signaling the urgency for adaptive
approaches toward recovery and resilience building, or run the risk of continued and permanent
decline (Cheer & Lew, 2017; Lew & Cheer, 2017).
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This is also a reminder of Harng Luh Sin’s (2010) line of questioning when it comes to
responsible tourism – who are we responsible to and what are we responsible for? Sin (p. 984)
aligns responsibility with care, vis a vis volunteer tourism and highlights how “many academics
have turned to classical ethical theory and analyzed the ethics foregrounding what should be
deemed as responsibilities of various parties involved in tourism development”. Indeed,
responsibility, infers care and attention to disjuncture that detracts from better tourism
outcomes (Cheer, 2018; Mostafanezhad, Cheer & Sin, 2020).
For the global tourism industry, the pandemic of 2020 has been debilitating, nobbling any
chance of international travel in the short run, and bringing an end to what had been an extended
period of international tourism growth, culminating in international arrivals of around 1.4
billion at the end of 2019, and with greater numbers of domestic trips usually glossed over
(Cheer, Hall & Saarinen, 2020). In Australia, for example, the country’s government has
suggested that borders may be closed for the entirety of 2021 for non essential travel – tourists,
more or less. Other forecasts are for global tourism to not return to normalcy until 2023 and
beyond.
Tourism dependent economies had become accustomed to what were continuing upward
trajectories, and with that came widespread development and a reorientation to the promises of
the wider visitor economy. For travelers, opportunities to travel abroad had become
unparalleled, aided by low cost carriers that helped underline the democratization of travel.
Further, advances in travel technology have made traveling less onerous and more seamless
with applications that have aided the traveller in way finding, sourcing of accommodation and
transport and, the sharing of travel stories and photography. Travel mobilities that have relied
so much on unrestricted aviation and mostly open borders have come to realise that these things,
usually taken for granted, can rapidly come unstuck. Indeed, prognostications about what could
curtail the international tourism growth trajectory included events such as a global financial
crunch, oil crisis or widespread global conflict (Milano, Cheer & Novelli, 2019). A pandemic
of gargantuan proportions was not even considered by most, if not all tourism industry
stakeholders.

Figure 1: Anti Tourism Campaign in Barcelona
Source: Claudio Milano, 2017.
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However, even before the pandemic’s emergence, the chorus calling for a rethink of the global
tourism sector had become louder (Figure 1) (Fletcher et al., 2020). The protests against the
effects of overtourism are a case in point where residents of popular tourist cities had decided
that the so-called limits to acceptable change had been exceeded, and that their ways of life and
well being had undergone disruptive and irreversible transformations (Figure 2) (Dodds &
Butler, 2019; Milano, Cheer & Novelli, 2019a; 2019b). Tourism, in these instances, had come
to have a disproportionate influence on the day to day, and the needs of tourists had come to
be prioritized above that of residents. Originating in Sweden, the term flygskam or flight shame
emerged as reaction against this, as well as the gargantuan carbon footprint of international
aviation (Mkono, 2019). Cruising, the fastest growing sector of international tourism also came
under attack for its questionable practices and most prominently, its environmental impacts
(Cheer, 2020).

Figure 2: Campaign against touristification of neighborhoods
Source: Claudio Milano, 2017.

Antecedents of Responsible Tourism
One of the earliest scholars to have taken a critical and expansive eye on responsible tourism,
Brian Wheeller opined: “Responsible tourism has grown as a reaction to mass tourism, is being
caught up in the groundswell of green issues and championed as a suitable way forward”
(Wheeller, 1991, p. 92). Wheeller (1990) cites a World Tourism organization conference in
1989 that set in train more widespread discussion of responsible tourism as distinct from
alternative tourism, the standard bearing nomenclature at the time for discourses regarding the
excesses of mass tourism as seen especially in now renowned historical exemplars such as
Benidorm, Bali and the Ballearics. In particular, attempts were made to articulate the exact
definitional parameters of responsible tourism which was defined accordingly (Wheeler, 1990,
p. 262):
We define Responsible Tourism as relating to all forms of tourism with respect to the
hosts natural, built, and cultural environments and the interests of all of the parties
concerned, i.e. hosts, guests/visitors, tourist industry, governments et al.
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The urgency to plan and manage the prevailing forces of mass tourism goes back a decade or
so earlier as seen in seminal works by Louis Turner and John Ash (1976) in The Golden Hordes:
International Tourism and the Pleasure Periphery, and Valene Smith’s (1989) Host and Guests:
The Anthropology of Tourism. In a sense, Turner and Ash, and Smith were the early pathfinders
for critically assessing the upshot of rapid tourism growth, that at the time, was largely couched
in terms of the unparalleled economic benefits that the sector bequeathed to destination
communities (Diamond, 1977; Ghali, 1976). The World Bank was a key instigator of tourism
development in undeveloped contexts (as distinct from less developed or developing country
contexts) with H. David. Davis (1967, p. 1), a then key figure in the organisation boasting that
“the international tourist trade generates foreign exchange earnings and stimulates employment
and incomes”.
Moheb A. Ghali who was based in Hawai’i in the 1970’s had a bird’s eye view of tourism’s
power to drive economic development, and posed the question: "How much did tourism
contribute?” and “Was it worth it?" (1976, p. 538). This question came at a time in Hawai’i
when the bona fides of tourism were beginning to be questioned as rapid development
transformed the island of Oahu in particular, and as the demands of tourism on Indigenous
Hawai’ians saw increasing tensions raised. Ghali’s analysis demonstrated that while income
growth was considerable from the mid 1950’s through to the 1970’s, the absence of tourism
growth was projected to have likely had a lesser impact, albeit not significant. This analysis
conducted explicitly in income terms, did not take into account the opportunity costs of a
tourism led strategy that has today made the islands heavily dependent on tourism as an
economic driver. Needless to say, considerations of responsible tourism during this era were
doubtless absent with boosterism through tourism a dominant thrust of economic policy
development.
In further progressing this discussion in chronological order to chart antecedents, in 1964,
Forster (p. 217) argued that “Despite its economic importance tourism has been neglected as
an area of investigation by social scientists and has remained a matter for practical manipulation
by Tourist bureaux, government departments, and airline advertising”. Although not explicitly
saying as much, Forster flagged early concerns about the transformative nature of tourism and
the need for caution, forewarning that “tourism will be disruptive depending upon its relative
importance to the sectors of the economy and the extent to which it fits the established local
condition” (p. 219). In a sense, this was an early sounding that alludes to the need for policy
makers to be wary of the need for responsible tourism expansion. Forster (p. 221) was also
prescient in highlighting the dual edged characteristic of tourism:
It is obvious that tourists bring money for this is the reason they are tolerated and
sometimes actively courted. Not only do they increase the amount of money in
circulation but money reaches further both in the sense of touching more people more
often and in giving a monetary valuation to more aspects of behaviour. Tourism thus
causes a change in both the standard of living and the style of life of a community.
Forster’s voice was an exception to the vast majority who were still preoccupied with the
diverse potential for tourism, giving short shrift to any chance that there may be inadvertent
and adverse impacts. Some, like geographer Walter Christaller (1964) before him, expounded
on how tourism had the potential to develop underdeveloped peripheral areas, and on the
development patterns that take place. For Christaller, the recreation and leisure possibilities of
the periphery were prominent concerns and that the touristic potential represented untapped
potential. Notwithstanding, others like Theron Nunez represented a quizzical and dissenting
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voice at the time that questioned whether the wider consequences of tourism were being taken
into account by policy makers. Nunez’s (1963, p. 349) gaze was on the rapidly forming
Mexican tourism economy, and his striking riposte meditated on the destabilising and
transformative impacts of the host-guest encounter:
The new image of urban Mexican life presented to the people of Cajititlan is one of
wealth and presumably limitless leisure, characteristics with which they, as peasant
Mexicans, cannot identify.
As an anthropologist, Nunez knew explicitly that “change involves conflict” and concentrates
power in the capital class – “the control of political power by one or the other barrios has
become a matter of utmost concern (1963, p. 351). Acculturation of tourism communities was
Nunez’s preeminent focus and his discourse called for caution and circumspection regarding
the ebullience over rapid tourism development – “that tourism may bring about rapid and
dramatic changes in the loci of authority, land-use patterns, value systems, and portions of an
economy” (Ibid.). In effect, Nunez was foreshadowing what we now know is implicit in the
responsible and wider sustainable tourism discourse – that the well-being of tourism host
communities is given equal priority with the economic imperatives that so often frame
expansion of the sector (Cheer, 2020).
In the 1950s as the post-World War II recovery took on greater momentum, travel in and around
the European continent was given massive impetus, so much so that in the Mediterranean,
increased visitation lubricated the economic wheels that had become disrupted in the wake of
the global conflict. In assessing the medium run impacts of tourism in Italy, Lefebvre D’Ovidio
highlighted how tourist visitation had increased by 114% between 1937 and 1955 and
questioned whether the country had adapted to the sector’s growth sufficiently well enough.
The question of quality of tourists was also raised, with D’Ovidio arguing that optimising the
sector was critical because of the growing volume of excursionists who were coming across
the border but seemingly spending little. D’Ovidio highlights the perennial issue of the quality
of tourism growth and whether less is more – as seen in contemporary argumentation about
destinations leveraging high yield visitors rather than chasing visitation growth. D’Ovidio
(1956, p. 133) also underlined the unintended consequences of too much tourism:
The high degree to which the traffic is thus seasonal in Italy is unfortunate because it
subjects the country’s tourist organisation to special strain, and because it reduces the
extent to which use is made of the capacity to handle tourist traffic.
That tourism might simply be a benign influence on touristed areas was understandably de
rigueur much earlier – as evidenced in the 1950s. Clifford Zierer (1952, p. 462) reflected this:
“A notable characteristic of the tourist and recreation industry is that it does not-or should notlead to the destruction of natural resources, but instead encourages their conservation and
enjoyment”. Zierer’s lens was trained on a period where the automobile underpinned domestic
travel in the US and much about tourism was wide-eyed and adventurous, as one would expect
of a travelogue. Zierer (p. 480) also observed some of the adverse implications of tourism:
“Unfortunately for the tourist interested in seeing new places and fine scenery,
highways all too frequently are bordered by advertising billboards, roadsides littered
with discarded bottles and cans, and approaches to towns and cities blemished by ugly
roadside structures and storage yards.”
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The ebullience for tourism in the 1950s was evident across a post-war Europe where in Italy
for example, in international tourist numbers rapidly increased from 5 million in 1951 to nearly
11 million in 1955 (O’Vidio, 1956). This incited little consternation and with the attraction of
foreign exchange earnings, tourism was predictably lauded at a time when the country sorely
needed to address a worsening trade deficit. As H. David Davis (1961) also outlines, the
economic imperative was also very much central to tourism development plans across the
Mediterranean, Balkans and North Africa – zones where tourism now features very
prominently. Understandably, economic expansion was seen as the holy grail with little thought
given to anything other than concerns regarding investment and earning of foreign currency.
When it comes to tourism’s historical trajectory, while the 1950’s and 1960’s were epochs
punctuated by exclamations of the growth potential of tourism, little consideration was given
to the need for responsible or sustainable growth. After all, this was the era preceding the
economic dystopia wrought as a result World War II, and at a time where recovery and
rebuilding were central concerns. The enormous prosperity gains that followed, especially in
Europe and North America, and developments of the jet engine, gave ideal impetus to the
acceleration of holiday and leisure travel abroad. Consequently, while the preoccupation after
World War II was restoration of the global economy, growing affluence and improved
international mobilities (land, sea and air) followed, especially from the 1960s onwards. What
followed in the 1970’s, set the scene for the modern day tourism industry.

Rhetoric
Before the disruptions of COVID-19 in 2020, when it came to critical discourses on global
tourism, much of this was framed by the unprecedented and rapid growth of tourism as tourist
border crossings continued to climb to thresholds beyond even the most optimistic of forecasts.
1.5 billion international trips by the end of 2019 was unparalleled with forecasts of 1.8 billon
by 2030 (UNWTO). While much of this growth in international travel was fueled by a growing
Chinese middle class with a penchant for overseas sojourns, the prominent role of low cost
carriers across the global tourism turbo charged visitation to many popular destinations.
Furthermore, this was aided by the emergence of sharing platforms such as Airbnb, where the
catch cry ‘living like a local’ morphed from being a slogan for the company, into tourists
wanting genuine, bespoke experiences away from a mass produced itinerary.
Consequently, a perfect storm was whipped up taking tourists outside of what were hitherto
‘locals only’ zones, making the contest for space and place ever more intense (Milano, Novelli
& Cheer, 2019b). The term overtourism was spawned to describe the extent to which locals
suffered the consequences of tourism growth that precipitated permanent and marginalizing
transformations to their well-being and backyards. The popular European destination cities
such as Venice, Barcelona and Amsterdam, among others, were exemplars for the heightened
tensions and frictions that emerged where residents shouldered a disproportionate load of the
costs of tourism growth, while at the same time, sharing in an uneven and lesser portion of the
spoils.
Concerns over the growing carbon footprint of international aviation tied to tourism growth
had also become a festering wound for activists decrying tourism growth, no doubt stoking the
emergence of flygskam or flight shame narratives. Flight shaming is, more or less, a cry for a
social and consumer led movement that demurs against precipitating modes of travel that
contribute little to mitigating the contribution of international tourism and toward taking action
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on climate change. The tourism industry acknowledges shifting consumer sentiments but for
the most part, lags with the exception of a handful. For example, Intrepid Travel, the globe’s
largest small group and adventure travel company champions its responsible tourism
credentials as seen through its adoption of the B Corp model:
B Corps are a new kind of business that creates benefit for all stakeholders, not just
shareholders. They are businesses that meet the highest standards of verified social and
environmental performance, public transparency, and legal accountability to balance
profit and purpose. (see https://www.intrepidtravel.com/en/b-corp)
Another prominent industry actor, the aptly named Responsible Travel, a tour operator and
activist highlights its remit in line with the wider responsible tourism agenda:
We are not fans of making profit our overriding objective. If we were, then we'd risk
exploiting the environment, local residents, our customers and staff. (see
https://www.responsibletravel.com/copy/who-are-we)
In much the same way, another key industry actor, G-Adventures mantra articulates beneficial
and enduring impacts on the communities they visit as part of their engagement charter:
The communities we impact ripples far beyond
https://www.gadventures.com/about-us/core-values/)

our

destinations.

(see

Above and beyond broad notions of responsible and sustainable tourism and the attainment of
better outcomes for tourism stakeholders, the genesis of the responsible tourism movement lies
in its formal conceptualisation at the 2002 International Conference on Responsible Tourism
in Destinations held in Cape Town. Better known as The Cape Town Declaration (International
Conference on Responsible Tourism in Destinations, 2002, p. 3), an ambitious agenda was
mapped out characterizing the functions and ideals of responsible tourism:
•
•
•
•
•
•
•

Minimises negative economic, environmental, and social impacts;
Generates greater economic benefits for local people and enhances the well-being of
host communities, improves working conditions and access to the industry;
Involves local people in decisions that affect their lives and life chances;
Makes positive contributions to the conservation of natural and cultural heritage, to the
maintenance of the world's diversity;
Provides more enjoyable experiences for tourists through more meaningful connections
with local people, and a greater understanding of local cultural, social and
environmental issues;
Provides access for physically challenged people;
Culturally sensitive, engenders respect between tourists and hosts, and builds local
pride and confidence

The Cape Town Declaration makes direct acknowledgement of the United Nations World
Tourism Organisation (UNWTO) Global Code of Ethics appeals to “making all forms of
tourism sustainable through all stakeholders taking responsibility for creating better forms of
tourism and realising these aspirations” (International Conference on Responsible Tourism in
Destinations, 2002, p. 2). In amongst the lofty ambitions laid out, guiding principles for
economic, social and environmental responsibility were distinguished, highlighting what are
the three defining pillars of responsible tourism. Doubtless, The Cape Town Declaration was
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an inflection point where, for the first time, a formally constructed manifesto for responsible
tourism was drawn up, promoting greater awareness that tourism was not a benign force and
unless designed with responsible tourism principles in mind, its transformative potential would
be forfeited (Ting et al., 2020).
In leveraging The Cape Town Declaration and its resulting assemblages, tourism industry
practitioner Jeremy Smith (2018, p. 11) argues for a long overdue transformation of tourism,
underpinned by very straightforward and pragmatic rationale:
Just as many people think taking a responsible holiday sounds less fun, so many
companies see creating a sustainable or responsible product or experiences as being
about doing it while causing less harm. Reduce your emissions. Use fewer resources.
Create less waste.
Smith’s (2018, p. 96) manifesto puts forward a circular approach to tourism transformation,
calling for tourism to be “a regenerative, transformative force rather than simply incrementally
less negative”. Indeed, the many exigencies that tourism is charged with the capacity to address
includes - helping mitigate climate change, supporting decarbonisation, providing greater
access for all, making pro-poor and development outcomes in the global South, and being a
vehicle for global peace and understanding between peoples, among others. All of these
accumulations are inextricably tied to responsible tourism and continuously push the line that
not only is tourism a business and economic sector, it should also assume a far wider remit.
This prompts the question of whether in giving tourism a wide spectrum of responsibility, or
see it as a panacea for some of the world’s worst ills (Hollenhorst, Houge-Mackenzie &
Ostegren, 2014), is this being realistic and achievable. Hollenhorst et al. (p. 306) point to the
contradictions inherent in the attempt to promote and strive for sustainable and responsible
tourism.
Tourism hides its unsustainability behind a mask that is all the more beguiling because
it appears so sustainable. We too easily imagine that tourism as the embodiment of
sustainability, when in reality it may represent unrealized hopes and desires for the
world we want to live in, the environments we want to inhabit, and economy we want
to participate in. We therefore presume that tourism can be a solution, without facing
the fact that tourism itself is a substantial part of the problem.
Travel journalist Holly Ashby (2018) also traverses a similar line of questioning - are we
starting to expect too much from our travel experiences? As Ashby argues, not only are we
looking to transform ourselves and the hosts who cater for our travel needs, we are also looking
to transform what is a disparate and multi-faceted industry that is very much profit driven. It is
also a reminder of Jonathan Batkin’s (1999) retort that the impacts of tourism might have a
tendency to be overrated. The bifurcation of tourism as panacea or as a mechanism that blows
open a Pandora’s Box has become all too common in critical analyses of tourism (Marcoullier,
2007), particularly where it is favoured by the political and business owning classes for its
economic potential, boosterism in other words, while those who bear the costs of expansion
but not share in its dividends, inevitably push back. Apropos, Marcoullier (p. 29) highlights
how such intrinsic contestations and inconsistencies, underline the imperative for larger shifts
to responsible tourism:
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“Boosterism” as the primary focus of state tourism policy has, at its core, the untested
and preconceived conclusion that the attraction of tourists has develop- mental benefits
that exceed costs.”

Reality
In the 2000s the ascendency of tourism really took shape, fueled by an unprecedented era of
enduring global economic growth, a paucity of widespread global conflict, greater and more
affordable access to air travel via low cost airlines, and the development of mobile technologies
that have helped position travel via social media as a status and brag worthy affair - all of this
has helped propel travel to become a key feature of modern lifestyles. With that came the
intensification of tourist hordes in popular destinations across the globe, as well as massive
global transfers of capital to places of touristic activity for the construction of supply-side
infrastructure. But as Marcoullier alludes, pricing in the real costs of tourism, especially to host
communities is rarely considered and probably more difficult to countenance – granted it would
be a complex and potentially imprecise endeavour, especially where it concerns measuring
non-economic impacts unlike, for example, coming to terms with tourist expenditure or related
investment and employment where such data is much easier to capture and make sense of.
There is little consideration or thoughtful analysis focused on the net economic, social,
and/or environmental impacts brought about by tourism. (Marcoullier, 2007, p. 28)
Thus, at the end of 2019 when international tourism arrivals were racing ahead of forecast, the
sector seemed almost unstoppable with the conveyor belt of tourism production humming
along, with little to apprehend its charge ahead. The UNWTO, so often the cheerleader of
tourism growth, basked in this context, reinforcing the vitality that tourism generally brings to
so many countries, and most particularly in the global South where the tourism as development
agenda has long reigned (Cheer, 2020). Yet for all of the accolades bestowed upon it, COVID19 has exposed the fragility and brittleness of the variegations in tourism dependency, most
pronounced in many of the world’s tourism hotspots from Bali to Barbados, Venice to
Vientiane and Rome to Rio de Janeiro, among others (Lew et al., 2020). Few, if any scholars
and commentators would’ve forecasted a tourism decline of this magnitude seen in 2020.
Before the annus horriblis of 2020, the calls were for less and not more tourism. Overtourism
emerged as the most common reasons for this where in the Northern hemisphere summer of
2019, international tourism visitation records were smashed. Overtourism became synonymous
with host communities buckling under the weight of tourism growth and burdened with the
spin-off effects of hyper-inflated housing costs, barriers to accessing public amenities and the
general decline in well-being and quality of life (Milano, Cheer & Novelli, 2019; Butler &
Dodds, 2019). In some cities, tourism became synonymous with terrorism and tourists were
encouraged to go home. Such displays of tourism phobia, while not new, intensified to
unparalleled highs with social movements against tourism and tourists becoming ever more
amplified (Milano, Novelli & Cheer, 2019a).
Emblematic of the vexed relationship tourism has tended to engender with host communities
and the social and ecological backdrop was the context of mountaineering tourism in and
around Mount Everest. In 2019, images of human traffic jams on the way up the ascent to
Mount Everest went viral exemplifying the extent to which growth had not only blinkered
tourists and travelers in the hedonistic pursuit of experience collecting, it also showcased how
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the lure of tourism generated lucre obfuscates longer term sustainability and responsible
tourism considerations. Similar sentiments played out in the so-called Isle of the Gods, Bali
where increased tourism became more or less synonymous with heightened displacement and
disadvantage of Balinese who had largely become mere conveyancers for tourism, pushed to
the margins while their social and ecological inheritances became ever more compromised
(Cole, 2014; Dolezal & Novelli, 2020).
Thus, overtourism not only became one of the most overused buzzwords in scholarly and
mainstream discourses, but also served to prick the consciousness of many, who hitherto, were
mostly blind to this enduring manifestation. While much of the hype and innuendo around
overtourism was driven by overblown media narratives, the lived reality for many host
communities was undeniable, rearticulating why responsible tourism development was and still
remains a critical aspiration if tourism is to achieve its potential to deliver for communities and
not only the stakeholders with dominant financial interests (Cheer, Milano & Novelli, 2019).
One of the most prominent responses to decades of unsustainable tourism growth and the
precursor to overtourism thinking was the push for tourism degrowth – no doubt inspired by
wider degrowth research and rhetoric that calls for a scaling back of consumption and natural
resources extraction (Blázquez-Salom et al., 2019; Fletcher et al., 2019). Tourism degrowth, in
its simplest manifestation calls for less tourism, and very often couched in terms of slower and
longer staying tourism, higher yielding tourists versus higher tourist visitation, locally oriented
versus externally driven and managed tourism, and touristic experiences that are less fossil fuel
dependent and more environmentally sound as in the criticism of cruise tourism. While
theoretically, tourism degrowth seems a logical and necessary extension to the conversation
around responsible tourism, such articulations don’t unfold in the same way across the globe
(Gascón, 2019), especially for example in countries of the global South who want to see more
growth as the best means of archiving income and prosperity gains through tourism. This
highlights the doubled-edged nature of tourism degrowth advocacy – meritorious and timely
in its conceptualisation but tricky in how this applies across the globe. Notwithstanding, the
fundamentals of tourism degrowth remain sound but must align with reframing of tourism that
acknowledges that harmonization of competing priorities is vital.
Another of the key themes that has emerged in discussions about the future of tourism is the
push for greater decarbonisation of the sector – this references the inextricable links between
international aviation and tourism growth. This also aligns with the wider calls across the global
economy away from dependence on fossil fuels. Yet as Gössling and Scott (2018) argue,
without political will and shift in some of the skepticisms regarding climate change, as well as
industry initiatives to transform business models, decarbonisation remains consigned to being
theoretically sound, but practically too difficult to address. In the same vein, Becken (2018)
advocates for the urgency to decarbonise but notes that this will occur only if widespread
system changes are realised – also, this can only happen with both industry and policy maker
endorsement and action. The deliberations regarding decarbonisation are also mirrored in the
the larger global economy where shifts away from fossil fueled dependence are mired in self
interest and political inertia.

Prospects and Conclusion
So what are the prospects for responsible tourism? The establishment of Journal of Responsible
Tourism is doubtless a response to this overarching question and to assuming a gap in scholarly
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discourses, and toward making a contribution to helping shape policy and tourism industry
thinking. More recently, Zurab Pololikashvili, Secretary-General of the United Nations World
Tourism Organization (UNWTO, 2020) ebulliently declared that tourism can lead the world to
recovery. While such exaggerated rhetoric should be expected from the head of an organisation
like the UNWTO, history will continue to be the best judge as to whether this transpires or not,
particularly given the checkered nature of such exhortations. This is made all the more difficult
given that tourism predominates as part of wider global systems and not in a vacuum all of its
own making. It seems obvious then, that if and when a COVID-19 recovery is established,
wider changes in policy, transformation of entrenched tourism industry business models, and
modification of tourist behaviour must take place in tandem (Ting et al., 2020).
The development of the responsible tourism discourse is rooted very much in
conceptualizations of its potential to contribute to responsible consumption of travel and the
wider sustainable tourism narrative arch. This necessarily reprises Harng Luh Sin’s (2010) line
of questioning – to whom and to what are we responsible for? It also harkens back to Esther
Reed’s (2018) broader framing of the same question: How can we ask the question of
responsibility in a globalizing era? Moreover, it is also a reminder of Donna Haraway’s appeal
that “We, human people everywhere, must address intense, systemic urgencies” (2015, p. 161).
For tourism watchers and stakeholders with a vested interest, responsible tourism practices, if
adopted, can lead us toward achieving the aspirations of responsible and sustainable tourism,
of regenerative tourism and of resilience building for host communities cross the globe.
Moving beyond buzzwords and motherhood statements, and the greenwashing or
whitewashing that has become synonymous with more social and ecologically minded forms
of tourism, is rather what the genesis of responsible tourism calls for as demonstrated in The
Cape Town Declaration.
If responsible tourism is to be realised beyond its utility as an aspirational goal, systemic change
that Susanne Becken (2019) calls for in policy making and practice is imperative. In the end
though, returning to Heather Reed’s (2018, p. 12) dialogue on the limits of responsibility paves
the way for understanding and integrating broader notions of responsibility in theory and
practice.
The concept of responsibility in the face of climate change remains meaningful to
people with any degree of control over how many flights they take in a year, how often
they use the tumble dryer, whether they don an extra pullover or turn up the thermostat
and so on, but it is impossible to trace the lines of responsibility between immediate
actions and their consequences. In the face of wicked problems, linear conceptions of
responsibility as accountability are no longer adequate. But questions of responsibility
as attribution also begin to slip and slide.
As the final word, whether responsible tourism simply sustains itself on the back of the
necessary notions it connotes, or whether it is able to translate into enduring and impactful
policy prescriptions, as well as influence widespread tourism industry operations beyond its
marketing utility, remains to be seen. And for scholars, the critical question must be posed –
where do they join the fray and to what extent will scholarly cogitations in an outlet like Journal
of Responsible Tourism Management contribute to more fruitful outcomes for tourism
stakeholders and their communities? The answers to all of these questions surely remains at
large.
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ABSTRACT: This paper reports the initial results and challenges of implementing
education for sustainable development (ESD) in a tertiary education centre with a
majority of students studying hospitality and tourism, amid the unexpected COVID-19
pandemic. A youth-led sustainable development workshop was conducted by the youth
ambassadors of the Regional Center of Expertise (RCE) in ESD, Kuching. The workshop
participants were university students who were enrolled in the Faculty of Hospitality and
Tourism Management. Overall, the participants of the workshop showed a clear
understanding of the level of skills and commitment needed to be involved as youth
leaders in sustainable education. The resultant model of RCE-university collaboration to
affect attainment of sustainable development goals among university students could
potentially bring positive outcomes in the hospitality and tourism industry.
KEYWORDS: responsible tourism; education for sustainable development; perception;
awareness; knowledge

Introduction
The global tourism industry has been growing over the years and has affected not only
individual cities or countries, but also the world. The latest UNWTO World Tourism
Barometer has also shown the tenth consecutive year of growth based on the first
comprehensive report on global tourism numbers and trends of the new decade.1 There has
been a growing number of international tourist arrivals as stated by UNWTO (2020), with a
6% increase in 2018 which was recorded as 1.4 billion tourist arrivals. In the following year,
the upsurge continued with 1.5 billion international tourist arrivals being recorded in 2019,
globally. In fact, all global regions showed a rise in international arrivals in 2019.
The Asia and the Pacific Region also showed above-average growth with the increase of 5%
international tourist arrivals. In Malaysia, there was an increase of 1% of tourist arrivals in
2019 with 26.1 million tourist arrivals recorded (Tourism Malaysia, 2019), bringing the
tourist total expenditure of RM103.2 billion in 2019 compared with RM92.6 billion

Published by Sarawak Research Society and
Faculty of Hospitality and Tourism Management, UCSI University
Supported by Ministry of Tourism, Arts and Culture Sarawak

18

Yeong et al.

Journal of Responsible Tourism Management, 1(1), 18-27

expenditure in 2018.2 Before the COVID-19 pandemic had hit the world, UNWTO had
forecasted a global increase of 4% of international tourist arrivals for 2020 confirming that
tourism was expected to continue being a leading and resilient economic sector.
Responsible tourism is mainly defined by the orientation of preserving the natural
environment and minimizing the negative impacts of tourist activities on the environment,
along with education, knowledge, information, promotion of local cultures, and ethical
behaviour (State & Bulin, 2016). Many countries have started initiatives of responsible
tourism in its tourism operations. Arabian Travel Market (ATM) has adopted responsible
tourism including current sustainable travel trends that aim to unite travel companies,
organizations and key players from the hospitality and tourism industry in spreading
sustainable practices and ethical methods within the travel industry (Hotelier
MiddleEasr.com., 2018). Hoteliers and other stakeholders have embraced the various
programmes and projects that have been disseminating knowledge and education regarding
responsible practices (Farmaki, Constanti, Yiasemi, & Karis, 2014).
Responsible tourism plays a vital role in the hospitality and tourism industry (Hanafiah,
Azman, Jamaluddin, & Aminuddin, 2016). In view of the industry’s vulnerability to risks
such as the COVID-19 pandemic, it is important for industry players to acknowledge
responsible tourism as a sustainable development tool in the industry (Musavengane, 2019;
Pulido-Fernández & López-Sánchez, 2016). According to a Sustainable Travel Report
released by Booking.com, over 87 percent of travelers preferred to travel sustainably and
68% intended to stay in an eco-accommodation (Newsdesk, 2018). In addition, 78% of the
survey respondents considered themselves to be more ethically conscious travelers than they
were before (CREST, 2017).
It is the intention of this paper to explore the awareness and knowledge of youth in a tertiary
academic environment on Sustainable Development Goals (SDGs). As hospitality and
tourism students interact with the community through the service industry, their confidence in
handling an SDG-related community project is investigated.

Theoretical Background
Education for Sustainable Development Goals
In view of the growing concerns over responsible tourism, numerous hospitality and tourism
education institutions have started to incorporate SDGs in the curriculum (Lund-Durlacher,
2015). Education for Sustainable Development (ESD) is an important part of quality
education, empowering learners to take informed actions for the sustainability of our
environments for present and future generations (UNESCO, 2017). Sustainable issues such as
climate change and biodiversity are incorporated into teaching and learning through a
transformative educational process which is not just about instilling knowledge but rather
inspiring actions through mindset shifts in whole communities. ESD should be seen as a
framework or enabler of the UN’s SDGs, in particular for the advancement of SDG 4 –
Education 2030 and Target 4.7, which aims that by 2030, “… all learners acquire the
knowledge and skills needed to promote sustainable development, including, among others,
through education for sustainable development and sustainable lifestyles, human rights,
gender equality, promotion of a culture of peace and non-violence, global citizenship and
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appreciation of cultural diversity and of culture’s contribution to sustainable development.”
(United Nations, 2020)
ESD pays particular attention to an individual’s transformative learning process,
encompassing the acquisition of knowledge, becoming aware of certain realities through
experiential exposure, and finally connecting empathically to these realities which are
relevant to one’s life (UNESCO, 2018). ESD should not be conducted through formal
education only, but also by incorporating non-formal and informal educational processes.
Universities play an important role in mainstreaming ESD and are moving gradually beyond
the traditional functions of content delivery and research to achieve impact on societies (ElJardali, Ataya, & Fadlallah, 2018). One such endeavor of a collaborative governance model is
the setup of Regional Centres of Expertise (RCEs) on ESD by the United Nations University
Institute for the Advanced Study for Sustainability, UNU-IAS. UNU-IAS launched the ESD
Projects in 2003 to contribute to the UN DESD (Decade of Education for Sustainable
Development spanning from 2005 – 2014). Following the completion of the DESD, the
Global Action Programme or GAP spanning from 2015-2019 has given way to the new ESD
for 2030, and the projects under UNU-IAS continue to disseminate ESD principles through
the promotion of RCEs (Sleurs, 2008).
Although ESD is a transformative learning process that enhances the cognitive, social,
emotional & behavioral learning aspects, a study conducted by UNESCO recently has found
that ESD, in most cases, is associated with the teaching of scientific knowledge only, with a
lack of emphasis on the other learning aspects (UNESCO, 2019). Various challenges are
faced by educators in ESD, including the extent to which SDG should be integrated into
university courses. It is a continuous academic development to incorporate SDGs into the
planning, implementation and assessment processes of the formal courses.
Given the holistic approach which ESD requires, the COVID-19 pandemic may also cause
setbacks in the achievement of the social, emotional and behavioral aspects of learning since
physical contact has been severely restricted. Although the common trend has been to shift to
digital platforms and other innovative methods, there is the challenge of maintaining
coordinated communication with the local authorities whose focus has gone into containing
the social and economic effects of the pandemic as a result of the closures of borders all over
the world. Another major gap is the lack of digital infrastructure in rural areas and remote
settings, regressing the progress we may have made in ESD.
ESD for 2030 sets out to detail priority action areas which are key to mainstreaming ESD in
UNESCO’s member states; and these priority action areas are indeed a way for universities to
formulate robust strategies involving two equally important processes (UNESCO, 2020). A
top-down process from the top management and a bottom-up process from all educators,
students and the entire community (Holmberg & Samuelsson, 2005). Commitment from the
whole institution is important to contribute to a sustainable future. This ‘whole institution
approach’ ensures that all levels of the institution are ‘living what they learn’(UNESCO,
2020). Indeed, student organizations can be strong advocates and voices to promote education
for sustainable development (Holmberg & Samuelsson, 2005). As set out in ESD for 2030
priority action area 1, unless ESD is integrated in global, regional and local policies, not
much progress can be made and there will always only be piecemeal approaches to ESD.

Published by Sarawak Research Society and
Faculty of Hospitality and Tourism Management, UCSI University
Supported by Ministry of Tourism, Arts and Culture Sarawak

20

Yeong et al.

Journal of Responsible Tourism Management, 1(1), 18-27

Formal educational institutions such as universities and schools should prioritize building the
capacities of its educators with the right knowledge, skills, values and attitudes needed to
successfully re-orient whole curriculum to include sustainability. These institutions are also
well placed to work with key actors, such as youth, in addressing sustainability challenges
(UNESCO, 2020). Student organizations are strong advocates and voices to promote ESD
(Holmberg & Samuelsson, 2005). It is also important to recognize that students’ involvement
in community-based actions will bring about deeper learning of the issues and challenges
faced by communities. Through these instances of communicative learning, students
participate in discussions, formulate their own arguments, and consider others’ perspectives
too. This pluralistic approach to learning implies that sustainable development is always at
the forefront of all matters discussed rather than only a topic on its own.
Making digital and remote ESD programmes more engaging and action-oriented is important
for ESD during the pandemic. Education needs to be transformed urgently to empower
students to take responsibility of their present and future generations by actively contributing
to transformation in whole communities. It is time to seriously employ interactive, projectbased and learner-centred pedagogy in all kinds of learning and integrate sustainability issues
particularly those brought to attention in the SDGs (UNESCO, 2020).
RCE Kuching
RCEs work to connect a network of individuals, organisations, and experts committed to
developing innovative approaches for action and education, serving as drivers to translate
global objectives such as the UN’s SDGs and UNESCO’s ESD for 2030 (El-Jardali et al.,
2018). There are 175 RCEs listed in the world which are spread across Africa & the Middle
East, Asia-Pacific, Europe, and the Americas.
RCE Kuching, the first in East Malaysia, Borneo, under the Asia-Pacific RCE Community,
has been set-up by UCSI University Sarawak Campus to engage with all sectors in society,
especially the youth, in sustainability education. The scope of RCE Kuching constitutes the
urban community as well as the rural communities spread around the Sarawak River, which
is the main source of water to Kuching city and its suburbs. RCE Kuching has employed a
two-pronged approach to raise the sustainability literacy of the rural communities along with
the urban communities of Kuching, Sarawak.
RCE Kuching is uniquely placed at UCSI University Sarawak Campus allowing it access to
hospitality and tourism students, the main student population of the campus. Students of the
Faculty of Hospitality and Tourism Management have the added enhanced learning
environment of training at the UCSI Hotel in which the campus operates. Through the
university-hotel integration framework, students are offered opportunities to enhance their
skills by working and training in real-life settings at the hotel, guided by the faculty and hotel
managers. The perception of the hospitality and tourism students about SDGs gives a forward
view of future leaders in the industry.

Methods
Various reports and studies have indicated that youth leadership leads to positive change
within organizations and communities (Eva & Sendjaya, 2013; Krauss et al., 2020; Redmond
& Dolan, 2016). Knowing the importance of youth involvement in issues pertaining to the
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environment, RCE Kuching initiated the Youth Ambassador Programme among the students
at a branch campus of UCSI University. An inaugural SDG workshop for youth was
organized in conjunction with the Youth Ambassador Programme. Forums and talks by
experts in SDGs were included in the workshop programme.
A preliminary questionnaire was conducted to gauge the impact of a youth workshop
programme in SDGs in terms of the awareness and knowledge of participants on SDGs and
their commitment in contributing towards SDGs at the local communities. Pre and post
workshop surveys in the form of self-administered questionnaires were used. Participants
completed the pre-workshop questionnaire before the workshop and post-workshop
questionnaire at the end of the workshop.
The data was coded and analyzed using the Statistical Package for the Social Sciences (SPSS)
software version 20. Descriptive data was expressed as frequency and percentage. The
Wilcoxon signed-rank test was used to compare variables between pre-post data in the survey.
A p-value of less than .05 was set as the significant level in the data analysis.

Results
Table 1 summarizes the demographics of the workshop participants and the academic
programmes in which they are enrolled. Participants had a mean age of 22.3 and 2.15 years
old, with most of them being enrolled in hospitality related programmes.
Table 1: Demographics of workshop participants

Demographics (n = 15)
1. Age (years-old), mean (SD)

22.3 (2.15)

2. Gender
Male, n (%)

7 (46.7)

Female, n (%)

8 (53.3)

3. Programme of studies, n (%)
BA (Hons) Event and Tourism Management

4 (26.7)

BA (Hons) Hospitality Management

8 (53.3)

BA (Hons) Commerce

2 (13.3)

Diploma in Leisure Management

1 (0.07)

Table 2 annotates the knowledge level of the workshop participants on the SDGs and their
confidence level in handling SDG-related community programmes before and after the youth
workshop. A five-point Likert scale was used in the questionnaires, where 1 indicates the
lowest level and 5 the highest level of the parameters asked. Participants were more
knowledgeable about the SDGs after the workshop (z = -2.889, p < .05). Participants reported
high levels of confidence in conducting SDG-related community programmes both before,
and after the workshop (z = -1.811, p > .05).
In addition to the two Likert-scale questions, participants stated that skills in communication,
leadership, teamwork, problem solving and critical thinking, along with commitment and
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passion towards solving issues related to the environment were needed to handle community
projects for the SDGs.
Table 2: Knowledge and confidence before and after the SDG youth workshop

PrePostWilcoxonworkshop
workshop
signed tank
n (%)
median
n (%)
median
z
p
Question: Please rate your knowledge on sustainable development goals
Likert-scale 1 (least)
0 (0)
3.00
0 (0)
4.00
-2.889
.004*
Likert-scale 2
2 (13.3)
0 (0)
Likert-scale 3
8 (53.4)
1
Likert-scale 4
5 (33.3)
11
Likert-scale 5 (most)
0 (0)
3
Question: How confident are you in dealing with the community as the SDG youth ambassador?
Likert-scale 1 (least)
0 (0)
4.00
0 (0)
4.00
-1.811
.070
Likert-scale 2
0 (0)
0 (0)
Likert-scale 3
6 (40.0)
1 (6.7)
Likert-scale 4
7 (46.7)
10 (66.6)
Likert-scale 5 (most)
2 (13.3)
4 (26.7)
* p < 0.05

Discussions
Our preliminary results show that the model of SDG collaboration between the university and
RCE Kuching reported positive influence on the hospitality and tourism students. The results
indicated that the students in the workshop have clear ideas and passion towards issues
pertaining to the environment. The workshop was successful in increasing the knowledge of
the youth in issues related to the environment. Although the number of participants in the
workshop was limited and may only reflect youth who were ready to get involved, it does
indicate that the youth were aware of the environmental issues and passionate to lead efforts
at the community level.
RCE Kuching understands and endorses youth-led initiatives pertaining to the environment in
local communities. This understanding arises from a strong national belief in youth in the
country of Malaysia. In fact, the Malaysian youth policy encompasses a shared belief to
empower youth, inclusive of organizations and youth associations (Krauss et al., 2020).
Exemplifying the triple-helix and the quadruple-helix model of university-industrygovernment-civil society present a strong partnership offering benefits to community projects
while ensuring personal growth to youth with the advantages of building social capacity and
garnering support of adults and other peers in the process (Nordberg, Mariussen, & Virkkala,
2020; Yoda & Kuwashima, 2020). The incorporation of community of experts within a
university, such as RCE Kuching, facilitates the platform for education in SDG. It is
suggested that future research investigates other efficient models of incorporating education
on sustainability into the training of hospitality and tourism students.
Since the early months of 2020, the unanticipated COVID-19 pandemic has affected the
education industry in countries across the globe. School closures in over 180 countries
resulted in inequalities in education, deficiencies in remote learning, the cost of the digital
applications, as well as the realization of the important role schools play in student health and
wellbeing (UNESCO International Institute for Educational Planning, 2020). While the
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pandemic could prove to be overwhelming, efforts to uphold SDGs with the communities are
encouraged to be continued. Locally, through the experience of the pandemic we have come
to understand that a collaboration model of community engagement between the university,
RCE Kuching and the youth on campus is crucial to sustain SDG education among the
hospitality and tourism students.

Conclusion
Tertiary education in hospitality and tourism should incorporate elements of education for
sustainable development in the curriculum to educate the next generation of leaders in the
industry. A model of RCE-university collaboration to affect education on sustainable
development goals among university students could benefit the hospitality and tourism
industry. One lesson from the COVID-19 pandemic is that such initiatives and collaborations
need to remain adaptive and innovative.
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ABSTRACT: Responsible tourism has been crafted in the narrative of tourists making
ethical decisions to ensure that they engage in tourism in respectful ways. Likewise,
tourism practitioners also embed responsible tourism practices to their operations, to
derive desired brand and destination images that are aligned to responsible tourism
outcomes. However, little is known as to how theme parks engage in responsible tourism,
especially when confronted with a crisis or disaster. Using the case study of the
Dreamworld equipment malfunction incident in 2016, social media contents and the
coroner’s report revealed the gaps related to the duty of care by the theme park in
delivering a safe and secure visitor experience over the past few decades. It is hoped that
this incident offers a solemn, but timely reminder of the need to weave responsible
tourism management practices across service and operational design in the theme park
industry.
KEYWORDS: amusement parks; ethics; user-generated contents; tourism accidents;
insurance and liability

Introduction
The narrative surrounding responsible tourism has been mostly examined in the context of
visitors doing the ‘right’ thing when encountering destinations (Lee, Bonn, Reid & Kim,
2017). This focus on the tourist is perhaps understandable, as they are often perceived as the
‘other’ encroaching onto the lives and livelihoods of communities that reside in a destination
(Burrai & Hannam, 2018). For this reason, numerous scholars have alluded to a range of
mechanisms to educate tourists to be more responsible for their actions, and respecting local
cultures, values, and norms for the social, built, and natural environment (Mody, Day, Sydnor,
Lehto & Jaffe, 2017; Morrison-Saunders, Hughes, Pope, Douglas & Wessels, 2019).
However, tourism consists of numerous stakeholders and therefore the demand-side
perspective towards responsible tourism should likewise be supported by an equally robust
supply-side approach. This means that governments and industry practitioners should also
model the desired responsible tourism practices that they wish their visitors to emulate, and in
turn, be part of a reputable responsible tourism destination (George, 2017). Some studies
have emerged to elucidate how different organisations operationalise responsible tourism, not
limited to ethical sourcing of resources for construction or food production, paying the
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workforce at market rates, and good practices to recycling and conservation for instance
(Camilleri, 2016; Carasuk, Becken & Hughey, 2016). Amidst this backdrop, the theme park
sector has hardly received academic attention in the context of responsible tourism (Li, Zhang,
Hua & Jahromi, 2020). This is somewhat surprising, as theme parks have been a key player
to attract tourists to a destination. Related to this paper, theme parks are also not immune to
crises and disasters, with Woodcock (2019) reporting 182 accidents over the space of 12
months, where close to one in five of these featured a fatality.
Crises and disasters are forces that disrupt tourism operations (Chiou, Huang, Tsai, Lin & Yu,
2013; Racherla & Hu, 2009). As they are often unexpected, these incidents create additional
stress for tourism practitioners, presenting real and perceived safety risks (Chemli, Nunes &
Toanoglou, 2018; Hall, 2010). For these reasons, crisis and disaster management skills and
strategies are vital to any tourism practitioner (Paraskevas, Altinay, McLean & Cooper, 2013).
Given the vulnerability of tourism to crises, several studies have analysed how crisis
management should be undertaken (inter alia Mistilis & Sheldon, 2006; Ritchie, 2008; Scott,
Laws & Prideaux, 2008). Collectively, these studies assert that crisis management can be
approached in a systematic manner comprising of three distinct phases – pre-crisis, in-crisis,
and post-crisis (Huang, Tseng & Petrick, 2008). Nevertheless, it is acknowledged that crises
are contextual and that a situational approach is needed to responsibly engage stakeholders in
managing these challenging environments as destinations, tour operators and other
practitioners seek to recover from such impacts (Stahura, Henthorne, George & Soraghan,
2012).
This case study coalesces the lens of responsible tourism and crisis management in relation to
the tragic Dreamworld theme park ride accident encountered on the Gold Coast, Australia in
2016, where the official inquiry to the accident was only recently concluded in February 2020.
This high-profile incident cast light on the interpretation of the duty of care, that was perhaps
precipitated by the emerging practice of social media advocacy in a crisis management
context (Schroeder, Pennington-Gray, Donohoe & Kiousis, 2013; Sigala, 2011). Through this
case study, new insights towards the notion of duty of care in terms of responsible tourism
management are unpacked. Such efforts are intended to trigger conversations around the
conceptualisation of responsible tourism from managerial and legal perspectives, after a crisis
has occurred. This will be examined using the social media analytic tool, Netlytic (see
https://netlytic.org/index.php).

Theoretical Background
Crises and disasters in tourism
Whilst the terms crises and disasters have been used interchangeably in tourism, Faulkner
(2001) makes a nuanced distinction that these terms can carry different attributes. He argues
that crises are actions triggered by an organisation (e.g., such as industrial actions), while
disasters relate to acts of nature, for instance volcanic eruptions and earthquakes. In recent
years, crises management in tourism have become more pertinent, especially considering
global terrorism acts. For instance, terrorist attacks on Bastille Day 2016 in France and the
Ariana Grande Concert 2017 in Manchester have spooked visitor interest to visit these
destinations considering personal safety (Corbet, O’Connell, Efthymiou, Guiomard & Lucey,
2019; Seraphin, 2017). Incidentally, it is the perceived risks, rather than actual risks, which
are inherent in terrorism-stricken destination images (Seabra, Abrantes & Kastenholz, 2014).
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Destinations therefore make significant effort to eradicate such negative stereotypes that may
exist for a prolonged period, to induce tourism demand (Avraham, 2016; Gurtner, 2016).
2020 has also witnessed the tourism industry’s efforts to combat a global crisis in the form of
the COVID-19 health pandemic (Ugur & Akbiyik, 2020). As this coronavirus is spread
through human-to-human transmission, countries have resorted to using a range of tools to
mitigate its impact such as international border closures, mobility restrictions, social
distancing measures, mask wearing requirements, all of which have one way or another
impacted the demand and supply of tourism experiences (Polyzos, Samitas & Spyridou,
2020). According to Johns Hopkins Cornavirus Resource Center (2020), there are close to 43
million cases of COVID-19 globally, with at least 1.5 million deaths as at the end of October
2020. As such, there is a worldwide race to find a suitable vaccine to assist with socioeconomic recovery efforts globally (Kaur & Gupta, 2020).
All the same, extant literature have proposed that crisis and disaster management required a
systemic and timely response. Building on Faulkner’s (2001) work that advocated for a
longitudinal approach to crisis management, Ritchie (2004) instead elaborated on a threestage process of (i) crisis prevention and planning, (ii) strategic implementation and (iii)
resolution, evaluation, and feedback. While Ritchie’s (2004) work has been instrumental in
guiding subsequent studies on crisis management in tourism, it was developed almost a
decade prior to the ubiquitous growth of social media in the tourism landscape. As previously
discussed, social media have altered the shift of content creation from a producer-centric
perspective to one that exemplifies customer-to-customer dissemination. This reframes our
approach to crisis management, as unlike two decades ago, where the official media avenues
would be relied on to convey reliable crisis developments, social media now enable anyone to
relay on crisis-related messages, without necessarily being accurate, hence the term ‘Fake
news’ (Luo & Zhai, 2017).
Furthermore, most studies in tourism to date have focused on crises in the forms of natural
disasters, terrorism, and political-economic uncertainty (Jiang, Ritchie & Benckendorff,
2019). Whilst social media has been adopted by end users, tourism practitioners may not
know how to collate social media contents for crisis management (Mair, Ritchie & Walters,
2016). This is somewhat surprising, as social media are vital tools in aiding humanitarian
efforts, as witnessed in the Nepal earthquake (Heanue, 2015). In addition, Facebook has also
launched a new ‘Safety Check’ feature on its site to help users post statuses of their wellbeing
to friends on the social networking site (Huddleston Jr, 2016). Drawing on the tourism crisis
encountered at Dreamworld on the Gold Coast, Australia, this research shows how social
media contents triggered a rethink into responsible tourism management practices following a
roller coaster theme park accident.
In extant literature, few studies have empirically investigated crisis management from the
perspectives of theme parks and attractions (with few exceptions, such as Waller & Iluzada,
2019), and even less have incorporated social media contents to this end. A summary of
existing literature devoted to the roles of social media in tourism crisis management is
presented in chronological order within Table 1. From Table 1, most contexts are centred in
the North American region, with only recent examples showcasing crisis management from
an Asia-Pacific perspective. Most studies allude to the rich insights of social media to analyse
crisis management strategies and outcomes, though little is discussed as to software tools that
can help to collate such contents in a systematic manner. Moreover, none of the studies to
date have discussed crisis management in a tourism context dealing with tragedies due to
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organisational or equipment failure. Guided by the theoretical gaps, this case study explores
how social media contents may be utilised to guide responsible tourism responses to a crisis
emanating from within a theme park.
In acknowledging that a range of social media analytic tools exist for a range of purposes,
Netlytic offers users a free and easy application to collate, visualise and present social media
contents (Ahmed, 2018). Founded within the Social Media Lab at Ryerson University,
Netlytic is an open-source tool that can help users collate information from social media
feeds within Twitter, Instagram, and Facebook, for instance (Gruzd, Paulin &
Haythornthwaite, 2016). Its appeal is the ease of specifying desired criteria into the search
function and then allowing the software to scrape relevant material associated with the
topic/trend (Felt, 2016). Moreover, Netlytic can also conduct sentiment analysis over time,
thereby facilitating longitudinal research (Rieger & Klimmt, 2019). This tool has been
adopted across a range of contexts, such as health and wellbeing (Munro, Hartt & Pohlkamp,
2015; Pilar et al., 2018), leisure (Alyami & Toze, 2014; Taleb, Laestadius, Asfar, Primack &
Maziak, 2019) and public engagement (Empinotti & Paulino, 2018; Woodruff, Santarossa &
Lacasse, 2018; Yang, Quan-Haase & Rannenberg, 2017). Its relevance to this study is also
demonstrated elsewhere where different scholars have utilised Netlytic to investigate social
media effects in a crisis. For instance, health pandemics in the case of COVID-19 or Ebola
virus were the focus of some studies, where relevant hashtags gave rise to evolving
discourses, with potential for ‘half-truths’ (Guidry et al., 2020; Pascual-Ferra, Alperstein &
Barnett, 2020). However, little is known about the use of Netlytic as a tool for responsible
tourism following a crisis, especially in the case of a theme park. This therefore provides a
methodological base to examine such developments in the context of Dreamworld, Australia.
Context
Dreamworld is Australia’s largest theme park (Tourism Australia, 2020). Located on the
famous tourism belt of Australia’s Gold Coast, Dreamworld attracted close to 740,000
visitors in 2018 (Bleby, 2019). On October 25, 2016, the ‘Thunder River Rapids’ roller
coaster ride at Dreamworld malfunctioned and killed four people who were on the ride
(Mitchell-Whittington, 2016). The crisis that unfolded was further amplified by media reports
that:
• The ride operator was on her first day on the job (Pierce, 2016)
• The ride had malfunctioned earlier on the fatal day (Weston & Elder, 2016)
• Employees had raised numerous concerns of the ride’s safety to their respective
unions previously (Branco, 2016)
• An attempt to re-open the theme park a few days after the accident was shut down by
police (Marin-Guzman & Ludlow, 2016)
• One employee poked fun at the deceased on social media (Smith, 2016)
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Table 1: Studies on social media in tourism crisis management

Author(s)
Sigala

Year
2011

Context
Conceptual paper

Pennington-Gray,
Kaplanidou &
Schroeder

2013

Use of social media during
tourism crises by African
Americans

Schroeder et al.

2013

Use of social media during
tourism crises

Empirical surveys collated
from 2416 tourists from
Australia, Brazil, China,
India, and Korea

Schroeder &
Pennington-Gray
Liu, Pennington-Gray,
Donohoe & Oghenekaro

2015
Bed bugs in New York
hotels

Framing of beg bugs using
secondary data on
TripAdvisor
Conceptual paper adopting
the 4R (Reduction,
Readiness, Response and
Recovery) framework to
tourism crisis
Empirical data of 334
surveys from US and
German respondents
Secondary data of 5625
comments on Weibo were
analysed
Empirical study using
71,329 geo-tagged Flickr
photographs
Facebook social media
contents through interviews
with 12 hotel businesses

2015

Liu, Pennington-Gray &
Klemmer

Ryschka, DomkeDamonte, Keels &
Nagel
Luo & Zhai

2016

Crisis in simulated sinking
cruise ship experiment

2017

Yan et al.

2017

Weibo discussions on
Occupy Central political
event
Earthquake and typhoon in
Philippines

Moller et al.

2018

Crisis communication on
tropical cyclones in Fiji
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Type of study
Review of use of social
media for crisis
management
Empirical survey of 1018
respondents

Findings
End users should leverage on the quick dissemination
available through social media to incorporate stakeholder
partnership and manage crises
Age was an indicative antecedent for social media use in
crises associated with crimes, financial and physical risks
Daily use did not reveal any greater propensity to rely on
social media contents for crises
Use of social media differed by nationality, smartphone
use and risks perceptions in terms of crime, disease,
health-related, physical, equipment failure, weather,
cultural barriers, and political crises
Past travel experience was a moderator of whether social
media were utilised for tourism crisis management
Bed bugs pose serious risks for tourists and these are
being amplified by social media contents
Offers fresh conceptualisation to managing bed bug
crises in tourism

Speed of response, brand awareness and cultural norms
influenced how cruise tourists perceive the cruise line
Social media can give rise to politically sensitive
contents and hasten the need for secondary crisis
communications
Space and time visuals can help to elucidate more
systemic approaches to post-disaster tourism repairs
Social media is a valuable tool to foster resilience and
recovery for hotel operators post-pandemic

32

Tham

Journal of Responsible Tourism Management, 1(1), 28-43

Masse

2019

Crisis revelations of
poaching incidents in
Mozambique

Park et al.

2019

Fukui & Ohe

2020

Social media analytics on
Hurricane Irma in Walt
Disney World
Social media for tourism
recovery in tsunami-hit
Japan region of Tohoku

Yu et al.

2020

Social media discussions on
COVID-19

Facebook messages relating
to anti-poaching group
posts and being attacked for
their actions
1,080 Facebook comments
from 1,086 members
45,080 Twitter tweets from
the local municipality

10,132 TripAdvisor
comments on the pandemic

Facabook posts reveal under-reported incidents of
poaching and the risks associated with anti-poaching
agenda
Social media analytics reveals opinion leaders and allows
tourism organisations valuable ways to work with such
influencers
Information on cultural and natural heritage had a
positive relationship with the number of incoming
tourists, while disaster-related words had negative
effects.
Tweeted information on tourism resources worked
negatively toward the number of volunteer tourists while
rehabilitation/reconstruction ones worked positively
The pandemic has heightened tourists’ risk perceptions
due to the safety risks confronting global destinations
Air travel cancellations have led to a wave of
disappointments
The coronavirus has amplified the focus on health and
hygiene
Some instances of racial discrimination have surfaced
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Methods
A mixed-method approach was adopted to examine the ramifications of the social media
contents as well as the coroner’s report related to the Dreamworld accident. Employing
mixed methods in this research allowed for a triangulation of perspectives surrounding the
conceptualisation of responsible tourism management, and how it can be more robustly
understood in a theme park context. First, as the tragic event unfolded, social media contents
using the hashtag #dreamworld were collated as units of analysis (Adamson, 2016). These
developments, however, were almost completely ignored by Dreamworld. Data were collated
over seven days immediately following the incident. This timeframe was specifically chosen
as the accident was reported across numerous media channels including television, radio, and
newspapers several times a day, making it a prominent topic for various audiences. Then,
triangulation was approached via the coroner’s report released in early 2020 that formed a
closure to the investigations surrounding the Dreamworld incident. This provided further
insights to excavate responsible tourism practices (or the lack thereof), that led to the lead up
to the crisis, and the management of the incident. Incidentally, the use of coroner reports or
documents has not received significant academic attention, with only Stephenson, Byard, van
den Heuvel and Peden (2020) recently examining these contents in the case of drowning
incidents featuring tourists. However, given the independent and meticulous investigations
accompanying coroner reports, they are valuable to be a credible tool to triangulate the
outcomes relevant to this study.

Results
Social media context
The data collection comprised 1,625 tweets cumulating with a visual diagram in Figure 1. To
interpret Figure 1, topics that featured more prominently are located higher than those
beneath it. Additionally, as the longitudinal frames enable users to discern how topics evolve
in prominence over time.
From Figure 1, the findings revealed two sequential discourses emanating from responses on
social media to the #dreamworld crisis. Following the prominent mentions of the ride, the
next spike related to deaths and the families of the deceased. This then shifted to the next
peak of discussing the role of the police in the crisis. This sequence is of importance to
tourism practitioners, as knowing that dealing with human emotions and loss is of the essence
as the first post-crisis amplified theme on social media. The implications of such a finding
should steer greater emphasis for tourism practitioners to take heightened actions in
demonstrating responsibility through the provision of counselling hotlines for distressed
individuals related to the crisis, in addition to medical services on-site.
The subsequent outcome of learning about the heightened role of the police force in the crisis
investigations should therefore advocate greater collaboration with different stakeholders and
disseminating information on various media channels, including social media (Veil, Buehner
& Palenchar, 2011). This can translate into a timeline of events and providing timely updates
through the different social media channels. After all, transparency and timeliness of
communication are vital cogs in crisis response strategies (Garnett & Kouzmin, 2007).
Netlytic offers another useful outcome in creating social network diagrams that illustrate how
contents are disseminated between users. This diagram is depicted in Figure 2.
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Figure 1: Evolution of topics on Twitter over a one-week period following #dreamworld accident
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Figure 2: Social network diagram from #dreamworld

From Figure 2, one can identify the strength of ties between individuals based on the number
of lines joining one user to another. This diagram is of use to tourism practitioners as they
could focus their efforts on addressing the main players in the network, and in doing so,
ensure that the systemic crisis response permeates a wider audience, as recommended by
Austin, Liu and Jin (2012).

Theoretical and Managerial Implications
While responsible tourism has mostly been framed through the lens of tourists undertaking
ethical and socially conscious actions that benefit local communities or the natural
environment, this case study instead turns to the responsible tourism management in terms of
the provision of service. As such, the conceptualisation of responsible tourism then opens
wider debates as to its inclusiveness from a demand-driven model, to a supply-side
perspective. Then, by extension, tourism operators, such as theme parks, should uphold
standards of responsible tourism management or run the risk of disasters occurring, that result
in reputational damage and libel action. Hence, despite the coroner’s report to the
Dreamworld incident, other accidents continue to surface in theme parks, with another case
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surfacing in recent times at a Cairns festival ride in Australia (Sexton-McGrath & Siganto,
2020).
Potentially in this space, theme park operators may learn from how aviation disasters have
been handled in recent times. For instance, the spate of incidents featuring the Boeing 737
Max 8 resulted in the numerous airlines voluntarily grounding their fleet of these planes for
the manufacturers to carry out rigorous testing and recertification, which at present, has yet to
allow these planes back in the air (Kitroeff & Gelles, 2020). However, theme parks will differ
in terms of the lack of a substitution effect as compared to airlines who can perhaps alter their
flying routes through scheduling of another plane or reduced frequencies. Theme parks,
however, will have to close the ride, with its visitors having to make do with the remaining
choices elsewhere in the vicinity, and thereby result in service failures (Torres, Milman &
Park, 2018). Nevertheless, it is argued that responsible tourism management should also be
approached from a supply-side perspective whereby tour operators and attractions also
undertake due diligence in ensuring that safety is paramount. In relation to COVID-19, there
are already actions in place within theme parks to ensure that the overarching considerations
of physical health and safety outweigh the loss of revenue associated with capacity
constraints (Gabe, 2020). Clearly, there are emerging value propositions to reiterate the need
to consider responsible tourism management practices over financial profits in positioning
tourism experiences of the future.

Conclusion
In conclusion, this case study has highlighted the need to transpose responsible tourism in the
context of crisis management for theme parks, and likewise other tourism practitioners.
Drawing on the advocacy embedded within social media contents and the coroner’s report to
the Dreamworld incident, strategic responses to tourism crises are raised from a responsible
tourism perspective. Tourism practitioners must display a moral and social obligation towards
their duty of care in providing responsible tourism practices that should permeate every
aspect of their operations. Any crisis that results in the tragic loss of lives is a challenge, but
in some cases like Dreamworld, perhaps these could have been mitigated or avoided when
responsible tourism management is taken more seriously and accorded as a priority in terms
of visitor safety. The ripple effect of what Dreamworld has encountered will also be borne by
other theme parks in the country, or internationally, and cast light on (mal)practices related to
workplace health and safety for visitors and staff of such organisations.
Given that the focus of this research was a single crisis at one theme park, the results may not
be generalisable to other tourism contexts. However, future studies could examine
responsible tourism management practices to other incidents, such as industrial actions (e.g.,
airline union strikes), or natural disasters (volcano eruptions, cyclones etc) and glean further
insights. Additionally, other types of primary data such as interviews or surveys could be
employed to validate the outcomes of this research over a longer timeframe. Future studies
may wish to evaluate whether responsible tourism practices related to crisis management are
likely to result in tourist loyalty outcomes. All the same, this research has illuminated the
need to extrapolate narrowly defined conceptualisations of responsible tourism to be
scrutinised in times of crisis and disaster management.
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ABSTRACT: The tourism industry has emerged as one of the main contributors of gross
domestic product (GDP) in many countries, including Singapore. Though the direct
benefits associated with the growth of tourism industry is promising, the social-culturally
and environmental problems that arisen simultaneously must not be overlooked. This
paper presents five hypotheses for understanding the inter-relationship between
millennial tourists’ evaluation on tourism experience, their attitude towards the tourism
experience, attitude towards the destination as well as their responsible tourism intention
by using the consumption value theory, the halo effects and the theory of planned
behavior as guiding frameworks. The paper proposes that the perceived value of
millennial tourists is made up of six distinctive dimensions, which will have a positive
effect on their attitude towards the tourism experience. Their positive attitude arisen from
tourism experience will, then, affect their attitude towards the destination and thus their
intention to engage in responsible tourism behavior. This paper offers opportunities to
refine concepts and build on existing theories.
KEYWORDS: millennial; responsible tourism; perceived value; attitude; behavioral
intention

Introduction
Tourism industry has emerged as an important source of growth, employment and income in
many countries (Butowski, 2016). It has been estimated that, by the year of 2026, the tourism
industry could support 370 million jobs and USD 11 trillion in the global GDP (Raga, 2017).
Similarly, the tourism industry in Singapore is also a major contributor to the economy of the
country (Singapore Tourism Board, 2020). In 2019 alone, Singapore welcomed a total of
19,111,300 visitors, which is even more than the number of its population of 5,690, 000
(Department of Statistics Singapore, 2020).
Yet, the rapid growth of the tourism industry is paralleled with undesirable effects such as
destruction of nature and habitat loss as well as causing annoyance to the residents (Nulkar,
2018; Postma & Schmuecker, 2017). The prevalence of these issues has presented tourismrelated business with challenges and opportunities. If not dealt with appropriately, these
socio-environmental problems could give rise to harmful effects on both humans and the
environment. In view of this, one of the main challenges facing the tourism industry is the
Published by Sarawak Research Society and
Faculty of Hospitality and Tourism Management, UCSI University
Supported by Ministry of Tourism, Arts and Culture Sarawak

44

Ho and Tan

Journal of Responsible Tourism Management, 1(1), 44-59

need to decouple its growth from the negative social and environmental impacts (World
Tourism Organization & International Transport Forum, 2019). To resolve the conflict, many
cities and destination are now encouraging responsible tourism, which is a growing focus of
both practitioners and researchers alike (Um & Yoon, 2020). To define, responsible tourism
can be seen as a concept to manage the tourism-related businesses “in a way that benefits its
local community, natural and business environment and itself” (Frey & George, 2008, p. 108).
While there have been a multitude of studies examining the role of responsible tourism and
its outcomes (e.g., George, 2017; Hanafiah, Azman, Jamaluddin, & Aminuddin, 2015;
Mathew & Sreejesh, 2017; McCombes, Vanclay, & Evers, 2015; Mody, Day, Sydnor, Lehto,
& Jaffé, 2017), there have been several gaps which we will address in turn.
First, papers investigating responsible tourism intention are conspicuously missing. To the
best of our knowledge, only one specific study by Um and Yoon (2020) examined whether a
favourable tourism experience would encourage responsible behaviour intention among
tourists. The reasoning behind is that through visiting the attractions of a destination,
travellers are likely to form an attitude towards the destination and this attitude would be
influential on their responsible tourism intention (Um & Yoon, 2020). Nevertheless, being
the only known study in the field of tourism that suggests perceived value of a tourism
service delivered can affect tourist’ responsible tourism behaviour, further studies are needed
to confirm the claims.
Second, the result of the same study cannot be generalized as well since it only accounts for
local tourists visited to Seo-chon and Hongik University areas in South Korea (Um & Yoon,
2020). As cultural differences could be a factor influencing the behaviour of the tourists,
generalising result from this study to future ones that are conducted in a different context may
yield limited results. Naturally, this means that it warrants grounds for further investigation.
Additionally, we also argue that a key predictor to tourists’ attitude towards the travelling
experience is their attitude towards the destination. In other words, tourists travelling to
places that they considered to be of historic and cultural significance are more cautious of
their behaviour in those sites (World Travel & Tourism Council, 2017). For instance, one
should not climb into the Uluru (Ayers Rock) in Australia as it is considered as disrespectful
(Parks Australia, 2020). In this respect, we argued that including the construct of attitude
towards destination into the analysis is expected to generate a more holistic finding to
understand the causal inter-relationships within the process of tourists’ responsible behaviour
intention.
Third, limited research has been conducted to understand the beliefs and values of millennial
populations (Altinbasak-Farina & Guleryuz-Turkel, 2015). Millennials offer a key market for
responsible tourism as they are a generation that concerns with sustainability, travels
frequently, craves for new experiences, spends more on travelling and more socially
responsible than the previous generation cohorts (CBI Ministry of Foreign Affair, 2020;
Farhan, Hari Murti, Suharsono, & Kamal, 2019). Given that the behaviour, values and
attitudes of millennials are distinctive (Benckendorff, Moscardo, & Pendergast, 2010), it is
natural for this paper to adopt a generational perspective in order to gain better insight into
how millennials’ attitude can be translated to behaviours that are in tune with responsible
tourism. In this regard, a number of questions regarding the role of millennial tourists in
promoting responsible tourism behaviour remain unanswered: How do millennial tourists
evaluate their tourism experience? Can their attitude towards the tourism experience be
generalized to the destination? Will a positive attitude towards the destination influence their
intention to pursue responsible tourism behaviour?
Published by Sarawak Research Society and
Faculty of Hospitality and Tourism Management, UCSI University
Supported by Ministry of Tourism, Arts and Culture Sarawak

45

Ho and Tan

Journal of Responsible Tourism Management, 1(1), 44-59

Finally, there is a lack of consensus when it comes to identifying the perceived value
dimensions of millennial tourists and their relative strength of association with the impacts.
As a result, a consistent and commensurable empirical measure is unable to be developed
(Fernández & Bonillo, 2007). Given that millennial group is relatively more “me-centric” and
favours customized service (Chuah, Marimuthu, Kandampully, & Bilgihan, 2017), we
propose to include a new perceived value dimension—customization value when studying
millennial tourists’ value perception. An in-depth understanding of the perceived value of
millennial tourists can also shed more light on evolving new ideas as perceived value is
context-dependent (Stollery & Jun, 2017).
To address these gaps, this paper reviews the existing literature on tourism and proposes a
conceptual framework that aids understanding of the inter-relationship between millennial
tourists’ evaluation on their tourism experience, their attitude towards the destination and
responsible tourism behaviour. The answers to these questions are fundamental for tourism
marketers to understand the consumer behaviour among millennial tourists as well as to set
an example of responsible tourism.

Literature Review
Theoretical framework
The conceptual model of this study is anchored against the theory of consumption values, as
well as the theory of planned behaviour (TPB). Firstly, the theory of consumption values
espoused that consumers would perceive and attach multiple values to a product or service
which can affect their attitude and ultimately influence their consumer choice (Lin, Kao, Tao,
& Wu, 2015; Ramkissoon, Nunkoo, & Gursoy, 2009). According to the theory of
consumption vaues, values can be segmented into five main aspects – functional value,
emotional value, social value, epistemic value and conditional value, in which all five are
very much related to the tourism sector. Functional value focuses on the utilitarian attributes
of a product or service (Sheth, Newman, & Gross, 1991). For example, from a travellers’
point of view, functional value reflects the quality of the travelling experience, variety of
tourist attractions, reliability of tour guide, comfort and safety during the trip, prices
reasonableness as well as accessibility of a destination (C. H.-J. Wu & Mursid, 2019).
Emotional value is the ability of a destination in giving the tourists positive feelings towards
it (Sweeney & Soutar, 2001). For example, tourists may evoke the feeling of relaxation or
feeling of being in the right place when visiting to a destination. Social value refers to the
ability of a destination in fulfilling social needs such as the need for belongingness and
conveying the desired self-image (Sweeney & Soutar, 2001). For instance, one may choose to
visit a country music festival as he/she aspires to meet up with other festival goers who share
the same mind-set (Tan, Sim, Chai, & Beck, 2020). Epistemic value is the ability of a
destination in satisfying a curiosity and fulfilling the need for knowledge (Devashish, 2011).
For instance, one may choose to visit Australia to experience the unique indigenous lifestyles
of which he/ she is passionate about. Finally, conditional value refers to the ability of a
product to be an alternative in a given situation (Sweeney & Soutar, 2001). This may be
related to the COVID-19 situation that has brought international travel to a standstill. Due to
this conditional factor or the fear to come into contact with the virus, individual may want
travel domestically instead of internationally. Expectedly, the emphasis on the different
values could differ according to travellers’ needs and wants. A millennial traveller may place
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higher priority on destinations that offer epistemic value than a generation X traveller who
focuses more on functional value. On this note, Choe and Kim (2018) spotlighted that
depending on the context of the study, modifications of the original constructs could be
needed. Based on these, we can see that the consumption values theory provides a holistic
explanation underlying travellers’ decision and behaviour (Phau, Quintal, & Shanka, 2014).
Meanwhile, the TPB identifies attitudes, subjective norm and perceived behavioural control
as the variable that determine an individual’s behavioural intentions and actual behaviour
(Fishbein & Ajzen, 1975). To explain further, attitude reflects a person’s salient behavioural
beliefs concerning the outcome of an action (Irianto, 2015; Sutton, 2001). For instance, a
tourist who believes that travelling to a destination leads to mostly positive personal
consequences will hold a positive attitude towards the visitation. Subjective norm refers to
one’s normative beliefs influenced by his/ her referents. To illustrate, a tourist may decide to
visit a destination because of social pressure and to comply with the referents. Meanwhile,
perceived behavioural control measures the extent to which the perceived ease or difficulty in
performing a particular behaviour by the person. In other words, a person is likely to engage
in certain behaviour if he/ she evaluates the behaviour as favourable and positive, people who
are important to him/ her permit the behaviour and he/ she is confident about performing the
behaviour successfully (Ajzen, 2001).
Responsible tourism
As mentioned earlier, the tourism sector has become an important driver of economic growth
across the world (Jucan & Jucan, 2013). However, the increase in visitor numbers on
destinations has, at the same time, contributed to impact on resources, the environment and
local communities at the same time (Nguyen, Erdelyi, & Formadi, 2018). Some common
negative effects of tourism include overcrowding, the destruction of heritage and
environment, globalisation and detrimental social change. In view of this, many destinations
and destination organisations are now encouraging responsible tourism and focusing on
becoming more sustainable. Responsible tourism has also caught the attention of many who
are involved in the tourism industry, be it the academicians, tourism practitioners, tourists or
event society at large (Burrai, Buda, & Stanford, 2019). Responsible tourism can be seen as a
form of tourism that would minimize and reverse the negative effects of travelling (Goodwin,
2011) or “any form of development or tourist activity which respects and preserves in the
long term natural, cultural and social resources and contributes in a positive and fair way to
the development and the bloom of people who lives, works and spend their holiday in this
place” (Manente, Minghetti, & Mingotto, 2014, p. 2). Nonetheless, Leslie (2012) claim that
not only the providers of tourism products and services have a responsibility but also the
purchasers, that is, the tourists. Therefore, it is important to determine who the responsible
tourists are and what are their value, attitude and behavioural intentions are like.
Millennial tourists
In recent years, millennial group has generated a great deal of interest among marketing
researchers due to its market potential (Andrew, Pedersen, & McEvoy, 2020). With a size of
72.1 million, millennials make up nearly 20 per cent of the world’s population and account
for 15% of the global labour force (International Labour Organization, 2016). According to
Frey (2018), millennials refer to people who were born in between the year of 1981 and 1997.
In other words, by 2020, the youngest of millennials is turning 23. Millennial tourists worth
special attention among responsible tourism marketers mainly because of their high level of
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social awareness that results in more ethical travel (CBI Ministry of Foreign Affair, 2020). To
illustrate, a study of millennials conducted in the UK revealed that 97% of the respondents
regard being ethical and socially engaged are important to them, while 51% of them would
choose a brand that acts in an ethical manner (Bowen, 2017).
The case of Singapore
Tourism sector is one of the Singapore's key service sectors and economic pillars. The
tourism sector currently contributes 4 per cent to Singapore’s gross domestic product
(Singapore Tourism Board, 2020). Tourism plays an essential role in reinforcing Singapore’s
status as a vibrant global city that is a magnet for capital, businesses and talent. It also
enhances the quality and diversity of leisure options for residents and helps to create a living
environment that Singaporeans can be comfortable living. In fact, following the Singaporean
government’s decision to position the country as a premier business and leisure destination as
well as the steady increase in its annual tourists receipt (Singapore Tourism Board, 2020). In
2018, approximately 18.5 million international tourists visited Singapore (Singapore Tourism
Board, 2018). This represented a 6.22% increase on the numbers in 2017, when 17.4 million
tourists visited Singapore. In the Jan-May 2019 period, 7.8 million international tourists
arrived in Singapore, up 1.49% on the same period in 2018 (Singapore Tourism Board, 2018).
Given these increases in numbers, it is natural that there is an urgency of need for responsible
tourism planning in the country. In fact, the local government have been responsive to the
call to tackle the environmental and resource management issues that are arisen from the
tourism activities. Among the initiatives are heavy protection of their forest areas,
establishment of urban parks, natural reserves and reservoirs such as the Marina Barrage and
providing monetary incentives for land developers which incorporate green technology into
the design and construction of new buildings (Frommer's, 2020). A handful of corporations in
the country have also made their move towards responsible tourism practices. Nonetheless, it
is not enough to merely rely on the service provides to spearhead the way to responsible
tourism.
Additionally, Singapore also imposes very punitive measures in the form of fines for noncompliance of responsible behaviour. To illustrate, the maximum fine for littering offenders,
be it residents or non-residents, is $2,000, $4,000 and $10,000 for the first, second and third
convictions, respectively (Khew 2015). With these regulations in place, they can serve as a
deterrent and alter the irresponsible behaviour of anyone who is in Singapore. Hence,
Singapore can be seen as a very unique context for the responsible tourism related studies.

Hypotheses Development
Perceived value and attitude
Not surprisingly, there has been an overwhelming of evidence supporting the positive
influence of perceived value on attitude towards the service provider or the service itself
(Fam, Ting, Tan, Hussain, & Cheah, 2020; Fiore, Kim, & Lee, 2005; Lee, Kim, Lee, & Kim,
2014; McDougall, 2000; Ruiz-Molina & Gil-Saura, 2008; Sweeney & Soutar, 2001; Tan et
al., 2020). From these papers, it is not difficult see that it gravitates towards two perspectives.
One, value creation is the fundamental objectives of any service provider. It is about creating
value propositions that are align with the expectations of the customers. Two, perceived value
is an overall assessment of a product or service that consumers decide after taking into
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considerations the benefits and the cost associated with it. From the consumers’ perspective,
perceived cost includes monetary and nonmonetary sacrifices such as money, time and effort.
Perceive benefits, on the other hand, often include a “combination of service quality
attributes and customer characteristics or tastes” (Biscaia, Correia, Santos, Ross, & Yoshida,
2017).
Recent literature also demonstrates that customer perceived value has become an object of
interest of many hospitality and tourism industry related research studies (e.g., Lee et al.,
2014; Mitchell, Schlegelmilch, & Mone, 2016; Peña, Jamilena, & Molina, 2012; Prebensen,
Woo, Chen, & Uysal, 2013; Scaglione & Mendola, 2017). In general, there are two
approaches in conceptualising perceived value: uni-dimensional and multidimensional. The
uni-dimensional approach offers a basis for value as a function of utility of a product or
service based on perceptions of trade-off between total benefits and total sacrifices
(Weinstein & Johnson, 1999). Nonetheless, some researchers have raised a concern that
perceived value is much more complex to be operationalized as uni-dimensional and solely
utilitarian based (Woodall, 2003). Some scholars also postulate that consumers, especially
that of tourism, hospitality, and leisure industries do not evaluate value based on only the
economic terms. Rather, a broader view of consumer value with multiple components is
needed to holistically interpret and understand customer experiences (Bradley & Sparks,
2012).
Following the multidimensional approach, different past studies have used and supported
different dimensions of value. Nonetheless, after a review of the existing studies, we found
that there is no consensus in identifying the perceived value dimensions of tourists and their
relative strength of association with the impacts. Notwithstanding, the customer perceived
value (PERVAL) scale developed by Sweeney and Soutar (2001) appears to be the most
recognized tool for assessing customers perceived value in marketing literature (Karjaluoto,
Jayawardhena, Leppäniemi, & Pihlström, 2012; Senić & Marinković, 2014). The model
suggests there are four different dimensions of value, namely: emotional, social, price and
quality values. These dimensions are viewed as essential in which, millennial tourists would
experience emotional and psychological benefits (emotional value) and develop social
networks (social value) through the tourism experience. Travelling is also expected to involve
substantial travel costs (price value), so the millennial tourists would assess the worth of the
tourism experience (quality value). However, it was later claimed that, aside from the four
original PERVAL scale value dimensions, researchers should also consider experiential value
when measuring tourists’ perceived value, due to the experiential nature of tourism
(Prebensen et al., 2013; Yang, Lu, Jing, & Li, 2014). This dimension is also important to be
examined in a tourism marketing literature, given travellers today are demanding travel
products that are more ‘experience-driven’ (Gade & Raghu, 2016).
On a different note, anecdotal evidence also suggested that millennials tend to favour tailored
made services (Myler, 2016). With that, Chuah et al. (2017) proposed a new dimension of
customization value, which was found to be positively and significantly related to the attitude
and behaviour among millennial mobile Internet subscribers. According to Thirumalai and
Sinha (2011, p. 476), customization is “the tailoring of products to the individual needs and
preferences of customers”. Hence, if applied to the current research context, millennial
tourists that are interested in customization would prefer to have their options conveniently
available and would seek ways to take control of their schedule and experience when
travelling. Even though this particular value dimension has yet to be tested in the tourism
context, we argue that it is critical given millennials favour personalized experience that suit
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their tastes and preferences and prefer customer experience that involves substantial
interactions (CBI Ministry of Foreign Affair, 2020). Based on the foregoing, we hypothesized
that:
H1a: Emotional value is positively related to attitude towards the tourism experience.
H1b: Social value is positively related to attitude towards the tourism experience.
H1c: Price value is positively related to attitude towards the tourism experience.
H1d: Quality value is positively related to attitude towards the tourism experience.
H1e: Experiential value is positively related to attitude towards the tourism experience.
H1f: Customization value is positively related to attitude towards the tourism experience.
Attitudinal generalization
Individual tends to draw an impression of a person or an object based on the known traits
(Dong, Chang, & Wang, 2017). Generalization of attitude is very well discussed in the
psychological studies (e.g., Brown & Hewstone, 2005; Paolini, Crisp, & McIntyre, 2009;
Stark, Flache, & Veenstra, 2013) but not extensively researched in the tourism sector. In
consumer behaviour, it is mostly related to brand extension (Ratliff, Swinkels, Klerx, &
Nosek, 2012). For instance, a positive association with a brand may persist and results in the
formation of positive attitude towards the product that consumers see related with (Aaker &
Keller, 1990). Furthermore, Langmeyer and Walker (1991), Till (2001) and De Mooij (2005)
also discovered that individuals’ attitude towards a celebrity is transferrable to products or
brands that the celebrity endorsed. Through the connection of two objects, such as a brand
and an event-marketing can cause attitude generalization and transfer the linking of the event
over to the liking of the brand (Weihe, Mau, & Silberer, 2006).
With that being said, the formation of positive attitude towards the destination may also be
expected via tourism experience that functions as the provision of resources by a destination
in exchange for a direct association (Lee et al., 2014; Weihe et al., 2006). Thus, it can be
speculated that, when holding favourable or positive attitude towards the tourism experience,
millennial tourists are likely to evaluate the destination positively, leading us to the following
set of hypotheses.
H2: Attitude towards the tourism experience is positive related to attitude towards the
destination.
The TPB constructs and responsible tourism intention
The relationship between attitude and behavioural intentions is also a very well discussed
topic in both marketing and tourism literature. Following the theory of planned behaviour
(Ajzen, 1991), attitude has been widely used to predict and explain a wide range of
behavioural intentions such as: purchasing/ visiting, repurchasing/ revisiting, complaining
and spreading positive word-of-mouth (Bashir & Madhavaiah, 2015; Choe & Kim, 2018; Di
Pietro, Di Virgilio, & Pantano, 2012; Kruger & Mostert, 2016; Lee et al., 2014; Quintal &
Phau, 2016; Wu, 2015). In the same fashion, it is thus expected that positive attitude towards
the hosting destination will cause millennial tourists to act in the favour of the place, that is,
to engage in responsible tourism intention.
To define, responsible tourism intention “is the intention to participate in responsible tourism,
strengthen ethics for sustainable tourism and to conserve an area by restricting visit by self
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and others” (Um & Yoon, 2020, p. 6). It is also about tourism that can be consumed in a more
responsible way. Putting these together, responsible tourism is a form of tourism which
minimizes negative social, economic and environmental impacts, generates greater economic
benefits for local people and enhances the well-being of host communities. Therefore, being a
sub-category of behavioural intention, responsible tourism intention includes the intention to
purchase local products, choosing environmentally friendly transport, behave responsibly
towards the local communities and so forth (Budeanu, 2007). Based on the foregoing, we
hypothesized that:
H3: Attitude towards the destination is positively related to responsible tourism intention.
Subjective norm is also widely recognized as another important influence in deciding
consumers’ intended behaviours (Bagozzi & Dholakia, 2006; Choo, Ahn, & Petrick, 2016).
According to Ajzen (1991) and Schmerler (2018), consumers would directly feel expectations
from people around (whose opinions and views are important in a general sense) and would
strive to seek social approvals by doing what other people expect them to do. Meanwhile, the
social pressure may be exerted through suggestions of referent group such as spouse, relatives,
friends, co-workers or even business partners (Han & Kim, 2010). Many previous studies
also posited that repurchase/ revisit intention is the consequences of subjective norm (Al
Muala, Mat, & Isa, 2013; Chen & Tung, 2014; Han & Kim, 2010; Maichum, Parichatnon, &
Peng, 2016; Sparks & Pan, 2009; Ziadat, 2015). Following the same rationale, millennial
tourists are more likely to involve in responsible tourism if their significant others are in
support of the behaviour. Hence, we hypothesized that:
H4: Subjective norm is positively related to responsible tourism intention.
Another predictor that can influence an individual’s behavioural intention is the perceived
behavioural control. According to Ajzen (1991) perceived behavioural control is positively
related to the behavioural intention. In the tourism context, most research employed external
attributes such as time and income in evaluating the perceived behavioural control among
travellers (Lee & Kim, 2018). For instance, Sparks (2007) posited that wine tourists would
intend to take a wine trip if they have more income and discretionary time. Meanwhile, Lam
and Hsu (2004) claimed that lesser regulations and more discretionary income would affect
Chinese tourists’ intention to visit Hong Kong. To further the knowledge in the volunteer
tourism context, Lee and Kim (2018) took into consideration on time, budget, lack of
information and lack of security. In the same fashion, millennial travellers’ intention to
engage in responsible tourism behaviour may be weakened if they have resource constraints
or are not confidence in their ability to conduct the behaviour. Therefore, it is hypothesized
that:
H5: Perceived behavioural control is negatively related to responsible tourism intention.
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The following illustrated the conceptual framework:
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H2
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the Destination

H3
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Tourism Intention

H5

Perceived
Behavioural
Control

Figure 1: Conceptual framework

Potential Contributions and Suggestion for Future Studies
This study develops a conceptual framework on how millennial tourists’ perceived value can
impact their attitude, and in turn, affects the responsible tourism intention. This paper would
make several contributions. Firstly, it developed a framework recognizing millennial tourists’
perceived value towards the tourism experience as the determinant of their respective
responsible tourism intention. Rather than investing extra money into promoting responsible
tourism, this study aims to provide a theoretical account that tourism companies should
prioritize the delivery of superior tourism experience given that a satisfied millennial tourist
with positive attitude towards the destination would naturally involve in responsible tourism
behaviour intention.
Secondly, this study highlights that attitude formation as a complex and dynamic process
from the concept of halo effect perspective. Since this is one of the few studies that employed
the concept of halo effect in the tourism marketing context, it advances the body knowledge
by enhancing the understanding of attitudinal generalization and subsequently, millennial
tourists’ responsible tourism intention. In practice, the conceptual framework can also be
adopted by tourism companies as they embark on responsible tourism. Tourism companies
must realize that normalizing responsible tourism is inseparable from delivering values and
benefits that millennial tourists are expected to get. Researchers may also operationalize the
framework in investigating whether perceived value induces the actual behaviour of
responsible tourism among millennial tourists.
It is important to highlight that there is a constant debate as to whether planned behaviour
actually leads to actual behaviour. For this reason, future studies may want to adopt novel
methods when assessing the propositions of this paper. In addition, it is expected to offer
more insight if future studies would specify the research context to specific visitor attraction
sites in Singapore. As such, it would ensure that the data are comparable and enable the
measure of the effectiveness of responsible tourism.
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ABSTRACT: In the tourism development and sustainability literature, conflicts among
local communities, i.e. horizontal conflicts, about community-based tourism have been
found to be detrimental to the sustainability of their village. This qualitative study aims to
counter that perception. In-depth interviews were conducted with the village’s
communities, including local community group members and local authorities. The
findings revealed that the ‘responsible manner of local communities’ is the best practice
to mitigate horizontal conflicts. Specifically, we discovered that local community groups
in the tourism village are aware that their collaborations may potentially lead to conflicts;
therefore, they preemptively prepared themselves with a platform that enables them to
discuss intrapersonal, intragroup, and intergroup matters in a manner that avoids and
minimizes horizontal conflicts. This platform emerged through their ancestral tradition
called liwetan. Although liwetan is not a new concept, using it in the management of
tourism villages is not a common practice. We thus suggest that the approach discussed
in this study be replicated and applied in other tourism villages all over Indonesia, given
that the liwetan tradition can be found in many villages, albeit with different names.
KEYWORDS: tourism village; sustainability; horizontal conflicts; liwetan; local
tradition

Introduction
As the wave of confusion caused by the Covid-19 pandemic starts to recede, some countries –
Indonesia being one of them – have commenced their tourism activities. This includes the reemergence of promotions for community-based tourism (CBT). In Indonesia, the tourism
village concept, which focuses on the participation of local people, is one form of CBT. The
activities conducted at a tourism village are regarded as rural tourism. In many parts of Asia,
especially in Southeast Asia, rural tourism is linked to CBT and poverty reduction (Nair et al.,
2015). The main principle of CBT- approaches in most developing countries is collaboration
(Stone, 2015). CBT is indeed beneficial in empowering local communities, mostly by
strengthening locals’ capacities, cooperation, and collaboration – regardless of the complex
and uncertain intra-community power dynamics it creates between private, public, and
community stakeholders (Dolezal & Novelli, 2020). Many studies have recognized CBT as a
suitable development model to maximize the socio-economic benefits of tourism and
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minimize its negative impacts on the environment (Tolkach & King, 2015). CBT, however, is
not a heal-all medicine, because along with the development of CBT comes problems
pertaining to how communities operate within the system of multilevel tourism players
(Tolkach & King, 2015), unequal power dynamics (Stone, 2015), and ineffective
collaboration processes (Plichta, 2019). The activities of rural tourism must thus innovatively
encourage local communities to engage in every phase of development, including planning,
developing, and managing the business side of tourism activities. The value of CBT as an
ideal instrument to promote sustainable rural tourism by establishing smart partnerships
between all tourism-related stakeholders (Nair et al., 2015) justifies the need to study CBT as
a space in which power relations between community members can lead to community
members’ (dis)empowerment.
In Indonesia, CBT is often represented by desa wisata (tourism village), defined as village
areas that have an authentic atmosphere reflecting the localities of the village in terms of
social and cultural activities, daily customs and traditions, traditional buildings, and use of
space; at the same time, these villages are able to produce the infrastructure, attractions,
catering, and accommodation needed by visitors (Picard, 2006). The tourism village thus
connects intangible cultural heritage (ICH) to destination-based tourism (Sotiriadis, 2017).
Although tourism villages have existed since the early 2000s, the official tourism village
program initiative in Indonesia was established in 2017 by three collaborating ministries: The
Ministry of Villages, Disadvantaged Regions, and Transmigration, The Ministry of Tourism
and Creative Economy, and The Ministry of Cooperatives and SMEs. In 2010, the launch of
2000 tourism villages was announced, targeted to be completed in 2014 in line with the
nation’s goal of 20 million inbound tourists by 2020. However, all these targets were
disrupted when the Covid-19 pandemic struck all countries in the world, forcing suddenly
unemployed workers to return to their villages. With their villages being promoted as tourism
destinations under the tourism village program, tourism villages are displaced employees’
only hope to find job opportunities back home instead of becoming additional burdens to
their villages and communities.
A tourism village, like any other business, has to be managed effectively in order for it to be
sustainable. As tourism villages support rural tourism activities and the local economy, there
is a naturally growing need to maintain sustainability and learn from previous mistakes.
Towards this end, many tourism villages in Indonesia have attempted to develop responsible
innovations for their village management after years of trial and error, with varying degrees
of success. Consequently, sustainability remains the main concern as tourism villages
continue to develop in many provinces in Indonesia, particularly regarding the horizontal
conflicts among local communities.
While most studies have accused community members of not taking initiative to manage their
horizontal conflicts despite being the main players in a tourism village, this study adopted the
viewpoint that emerging conflicts are completely understood by the communities and that
they do indeed attempt to develop platforms to minimize potential conflicts before they arise
or escalate. It is important to understand and learn from such best practices in successful
villages to enhance the responsible management of tourism villages for their sustainability.
Therefore, in light of the significance of horizontal conflict management in tourism village
management, this study sought to explore the reason community members deem it necessary
to revert to the ancestral tradition of coming together for liwetan. In the following sections,
this paper explains the study’s objectives, events, results, and implications.
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Objectives
Through a deep understanding of community groups’ different perceptions, this study’s
objective was to examine why village communities chose their ancestors’ tradition of liwetan
as the platform for community group members to peacefully sit together to discuss their
village’s development and growth. What does this platform have that enables it to facilitate
the comprehension of the complex interactions between groups? Even though the current
study undertook a narrative explanation of specific geographic study areas, the results form a
basis for the understanding and identification of conflicts in tourism villages, which have
valuable implications for minimizing horizontal conflicts and improving the sustainability of
these villages.
Events
Tourism villages in Indonesia involve various community groups, each with its own role and
goals. If not managed accordingly, a group’s goal might collide with that of the village.
Unlike previous village locals, current community members know that they are part of their
village’s development and should be included in managing the tourism destination that has
developed in their village (Lekaota, 2015). The participation of community members should
encompass involvement in decision-making at any stage of a tourism program, such as
defining objectives, formulating policies, planning and implementing programs, and
controlling ownership of tourism activities and resources. The participation level of
community members should thus be considered when evaluating the success or failure of any
community-based tourism journey (Lekaota, 2015). Engaging all local community group
members in every step of planning, developing, and managing a tourism village would bring
significant benefits to rural tourism’s sustainable development by minimizing conflicts.
Hence, to promote sustainable rural tourism, it is important to build mutual understanding
and partnerships among all tourism-related community group members (Lekaota, 2015).
The concept of conflict
Conflict dimensions, presented in Table 1, were used to identify the conflicts that emerged in
the study area. The three main dimensions of conflict in this study were qualitative
differences in conflict types, the relative positions of conflicting community members, and
the level of conflict manifestation (Lama & Becker, 2019). These dimensions were then used
to categorize the conflicts prevalent in the villages. Some conflicts depicted here were ‘old’,
as stated by the respondents. They occurred when the village started to establish itself when
the knowledge and understanding of the community members were still lacking. They also
occurred before the communities had found the right platform for members to discuss and
address their problems peacefully.
Under qualitative differences in conflict types, end conflict is a type of conflict dealing with
the divergence of village goals among community groups. The second type is means conflict,
which are conflicts that surface when community groups chase the same goals in adapting to
complex changes. This leads to the collision between the means or instruments applied,
compromising at least one group’s ability to achieve their goal. The third type of conflict is
norm conflict. Norm conflict is not directly related to village goals like previous conflict
types but is based on contradictory norms and values among groups that define what is
approved by and aspired to by them. The fourth and final type of conflict is attribution
conflicts, which has less to do with norms and values, and more to do with blaming other
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groups for negative results. Even though it does not entail specific conflicts related to goals or
values, attribution conflict arises over accusations of who is to blame for the slow
development of a village’s tourism activities.
Table 1: Conflict dimensions

Dimensions

Description

Qualitative differences in conflict types

End conflict
Means conflict
Norm conflict

Attribution conflict
Relative positions of conflicting community

Intrapersonal conflict

members

Intragroup conflict
Horizontal intergroup conflict
Vertical intergroup conflict

Level of manifestation

Latent conflict
Perceived conflict
Manifest conflict

There are four categories of conflicts that fall under the ‘relative positions of conflicting
community members’ dimension: intrapersonal, intragroup, horizontal intergroup, and
vertical intergroup (Lama & Becker, 2019). Vertical conflicts, such as between communities
and the government, were not discussed in this study. Instead, we only examined
intrapersonal, interpersonal, and horizontal conflicts among the relevant groups. Horizontal
conflicts among community groups are typified as intergroup due to the “otherness” aspect in
groups’ roles in a village’s development.
The last dimension of conflicts pertains to the manifestation level of the conflict. In the latent
stage, community members are not yet aware of the conflict. Next, perceived conflict
manifestation is the stage of conflict awareness that does not necessarily involve any action
towards other groups. Finally, manifest conflict is the most observable level of conflict,
where community group members have voiced problems repeatedly and eventually had to
stop.
Liwetan
Liwetan refers to the practice of eating meals communally with family, relatives, and friends
from the same serving dish (Adiakurnia, 2017). Two terminologies have been used
interchangeably to describe this practice, liwetan and bancakan. Bancakan refers to the act of
eating itself, wherein all items on a menu are placed on one big banana leaf. The rice served
on this occasion is called nasi liwet, which means traditionally cooked Javanese rice; hence
the term liwetan. The word liwet is also mentioned in several Javanese manuscripts
discussing traditional foods, notably Serat Centhini and Serat Goenandrija.
Having begun during the expansion of Islamic influence to the Java island, the liwetan
tradition cannot be separated from Javanese and Islamic traditions. It started from the eating
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practice of Islamic scholars at the time inside boarding schools or pesantren. The way the
scholars sat with their teachers symbolized the same level of the hierarchy, with no
discrimination of economic, social, or academic backgrounds. Since then, liwetan has
become closely related to ritualistic ceremonies and symbols of local wisdom in the Javanese
community.

Figure 1: Liwetan
Source: https://www.beautynesia.id/berita-food/

In ritual ceremonies, traditional food functions to forge social bonds, sow harmony between
residents, strengthen brotherhood, and cultivate the mutual spirit. At the same time,
traditional food has symbolic and spiritual values for the community. In line with these
claims of social and spiritual unity, liwetan involves no plates or separate food containers.
Instead, the main dish, liwet rice, and other side dishes are arranged horizontally on a big
banana leaf as a symbol of togetherness. Nowadays, liwetan is not limited to traditional
Javanese rituals; rather, it is practiced in various social groups as an avenue for bonding
between community groups. The liwetan tradition is considered to have social value in
strengthening friendship and brotherhood, as all those who participate in this tradition
consume the same food from the same container, regardless of their economic, social, or
academic status.
Results
This study was based on a case study conducted in a desa (village) located in the Bogor
Regency of the West Java Province, Indonesia. This village is located less than 50 km from
Jakarta, the capital city of Indonesia. Less than an hour’s drive from the city, the village has
the benefit of accessibility. There is a freeway passing nearby and a train station that connects
the village to Jakarta and several West Java towns.
This study was part of our larger research project in the village. For this study, only data on
liwetan was extracted from the project’s overall data. Moreover, though the larger study
employed both qualitative and quantitative methods of data collection, we used only
qualitative data for this paper. As such, this study involved primary data from structured indepth interviews that were conducted with the local community. As shown in Table 2,
respondents who participated in the interviews were representatives of various community
groups. They comprised Komunitas Pangkas Rambut, Usaha Mikro, Kecil dan Menengah
(UMKM), Badan Usaha Milik Desa (BUMDes), Kelompok Sadar Wisata (Pokdarwis),
restaurant owners, homestay owners, and Karang Taruna.
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Figure 2: Location of study area
Source: https://www.google.com/maps/place/Bojong+Gede,+Bogor,+West+Java/

Table 2: Local community groups in the tourism village

Community Group

Description

Badan Usaha Milik Desa (BUMDes)
Kelompok Sadar Wisata (Pokdarwis)
Karang Taruna
Usaha Mikro, Kecil dan Menengah (UMKM)
Komunitas Pangkas Rambut
Pemilik Penginapan
Pemilik Rumah Makan

Village-owned enterprise
Tourism awareness group
Youth organization
Middle, small, and micro-enterprise (MSME)
Barbershop owner
Homestay owner
Restaurant owner

To collect narrative responses from the respondents, a set of structured interview questions
were prepared within the scope of the interaction among community group members, and
how they developed platforms to cope with horizontal conflict. The interviews were
conducted several times from September 2020 to November 2020, both formally and
informally, physically and virtually (via an online platform, telephone calls, and text
messages). Due to the pandemic condition, we couldn’t interview a large number of people at
the same time. Thus needed several visits to interview the respondents. At times, we visited
the village and participated in the respondents’ daily activities, asking questions in between to
elicit deeper and more authentic expressions. In this manner, participant observation gave us
the ability to observe and better understand verbal and non-verbal interactions. Questions
were asked in Bahasa Indonesia and Sundanese languages to build more rapport with the
respondents, although most respondents spoke Bahasa well.
Respondents were interviewed about their personal and professional encounters as part of the
community. Their personal life stories and experiences served as a tool to explain their
emergent issues, such as changes in income, community closeness, and kinship. All
interviews were recorded and then translated into English before being transcribed into
interview scripts. The data was then analyzed and interpreted using content analysis via the
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NVIVO software. First, the transcribed narratives underwent the process of coding to
understand conditions, environments, intervening conditions, and outcomes. The next step
was classifying the data based on the coding process. Taking our comments, notes, and past
literature into account, the results helped us reach generalized conclusions on the dimensions
of conflict addressed in this study (Bowen, 2006). One of the challenges met during data
classifying and analyzing for cross-language research is the language barrier (Esfehani &
Walters, 2018). We came across some terminologies which is a culturally-based language.
These terms include specific concepts that are not easy to transfer into English or having an
equal translation. One particular example of this point from this study is the term liwetan
which refers to the concept explained in the previous section. However, the English
translation does not carry justice to the core meaning and especially the cultural role of
liwetan completely. Therefore, in this study, some original terms in the original language are
still used. The analysis results are presented in the next section.
Table 3: List of respondents

Community Groups

Total number of respondents

Badan Usaha Milik Desa (BUMDes)
Kelompok Sadar Wisata (Pokdarwis)
Karang Taruna
UMKM
Komunitas Pangkas Rambut
Homestay Owners
Pemilik Rumah Makan

3
2
4
6
4
3
3

Managing conflicts
Qualitative differences in types of conflicts
In this tourism village, ends conflict is the least prevalent conflict type because all
community group members have the same goal, which is to achieve sustainability in their
village’s growth. Most respondents described this as their hope that their village will become
more resilient towards crises.
Means conflict was indicated by one of the respondents (a homestay owner) as a lack of
training facilities in their field compared to other groups. A member of Karang Taruna also
stated that the lack of digital technology skills is delaying them from achieving the village’s
goal. Although norm conflict is common in other areas, this conflict type is not significant in
the village. It is because the village members share a common traditional background and
values, given that most of them are native to the area or have lived there for a long time.
Specifically, the villagers are mostly Sundanese (one of the ethnic groups in Java) and
Muslim, which suggests religious and cultural homogeneity.
The fourth conflict is the attribution conflict. This conflict type is existent in the village in
terms of the community blaming BUMDes for not being responsive to the needs of other
groups for skill training. Although it is arguable that BUMDes is ignorant of the community’s
demand for training to upskill their capabilities, the vast majority of community groups
accuse them of such because they see BUMDes as the motor that moves community groups
in the village. Similarly, respondents attribute the problem of parking management in the
village to the activities of the barbershop group. Other community groups believe that
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barbershop visitors create traffic and parking problems because these shops are located by
roadsides. Visitors’ cars and motorcycles are often parked in front of the shops, creating
traffic jams.
Relative positions of conflicting community groups
Intrapersonal conflicts stem from the community group members themselves, such as
concerns over the ability to start a business. The respondents confessed that it is a lack of
self-confidence that holds them back from starting a business. It is their perception that
launching a business in the tourism sector requires a good amount of capital and time.
The other example of intrapersonal conflict is individuals’ time constraints in dedicating
themselves to the group. This potentially creates conflicts in terms of task distribution and
time availability. Except for business owners who can dedicate most of their time, other
community group members, such as Karang Taruna members, have full-time careers in other
companies. This makes them struggle to allocate spare time to their group’s activities and
tasks. Respondent #8 (male, Karang Taruna) described how time management is somewhat a
problem among members: “It is because most members have their own side job or even main
job, that the obligations and tasks in the community groups are put into second priority.”
In reality, insufficient time spared by other members was reported to be a substantial cause of
interpersonal conflict among group members. “People do as they feel like it, or some say let
me do it, what should we do about it. If this empty promise keeps on going, then
sustainability will not be there,” said one respondent (female, UMKM). Another interpersonal
conflict emerged in the earlier stages of the tourism village when the members of UMKM
were collecting information and stories on the village’s history. This required long hours of
searching and talking to village elders, as two respondents (#10 and #11, female, UMKM)
described: “This task was not an easy one; thus, not many people were willing to do it. We
had to walk and talk for hours to our elders, then transcribe all the stories told by them. We
also needed to find scientific data to match the story which was also our big challenge
because very little was found.”
Similarly, intergroup or horizontal conflict arose when other community groups considered
that the choice of their village’s brand name was because of the barbershop owners’
(Komunitas Pangkas Rambut) majority contribution. They thought that the village is wellknown regionally in surroundings of West Java and Jakarta area, and nationally in Indonesia,
solely due to the Komunitas Pangkas Rambut’s role.
Level of conflict manifestation
Perceived conflict arose in the earlier stage of development when some community members
perceived that building a business and incorporating it into the village’s tourism activities is
difficult. However, respondent #24 (female, restaurant owner) found that: “I didn’t know that
I can start with what I had. We have a local flower here that we made into local drinks. Once
I leisurely took pictures of it and posted them on my daughter’s Instagram account. In a
matter of minutes, requests for it started to come in.”
Respondent #11 (female, UMKM) explained: “Although there are some members that sell the
same type of products – brownies, for example – we always encourage each other. We never
feel any competitiveness regarding sales and income. We help to promote each other’s
products, either through offline or online promotion.” Indeed, when asked the main cause of
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conflicts among community members, most did not view financial income as the problem.
This is because despite being close to a metropolitan city like Jakarta, village communities
still maintain their religious ways. They believe that financial income is arranged by God, so
there is no need for jealousy or envy among them. An excerpt from respondent #16 (male,
barbershop owner) reads: “All of us understand that financial sustenance comes from Allah,
each one is already destined to receive certain value. This leaves us with no room to be
jealous of others.” This shows that for the religious villagers, their financial income is already
destined by the Almighty. However, inequality of financial income and profit-sharing of the
village’s income could be latent conflicts, as the more the village grows, the more revenues it
will receive. In the future, community members may have to address these latent conflicts to
avoid them from creating division among members.
Returning to ancestral wisdom for village sustainability
We discovered that the decision to choose liwetan did not come easily, because it was not
thought of at first. Local community groups initially followed common practices and used
formal platforms for discussions and meetings at the village’s head office building.
Respondent #3 (male, BUMDes) explained that the local authority, in this case, the kepala
desa (head of the village) showed support by lending the groups a room in his office building:
“This meeting room was used by us for several months for routine meetings. But maybe
because of the ‘formal’ situation, most meetings were very formal with visible gaps between
community members.” Such formality divided the members, either financially, socially, or
academically. This brought such discomfort to the members that meeting participants began
to decrease in number, as stated by respondent #5 (male, Pokdarwis): “We started to feel
things that should not be there. Like, why does this person sound arrogant, or why does this
person act like he is the boss.”
At this point, the groups were all aware of their intrapersonal, interpersonal, and intergroup
conflicts. A community that is socially empowered is characterized by the equality of its
communities, as well as collaboration, a sense of belonging to the village, and strong
community stakeholders. On the other hand, disempowerment is seen through competition,
envy, and conflicts among village communities. Therefore, the unfavorable situation was
fortunately realized by some key members, who then suggested that the communities employ
other platforms as their ‘boardroom’. Since it was and is their mutual goal to see their village
grow as a tourism village and thereby improve the locals’ economic condition, they began
discussing, at this early stage, the platform to be used as their ‘boardroom’ to deliberate
matters related to the village’s development (Dolezal & Novelli, 2020).
Respondent #4 (male, Pokdarwis), one of the village residents and a professor in
communication, proactively requested group discussions “to return our management
(including conflict management) to religious practice that has been done by our ancestors.”
Following this suggestion, members compared various discussion platforms practiced by the
village or by ancestors in the past. Some community members at the time were from religious
backgrounds and were educated in the Islamic boarding school (pesantren). They eventually
came up with the idea of liwetan as the discussion platform instead of the formal meeting
room. This attests to the fact that religion is a driving force in the display of human
commitment and devotion in numerous forms (Rana & Malik, 2016).
Overall, the members unanimously concurred with the choice of liwetan as the platform for
monthly community group meetings. This is not surprising, as the practice itself symbolizes
the religious and cultural background of the village. We further found that the religious
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meaning behind liwetan hails from its historical practice by Islamic scholars, which is one of
the reasons it is well accepted. Another reason is that it is a symbol of equality in society.
This cultural significance comes from the fact that when having liwetan, all participants are
sitting on the ground at the same level. Nobody sits higher than the others because the banana
leaf and food items are all arranged on the ground as well, rather than a table. All participants
are also required to eat from the same serving platter, the banana leaf, with neither fancy
chinaware nor cutlery.
The liwetan platform has been used as the ‘boardroom’ of the community groups since
September 2020. It takes place outdoors by the small creek in the village every month. Ever
since then, the number of participants has increased, correspondingly leading to the growing
tourism activities in the village. These CBT activities are likely to change the livelihoods of
the communities (Lonn et al., 2018). For example, respondents said that they were able to
establish their own small-scale businesses because it was not as difficult as they first thought
to integrate a business in the village’s activities. Many of them already had the skills or
capital needed to be entrepreneurs with endeavors such as cooking, baking cakes and pastries,
or opening grocery shops. As some respondents stated, they are experiencing higher financial
income despite the negative impact of the pandemic. Though their earnings are better yet not
significant in this situation, they again revert to their religious beliefs that it is all arranged by
God.
The lesson learned from the village is that strategic management can come from local
wisdom and village traditions. These findings enable future researchers to enrich the
management of tourism villages by looking deeper into the perspective of local wisdom.
Along with this study’s results, we offer useful insights on local communities’ perceptions of
conflict. As far as the village’s welfare is concerned, all the community members are
conscious of the risks of conflict in their roles. These problems are not to be put aside, but
must instead be addressed in accordance with the village’s own unique traditions.
Implications
The practical implications of this study are related to the field of strategic conflict
management. In managing horizontal conflicts, local communities can find effective solutions
by applying their traditional or ancestral wisdom. Although liwetan is not a new concept,
especially in the rural areas, using it in the management of tourism villages was not a
common practice – till now. Our findings argue that liwetan could be replicated and applied
in other tourism villages all over Indonesia, since this tradition exists in many villages, albeit
with different names.
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ABSTRACT: COVID-19 pandemic disrupted the global economy in an unprecedented
manner, which includes the coffee industry. This paper seeks to provide insights as to
how coffee farmers on Ali Mountain, Taiwan transitioned to sustainable futures as an
outcome of the pandemic. A case study approach is adopted to explore how COVID-19
influences the coffee business and corresponding tourism implications, along with crisis
management strategies for a post-pandemic era. Through a case study approach, the study
revealed that the current pandemic has conditioned the perception of risk towards all
actors of the coffee estate and thereby causing a shift in consumer preference. Despite the
adaptive strategies employed by the business to establish some form of normality, the
coffee estate operation in Ali Mountain remains reactive to crises and disaster in the
absence of a strategic and holistic plan to deal with situations such as the COVID-19
pandemic. Theoretical and practical suggestions are provided to inspire coffee farm
owners in terms of disaster management scenarios, sustainable anti-pandemic strategies,
as well as the desire and quest for industry resuscitation and activation.
KEYWORDS: sustainable tourism; crisis management; resilience; coffee supply chain;
agritourism

Introduction
Societies around the globe have been seriously affected by the COVID-19 pandemic across
all sectors (del Rio-Chanona et al., 2020). In fact, the current pandemic has been pictured as
one of the deadliest impacts to the global economy after the Great Depression (Guido et al.,
2020). The financial implications of the COVID-19 pandemic are monstrous, far-reaching,
and are likely to affect commodity markets and individual livelihoods. This includes the
agriculture sector with cash crops such as coffee, which are expected to be affected by the
pandemic as well. Coffee, as a commodity, provides livelihood for numerous farmers in over
52 countries (Hiron et al., 2018). Moreover, it yields a multiplier effect in the form of
livelihoods to laborers and other local establishments. According to the ICO (2019), 2017-18
coffee exports were valued at USD 20 billion (only a small fraction) and in the U.S, coffee
retail value reached USD 87 billion (Specialty Coffee Association, 2018). However, the
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impact of the COVID-19 has been seriously felt in most countries in terms of agricultural
value chains (Morton, 2020).
Cafés and restaurants who source their materials from these affected sectors are also affected
as they are compelled to strictly follow food and hygiene standards amid the pandemic. In
spite of the absence of cases on COVID-19 transmission through food (Rizou et al., 2020),
cafés and restaurants are directed to follow existing codes and newly developed COVID-19
health protocols to operate across different countries (Woolway, 2020). Complying to these
new requirements have further exacerbated the economic impacts of coffee establishments,
among other food and beverage entities as enunciated by many economists and commentators.
For instance, the French statistical office indicated that the economy is currently around 65%
of its normal level by March 26, 2020 in their analysis of the economy under lockdown
(Baldwin & Mauro 2020). Clearly, the unprecedented impacts of COVID-19 have caused
much distress to major industries such as tourism in the world.
These impacts have also been observed in coffee estates in Ali Mountain in Taiwan. The
coffee industry in this area supports and complements tourism and hospitality businesses.
Such has been significantly affected with risk perception and health protocols with outcomes
such as lower café foot traffic and at-home consumption behaviors. Furthermore, the negative
effects of this pandemic have already been felt globally with disrupted coffee supply chain as
well as fluctuating prices (Hernandez, et al., 2020; Guido et al., 2020) to say the least. Coffee
producers are likewise threatened with looming food insecurity caused by the pandemic
(Hernandez et al., 2020). The presence of the impacts, therefore, warrant the development
and implementation of a post-pandemic crisis management strategy in order to cope with the
COVID-19 pandemic. Guided by the crisis and disaster management framework proposed by
Ritchie (2004), this paper facilitates a case study approach which seeks to provide a proactive
plan on how coffee estate owners can produce sustainable futures as an outcome of COVID19. Furthermore, this study attempts to answer the two research questions:
1. How is the COVID-19 pandemic influencing the business model of coffee tourism in
Ali Mountain?
2. How are Ali Mountain coffee estate owners responding to these impacts in terms of
crisis management strategies?

Literature Review
The impact of COVID-19 on the coffee industry
COVID-19 has affected the value chains of agricultural countries such as Ethiopia,
Zimbabwe, and India (Morton, 2020). According to RBN (2020), produce such as tea and
coffee have been affected by low demand in world markets because of restrictions imposed
by the government on public mass gatherings in East Africa. This was true in the case of
Ethiopia where COVID-19 has affected vegetable trade, importation of agricultural inputs
from China because gatherings at hiring points were impeded due to fear of the virus (Tamru,
Hirvonen, & Minten, 2020). Movement restrictions, limited accessibility to agricultural
inputs and closing of agricultural markets were also key issues affecting agricultural chain in
Zimbabwe because of the pandemic (Scoones, 2020). Similarly, Lai (2020) maintained that
the ban on harvesting equipment were a pitfall observed during COVID-19.
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Prices of coffee have also felt unprecedented volatility and spikes over the past months,
which is attributable to the COVID-19 pandemic (Hernandez et al., 2020). Coffee growers,
farmworkers, and downstream value chain actors have witnessed an unparallel shock to
supply and demand from the COVID-19 pandemic affecting the global coffee sector. The
COVID-19 is likely to affect the world’s population, of which 25 million are coffee
producers. The pandemic will, therefore, have serious consequences on their livelihoods that
will trigger food insecurity and poverty (Hernandez et al., 2020).
COVID-19 is seen to accentuate the vulnerabilities that characterize the supply chains in
coffee production (Guido et al., 2020). Significantly, since February 2020 the price has been
fluctuating. A look at the ICO Composite Indicator (weighted average of all major coffee
types and origin) price pinpoint to this volatility. For instance, there was an increase
averaging 109.05 US cents/pound in March 2020; 108.91 US cents/pound in April (2019/20
third highest monthly average in the crop year) which is 15.3 percent higher compared to the
previous year (Hernandez, et al., 2020). There have been more disruptions to the supply of
Arabica coffee compared to Robustas. Consequently, Arabica, which constitutes 60 percent
of coffee traded globally, has triggered these changes in spot prices. COVID-19 has equally
affected operations of key infrastructure in the value chain such as warehouses and ports. The
pandemic induced governments to implement measures, such as social distancing, to curtail
the pandemic has also slowed operations at the ports. These disruptions have caused an
incredible increase in trade costs and transaction. Delays have become rampant due to
COVID-19 during post-harvesting and movement of crops especially to various harbors.
Having said this, it is anticipated that income accrued from coffee production by farmers,
state and governments would diminish significantly (Guido et al., 2020). This would
consequently affect farmers who would not be in the appropriate position to manage their
farms and could create a congenial ground for diseases and pests due to the COVID-19. The
pandemic has also triggered labor shortage needed during harvesting of coffee. According to
ICO (2020), labor has become a major concern for coffee exporting countries. This situation
is epitomized by Guatemala and Columbia where is envisaged that about 100,000 and
135,000 people would be needed to facilitate coffee harvesting respectively (Guido et al.,
2020).
Coffee tourism business models before COVID-19
Coffee tourism is defined by Jolliffe (2010) as a form of travel that can be related to activities
concerning the history, production, and culture of coffee, which includes visits to coffeeproducing destinations, experiences of coffee culture places, visits to coffee history sites, and
the like. With the wide array of activities related to the leisurely consumption of coffee,
literature points out several business models that encapsulates coffee tourism. These models
are categorized as customer-based, management-based, and livelihood-based. Customerbased business models focuses on the demand-side of coffee tourism. These approaches favor
the perspective of consumers in order to deliver quality services that yields positive benefits.
One of which is focused on experiences which introduces an appreciation of both product
offerings and the various methods of coffee roasting to the customers (Ferreira & Ferreira,
2018). This is in line with the third wave of the coffee industry (Manzo, 2010) which
advances the conventional coffee-drinking experience by giving customers the appreciation
of how coffee is produced (Setiyorini, 2019). Another is on branding and marketing which
stimulates the customers’ value perception and engagement of coffee (Kim et al., 2019). This
approach reciprocates the notion of adapting to global connectedness and promoting culture
embedded with coffee drinking (Strizhakova & Coulter, 2015). Similarly, satisfaction is often
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given the spotlight when it comes to coffee business models. According to Kim et al. (2018),
happy customers tend to become satisfied and therefore become loyal to the coffee
destination.
The second category is focused on the management practices implemented by the various
stakeholders in coffee destinations. A recurring theme amongst the reviewed business models
were inclusive approaches that tend to engage market actors. This includes the strengthening
of ties with different collaborators such as local communities that can contribute to the
creation of meaningful coffee tourism experiences (Candelo et al., 2019). Developing
linkages between coffee producers and consumers can also mutually benefit one another
through inclusive partnerships (Sedana & Astawa, 2019). In the same light, integrating
innovative and sustainable approaches were likewise an evident business model. Elmo et al.
(2020) underscores the importance of embedding innovation in business strategies in order to
showcase a resilient business model that can derive environmental, economic and
sociocultural sustainability outcomes. In contrast, the use of digital technologies in coffee
destinations have been widely adopted that ushered a more sustainable business model
toward coffee tourism (Ongener & Ozkurt, 2019).
Lastly, livelihood-based business models deal with how the local actors were involved and
empowered to capitalize on coffee tourism initiatives. For one, social entrepreneurship in a
coffee producing destination was seen by Tan et al. (2018) to improve the quality of life of
the local community by not only stimulating economic gains but also by reinforcing the
identity of the community, inducing their participation, and facilitating human capital.
Similarly, investing in human resource training and education is deemed by Battistella et al.
(2017) to be an effective business model in coffee tourism. Sustainable livelihood was also an
important theme. In the case of regional niche coffee tourism destinations, sustainable
models should be applied by local actors in pursuit of conserving the environment so that
future generations can reap the benefits of the coffee tourism development (Woyesa &
Kumar, 2020). This can be achieved with the adoption of organic farming practices that can
stimulate the growth of existing coffee tours (Hernandez-Aguilera et al., 2018).
In another study, Wang et al., (2019) analyzed the tourism experiences offered by coffee
estates in Taiwan. The profiles of Taiwan coffee estates were examined in terms of the
experiences provided to engage visitors and the results showed that they can be categorized
into traditional, educational, and comprehensive coffee estates. Also, employing the
memorable tourism experience scale (MTES) to ascertain visitors experience in selected
coffee estates, the study revealed that Taiwanese visitors are overwhelmingly enthused and
satisfied with the experiential activities and coffee tours offered by these coffee estates.
Coffee tourism business models during COVID-19
The spread of COVID-19 has struck the tourism industry including coffee tourism. In
contrast to other health crises, the current pandemic has reoriented the entire paradigm of
tourism beliefs and practices (Hall et al., 2020). Incidentally, nations have been facing
economic recession, lockdowns, travel restrictions, and unemployment across the world
(Nicola et al., 2020). While the spread of infectious diseases has been observed throughout
history, the tourism industry is challenged with the urgency to respond with health and safety
standards in order to ameliorate the impact this pandemic has brought about within the
industry (Farnazegan et al., 2020). The COVID-19 pandemic has also exposed the
vulnerability of the “gig” or sharing economy complementing the tourism industry and the
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susceptibility of the labor market within it to succumb to economic pressures amid a global
health crisis (Sigala, 2020). As such, Gossling et al. (2020) argued that despite impeding
financial crises, the tourism industry is given the opportunity to pivot its approach into
transforming the current tourism system into a realm that is more responsive to sustainable
development. According to them, the new focus should focus on recovery, resiliency, climate
change mitigation, and international solidarity.
To mitigate the spread of COVID-19, measures such as social distancing were introduced in
which tourists are challenged (Yezli & Khan, 2020). In order to address this, Sudiartini et al.
(2020) echoed a potential business model for coffee tourism in a COVID world. For these
scholars, strategic innovation and stakeholder cooperation are vital to capture the supply and
demand of coffee tourism amid cut-throat competition. Likewise, this approach can guarantee
an improved system in the distribution of the coffee tourism experience. One innovation can
be through taking advantage of online resources such as website and mobile ordering (Baum
et al., 2020). Another business model is by incentivizing takeaways and discouraging dine-ins
for customers (Sharfuddin, 2020).
Crisis and disaster management in tourism and hospitality research
The impact of the COVID-19 pandemic has been felt tremendously in all facets of human
lives and this lingers on. As Carr (2020) enunciated, “COVID-19 has negatively
democratized health risks and the financial wellbeing of people worldwide - not just the
oppressed, the indigenous nor the poverty-stricken are affected by the inequality of COVID19, which does not recognize how powerful or wealthy or poor a person is” (p. 492). This is a
clear call for effective, flexible, and socially acceptable approaches to ensure a restart or
recovery from the impacts of the COVID-19 pandemic on the tourism and hospitality
industry. Furthermore, this fact prompts scholars to focus on crisis management frameworks
to make the tourism and hospitality industry resilient amidst the COVID-19 pandemic.
In a recent study, Hao, Xiao, and Chon (2020) suggested a COVID-19 management
framework which comprises of anti-pandemic phases, principles, and strategies to address the
Chinese hotel industry that underscores crisis management strategies that underpin phases for
a strategic recovery process. These phases are the pre-event, prodromal, emergency,
intermediate, long-term recovery, and resolution. Interestingly, other scholars have equally
employed different crisis management theories within the field of tourism and hospitality. For
instance, crisis management theory emphasizing information and communication among
stakeholders (Jia et al., 2012), collaborative planning theory in the hotel industry (Nguyen et
al., 2017), and the iceberg model highlighting the impact of belief and psychological factors
on crisis planning (Wang & Wu, 2018). The United Nations (2004) has also designed a
framework for disaster risk management and reduction. The core components comprise
context, risk factors, awareness, risk assessment, knowledge development, public
commitment, preparedness, early warning, response, recovery, and measures (United Nations,
2004). Wenzel et al. (2020) also propounded four crisis response strategies that include
retrenchment (measures taken to reduce costs), persevering (ensuring the ongoing operations
of the firm), innovating (strategic renewal of the business), and exit (possible alternatives if
other strategies are unsuccessful). Kraus et al. (2020) in their application of Wenzel’s et al.
(2020) crisis management framework reiterated in their findings that firms employ different
approaches to address crisis during the COVID-19 pandemic. They observed that firms
employ the three stages by Wenzel et al. except the exit stage. This is perhaps due to the early
stage of the crisis. Their findings show that most firms utilize a combination of various
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coping mechanisms to mitigate the impact of the COVID-19 pandemic with ‘persevering’
used as a solely strategic response to the crisis. Having said this, a synthesis on the reviewed
literature points out that different contextual strategies are employed to target different crises
and disasters encountered in the tourism and hospitality industry.
Conceptual framework
The study adopted the crisis and disaster management framework by Ritchie (2004) as the
theoretical basis for the study. This model (see figure 1) provides public and private sector
managers in the hospitality and tourism industry a proactive, instead of a reactive, approach
in dealing crises. For instance, Fink (1986, p.7) argued that managers should show attitude of
preparedness as chaos is inevitable and succinctly stated that “anytime you (i.e. manager) are
not in crisis, you are instead in pre-crisis or prodromal mode.” Also, the framework was
equally adapted by Hao et al. (2020) from Faulkner (2001) to explore the impact of COVID19 pandemic on China’s hotel industry. Moreover, the theory is an appropriate fit to the
context of health-related crisis, as supported by Henderson and Ng (2004).
The framework contends that it is ideal to employ strategic management and planning to
crisis and disaster management (Ritchie, 2004). Significantly, the framework stipulates three
main stages in managing crisis and disaster situations strategically. These stages are
‘prevention and planning, implementation, evaluation and feedback (Ritchie, 2004, p. 673).
The framework explicates the first stage that is crisis and disaster prevention and planning,
where managers need to develop strategies that could limit the impacts of a disaster or crisis.
These strategies are ideal at the pre-event and prodromal stage of the crisis or disaster.
According to Kash and Darling (1998), strategies needed at this include strategic forecasting,
contingency planning, issues analysis and scenario analysis. The second stage deals with
strategic implementation. This is when the crisis has entered the prodromal phase of the its
lifecycle. Essentially, managers should have contingency plans at this stage and can
implement them to mitigate the impact of the disaster or crisis. The final or third stage covers
resolution, evaluation and feedback. At this stage, the destination or organization begins to
recover from the repercussions of the crisis or disaster. The main objective of the
organization or destination at this stage is to mitigate or reduce the severity or to curtail the
crisis or disaster. Studies have shown crisis or disaster can also provide viable opportunities
for destinations and businesses (Faulkner, 2001).

Methods
A qualitative approach was employed for this study to explore the scant literature on coffee
tourism impacts out of COVID-19. This study focused on “understanding the social
phenomenon and the way in which people make sense of and extract meaning from their
experiences” (Jones et al., 2013, p. 3). A qualitative research approach is deemed appropriate
for studies that are under-researched in order to facilitate in-depth understanding (Brown et
al., 2020). Furthermore, a case study design was adopted for this study in order to research
questions and will explore on the coffee tourism context of “樂野鄒築園 Cou Garden.”
This approach is appropriate to uncover and understand the complexity of the phenomenon
while discussing the relationships among the actors in the research context in which the
researchers have no control of (Massaro et al., 2019; Ridder et al., 2014; Yin, 2014). A case
study research design is explained as “a method that uses multiple data sources to develop a
contextualized understanding of the phenomenon with the intention of confronting theory by
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comparing it with empirical data” (Hoorani et al., 2019, pp. 286-287). The study employed
the case study research design through the unit of analysis consisting of individuals,
organizations, social communities, and other stakeholders associated with Cou Garden (Flick,
2009; Yin, 2003). With the research question and context in mind, a case study research
method was deemed suitable.

Figure 1. The crisis and disaster management: strategic and holistic framework (Ritchie, 2004)

Purposive sampling was used to select the respondents. This technique was employed
because the researchers handpicked the respondents based on their length of experience and
knowledge on the coffee industry. The use of pre-determined samples that are highly
immersed with the case study is justified, and supported by the work of other scholars, see for
instance Altinay et al. (2016). In this study, Mr. Fang Zhenglun, the owner of Cou Garden,
was selected to be the respondent. A semi-structured interview was used as the data
collection instrument based on the framework developed by Ritchie (2004). The interview
consisted of three sections: pre-event and prodromal stage (disaster prevention and planning),
emergency and intermediate stage (strategic implementation), and demography. An in-depth
interview was conducted to elicit the narrative (Hollway & Jefferson, 1997) on his
experiences managing the coffee estate amid the pandemic.
It is important to note that though the framework has three stages with the last stage being
resolution, evaluation and feedback (long term recovery and resolution), the researchers did
not include the last stage in the instrument because the COVID-19 pandemic is not over yet
and most firms are still dealing and managing its implications. In order to ensure the validity
and reliability of the instruments, three experts in the field of coffee tourism were asked to
check the wording, meanings and verify whether the items could help to address the main
research questions of the study. Related to this, the depth and scope of the interview as well
as the application of laddering technique to elicit deeper responses from the respondents
ensured the trustworthiness of the study (Abeele & Zaman, 2009).
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Data was analyzed using thematic analysis (Attride-Stirling, 2001). The researchers
commenced with open coding procedures (Charmaz, 2006) where responses from the
respondent were classified on a spreadsheet. Consequently, this paved way for the second
stage where categories were generated from the codes based on their connections. Themes
were generated based on the literature review to facilitate analysis of the data.
Fang Zhenglun and Cou Garden
Ali Mountain is a popular sightseeing destination located in Chiayi county in the
southwestern part of Taiwan (Figure 2). It is famous for tea production. Its climate and soil
are also perfect for coffee plantation, so in recent deecades, farmers started to devote
themselves to grow coffee. After leaving the army in 2000, Fang Zhenglun returned home to
assist his father in the cultivation of tea and orchids. He commenced the cultivation of coffee
and performed a series of experiments such as roasting beans with frying woks and teapots
after his father obtained 200 coffee seeds. Eventually, the original tea plants were turned into
"Cou Tsingyuan" coffee shop after winning the 2007 Taiwan Specialty Coffee Bean Award.
It consequently became a tourist destination for people, however, was short-lived. The newly
opened "Cou Tsingyuan" after one week was hit by a typhoon in 2009 preventing tourists to
visit the mountain. This natural disaster ironically propelled Fang Zhenglun to promote Ali
Mountain coffee through coffee exhibition activities. The layman became a coffee
competition champion including winning the top honor for farmers in Taiwan in 2017 as well
as international coffee bean competitions.

Figure 2. The location of Cou Garden

He said: “I can tell the differences of the beans from high altitude or low altitude, so people
will send different coffee varieties to me. I try to plant, observe, and then leave the most
suitable ones for this land.” Having 20 varieties of coffee on his farm, these are sent abroad
for genetic identification to determine its source. Though coffee is not an important cash crop
in Taiwan, Fang Zhenglun believes Taiwan’s enviable agricultural reform technology and
biotechnology could be harnessed to improve coffee varieties. The successful development of
coffee beans with Taiwan characteristics and flavor can help Taiwan's specialty coffee in the
international identification and positioning to attract international buyers. With this, he
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devoted himself to the development of coffee varieties, trying to hybridize different varieties
and hoping to cultivate a unique flavor belonging to Ali Mountain specialty coffee.
Amazingly, Fang is an enthusiastic and ardent teacher of coffee cultivation and has
encouraged young people to involve in it with unique farming techniques. “I'm going to take
the Yi (Indigenous) people along the coffee path to the world.” Let more people know, where
is the best coffee in Taiwan? Ali Mountain, we Yi people planted it. This is Fang Zhenglun's
wish. He also took over the chairmanship of the Jiayi County Coffee Industry Development
Association in 2019, holding a number of educational training, media meetings, exchange
competitions, cup tests and other activities.

Results and Discussions
The influence of COVID-19 pandemic on the business model of coffee Tourism in Ali
Mountain
The unprecedented impacts of the COVID-19 pandemic have conditioned the perception of
risk towards all actors of the coffee business. Such risks are associated with the observed
detrimental impacts on health, mobility, and the economy. As the numbers of confirmed
cases globally continue to increase, Fang Zhenglun commented on the fear of infection for
both the supply and demand side as prime factors in shaping changes to their business models.
Similarly, the fear of transmitting the disease has affected travel behavior and thereby
restricted the inflow of customers in their shops. In economic terms, the detrimental effects of
the pandemic included the sluggish performance from similar industries have trickled down
to their businesses. This was particularly true for the logistical and operational failure in
sourcing raw materials and delivery of finished products. Their supply chain network has
been significantly paralyzed with the risks associated with the COVID-19 pandemic.
Needless to say, this has likewise impaired revenue streams and the nation’s gross domestic
product as a whole.
These impacts have also disturbed the customers as a shift in their behavior was noticed. The
pandemic has produced a decline in social interaction among patrons of coffee shops. Prior to
the spread of the virus, customers were noticeably present in physical stores and seen freely
socializing with one another as they enjoy coffee. However, the rise of COVID-19 brought
significant tension and pressure to customers and making them rethink in-person encounters.
This caused them to prefer alternative purchasing channels, particularly through online
platform and home deliveries in order to overcome potential risks. Fang Zhenglun observed:
“Before the outbreak of the epidemic, consumers went to physical stores to buy goods.
After the outbreak, most people chose to shop online…, in order to avoid group
infections, many people reduce dining out and choose delivery service in order to
reduce the likelihood of contracting COVID-19.”
This observation supports Guido’s et al. (2020) assertion that COVID-19 has affected all
facets of human life. Its repercussion is likened to the global economy after the Great
Depresson affecting commodity market and individual livelihood. Analogous to this,
Harnandez et al. (2020) also contended that COVID-19 has had devastating ramifications on
livelihood which could trigger food insecurity and poverty. While the spread of COVID-19
remains, coffee shop owners remain optimistic and bullish to restore business as usual. This
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outlook was shaped with the rapid and efficient response of the Taiwan government in
mitigating the spread of the virus within their territory. As such, shop owners have likewise
adapted quick strategies that would ameliorate the impacts mentioned above while
complementing the changing behavior of customers following the outbreak of the pandemic.
One, businesses implemented minimum health standards in order to reinforce confidence and
minimize risk perception of patrons coming to physical stores. Fang Zhenglun decisively
enforced hand sanitizing, wearing face masks, and social distancing in their stores. In the
same manner, promotional activities were also conducted to entice customers to purchase
online so as to generate and maintain revenue. Alternative promotions, such as mountain
coffee tours were made available. This was specifically made to boost domestic tourism as
the usual foreign market are barred from travelling. This focus on local travelers have proven
to be a receptive and steady market that helped stimulate the positive business sentiments
within the coffee shops. It could therefore be deduced that various innovative business
models have been implemented by the coffee estate to survive and sustain their business
during the COVID-19 pandemic. As espoused by scholars (see Elmo et al., 2020; Ongener &
Ozkurt, 2019) integrating innovative and sustainable approaches are evident in business
models in coffee tourism. There is the application of digital technologies in coffee destination
according to Ongener and Ozkurt (2019) to ensure sustainable business and this finding
supports this assertion.
Since foreign tourists are still barred from entering the country, deepening domestic tourists’
understanding of Taiwanese coffee farms is seen as a potential area for expansion. Both the
café operators on the island and general consumers agree that Taiwan has a premium coffee
product and generate confidence in Taiwan’s coffee beans to induce domestic travel to
production areas for sightseeing. Having coffee-professional itineraries, such as teaching
guides, has added unique insights to the tourism industry in these areas. The cafe needs an
understanding of the front-end coffee planting and post-production process and engage highly
interested participants in the respective itineraries. With personalized experiences, each
coffee tour is capable of developing goodwill and confidence in Taiwanese beans. With the
emotional connection, it is easier for the consumer to directly purchase raw beans from
farmers, which increases the reach of Taiwanese beans. After the epidemic subsides, foreign
tourists can be further educated about Taiwanese beans and create new markets. This
observation supports Gossling et al.’s (2020) assertion that crises also provides a great
opportunity for the tourism industry to be resilient and responsive to sustainable development.
Crises management response strategies amid the pandemic
At the pre-event and proactive stages, Fang Zhenglun admitted having no formalized crises
plans and standard procedures toward disaster prevention. In fact, they have remarked that
they handle different disasters as they happen. Findings show that the respondent utilized
previous knowledge and experience on past disasters in an attempt to quickly adapt to the
current pandemic as a result of lacking standard procedures. Their resourceful practices on
mitigating typhoon disasters is an example of this. The owners commented:
“Before a typhoon comes, coffee trees will be pruned. Usually, some iron bars are
used to tie the coffee trees. However, [when] a typhoon comes, iron bars will be
added to [secure] them. Iron pillars will be erected around the coffee trees before the
disaster comes.”
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Interestingly, Fang Zhenglun acknowledged the limitation in merely relying on old practices.
This particularly true on the rapid escalation of a health crisis such as the COVID-19
pandemic. They conceded that they have overlooked strategies from previous disasters to
deal with this current pandemic. This can perhaps explain how the impacts of COVID-19 on
economic, social, and health became a major concern for the coffee stakeholders. This
finding vindicates Fink’s (1986, p.7) contention that managers should demonstrate
proactiveness to crises even though they are inevitable and unpredictable. Moreover, the
finding also reveals that the application of crisis and disaster prevention and planning as
enunciated by Ritchie (2004) is non-existent in coffee farm operations.
In the emergency and intermediate stage, the owners have responded to the situation by
learning from different stakeholders, such as the government and the media. They currently
follow precautionary directives communicated by these two stakeholders. This have
significantly influenced their awareness on the current situation and have amended their
response strategy. Fang Zhenglun stated:
“I watched the news and then looked at how to deal with it… it was obvious that the
severity of the epidemic was understood. We just follow the standard instructions
announced by the government, and we are afraid that if there is a case in the coffee
shop, the business of the coffee shop will be severely affected.”
Specifically, the coffee farm business took governmental health protective initiatives on
COVID-19 seriously so as to minimize the risk of infection and the spread of the virus. This
was noticeable in their move to reinforce public health protocols such as physical distancing,
wearing face masks, and hand washing to guests. As they narrate:
“The coffee shops will take body temperature of the customers in accordance with
government policies, perform alcohol disinfection, and strictly enforce the wearing of
masks, including staff and guests to take relevant measures.”
Arguably, this finding reveals that the coffee estate partially implemented some strategies
recommended by Ritchie (2004) in the second stage of the conceptual framework by
collaborating with key stakeholders, such as the government agencies and the media.
Furthermore, coffee owners have implemented their own sanitary and hygienic measures.
They began employing health preventive measures by ensuring that disinfection of the
environment is maintained and monitoring the physical condition of guests. They have also
especially enforced a protocol in their coffee production which was particularly useful during
the cupping process in the coffee farm. To illustrate:
“…hygienic cupping is currently used. The previous method was to [pour] coffee in
the same cup. Everyone took the [same] measuring spoon and scooped the coffee for
cupping. For hygienic cup testing, [one should] use [their own] cup and spoon to
scoop coffee [in] testing to reduce the chance of group infection.”
Strategically implementing these protective measures, complemented with the subsidy policy
of the national government, have reaped economic benefits for coffee farm owners as
domestic tourism in coffee mountains increased.
The operational recovery of the coffee farms post-COVID-19 pandemic remain a top priority
for Fang Zhenglun. Following the measures from the prodromal and intermediate stages,
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farm owners are poised to critically respond to the current crisis with long-term recovery and
solutions in mind. However, they are challenged with the restrictive circumstance of the
current health crisis and independently mitigating the negative impact by themselves can only
do so much. As they mention:
“Due to the current epidemic, many of [our plans] cannot be implemented, but now
we have to think about many measures. When the epidemic is over, we can implement
them with peace of mind.”
As they believe that waiting for the pandemic to subside is counter-intuitive, the strategy they
posit is most plausible in achieving long-term recovery is by mixing previously known
experiences and current practices from institutional bodies while collaborating with various
stakeholders. This complements with the theory set forth by Ritchie (2004) in the framework
presented in this paper. For the respondents, unity and close cooperation is crucial for longterm recovery. Coffee farm owners argue that they can thrive sustainably through the
institutionalization of a disaster prevention mechanism crafted by the combined wisdom of
industry professionals, government, media, and locals.

Theoretical Implications
Literature on disaster and crisis management with special application to the coffee industry
would enable coffee estate and shop owners and tourism stakeholders to be equipped and
resourced to plan well today and live better for tomorrow. As such, this study advances the
framework proposed by Ritchie (2004) by applying the model in the context of the current
COVID-19 pandemic. This paper argues that a strategic and holistic crisis management plan
would equip coffee estate stakeholders the capacity to mitigate crises and disasters in the
foreseeable future. Moreover, having such a targeted strategy is poised to foster crisis-proof
scenarios, sustainable post-pandemic strategies, as well as the desire and quest for industry
resuscitation and activation.

Managerial Implications
There are enormous lessons to be learned from this study by stakeholders in the coffee
industry and tourism. The study unraveled and unpacked that respondents utilized previous
knowledge and experience on past disasters in an attempt to quickly adapt to the current
pandemic as a result of lacking standard procedures. Therefore, stakeholders could localize
their disaster and crisis management practices by learning from previous pandemic peculiar
to their context. There is the need to eschew the ‘all fit all approach’ depending on the nature
of the crisis.
In addition, owners of coffee farms should have formalized crises plans and standard
procedures toward disaster prevention. The non-existence of such a plan have made the
ramifications of the COVID-19 pandemic harder to mitigate. There is also the need for
stakeholders' approach to ameliorate crisis and disaster management. In the case of Ali
Mountain coffee farm owners, the role of the media and governmental agencies were
important agents to inform a consistent response during these difficult times. This has
significantly influenced coffee farmers’ awareness of the current situation and has influenced
their response strategy. The study has highlighted the need for a multi-faceted approach to
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crisis and disaster management. In this regard, stakeholder’s collaboration, implementing
lessons from the previous disaster, innovative marketing strategies, leveraging on utilizing
online platforms, and among others could help coffee industries to stay in business.

Conclusion
In conclusion, this study has emphasized the impact of COVID-19 pandemic on a coffee farm
and its corresponding tourism with specific reference to the case of Cou Garden in Ali
Mountain. The findings revealed that the coffee estate has been struck by risk perception and
shift in consumer behavior brought about by the current pandemic. This is highly attributed to
the observed and felt economic, social, and health impacts across both coffee tourism
suppliers and consumers. Because of this, adaptive measures in the coffee estate were
facilitated as a quick response to the pandemic. It was evidenced that coffee owners were
employing promotional activities to entice customers to transact online to sustain and remain
resilient in their operations. Other innovative measures included mountain coffee tours that
were primarily aimed at restarting tourism at the domestic level. Despite the attempt to offset
the negative impacts of the pandemic, findings of the study showed that Cuo Garden remains
reactive in dealing with crisis and disaster management. This is associated with the lack of
formalized crises plans and standard procedures toward disaster prevention. Having said this,
this paper illuminates theoretical and practical suggestions to grow the current body of
knowledge surrounding coffee tourism.

Limitations and Future Studies
One of the limitations of this study is not having fully applied the framework of Ritchie (2004)
by incorporating the last stage of the framework (i.e. resolution, evaluation, and feedback), an
area that future studies could explore this when the COVID-19 is over. Such would
complement this study and build the knowledge base on crisis and disaster management
strategies for coffee farms and tourism. As this study uses only a single case, it is therefore
suggested that future studies probe the effect of COVID-19 in other locations to advance the
understanding of other coffee farm estates during this pandemic.
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ABSTRACT: Up until the height of the COVID-19 pandemic, the rapid growth of
tourism in popular urban destinations around the globe saw the effects of chronic
overcrowding and the breaching of acceptable limits of change imposed on local
communities. Overtourism became prominent, intensifying amplified calls for planning
and development regimes that emphasize responsible and sustainable tourism growth. In
Japan, the term “tourism pollution” emerged as a response to untrammeled growth in
cities like Kyoto, Tokyo and Osaka. Understanding the mobility of international tourists
in urban contexts is raised here as one way to come to terms with urban overcrowding,
particularly in hotspots where popular attractions predominate. In examining
international tourist mobility, we argue that spatial and temporal behaviors can be
constructive toward the responsible planning and development of urban tourism. Japan’s
second most populated city Osaka is the context for this research with GPS big data
collected in partnership with one of the country’s foremost navigation app developers.
American, Chinese, and South Korean tourist mobility patterns were observed with the
evidence pointing out that overcrowding evident at iconic attractions was largely
influenced by public transport networks in the city. Evidently, there were distinct
differences between the three groups of tourists highlighting that spatio-temporal
behavior varied according to the tourist’s country of origin. The findings from this
research are instructive to urban tourism stakeholders including policy makers,
destination marketing organizations (DMOs), and public transport providers and can help
inform responsible and sustainable urban tourism planning and development.
KEYWORDS: urban tourism; overtourism; tourist mobilities; tourism planning;
responsible tourism; tourism pollution

Introduction
Tourism is one of the pillar industries of Japan’s economic development, contributing 10.3%
of the country’s total gross domestic product (GDP) in 2019; one in four new jobs in Japan
have been created by travel and tourism over the last five years (World Travel & Tourism
Council [WTTC], 2020). The Japanese government has actively promoted inbound tourism
since the launch of the “Visit Japan” campaign in 2003 and this has helped grow international
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visitation. The number of inbound tourists has exceeded the number of outbound tourists
since 2015; in 2019, 31,882,049 international tourists visited Japan as compared to 5,211,725
in 2003 (Japan National Tourism Organization [JNTO], 2020a). Osaka, the country’s second
most populous city, is located in the southwest of the country. As it connects major Japanese
tourist destinations, such as Kyoto, Nara, and Kobe, and has been a thriving business city for
centuries, Osaka attracts millions of international tourists annually (Fig.1). Like many urban
tourist destinations, Osaka is home to popular attractions, like Universal Studios Japan, the
Umeda Sky Building, and Dotonbori Street, as well as historical sites, like Osaka Castle and
Tsutenkaku Tower. In 2019, international tourists to Osaka Prefecture came from China
(45.8% of the total), South Korea (13.1%), and the United States (4.0%), among others
(Osaka Prefectural Government, 2020). Up until 2019, international tourist visitation to
Osaka Prefecture had consistently expanded and reached 12,306 thousand in 2019—an 8%
increase from the previous year (Osaka Prefectural Government, 2020).

Figure 1: The international visit rate among all prefectures in Japan, 2019 (JTA, 2020)

The rapid growth of tourism in popular urban centers has led to a growing demand for the
development of sustainable strategies (Bauder & Freytag, 2015). Many cities are
experiencing the pressures of too much tourism (Blázquez-Salom, Blanco-Romero, GualCarbonell, & Murray, 2019)—faced with the dilemma of balancing residents’ needs with
tourist desires (Supak, Brothers, Bohnenstiehl, & Devine, 2015). Greater numbers of urban
tourists alongside a dearth of effective management has led to overcrowding in popular cities,
negatively shaping local residents’ attitudes toward tourism development (Milano, Novelli, &
Cheer, 2019; Seraphin, Sheeran, & Pilato, 2018), and hindering the chance of responsible and
sustainable tourism growth.
Cities are characterized by density and diversity, and in turn, this attracts tourists interested in
urban aesthetics (Ashworth & Page, 2011). According to Edwards and Griffin (2013), “cities
perform a range of functions that play an important role in providing visitors with satisfying
and fulfilling experiences of the city as a tourist destination,” one of which is “facilitating
feelings of being comfortable in an unfamiliar place” (p. 580). In fact, a series of surveys
showed that 73% of international tourists were first time visitors to Osaka in 2016 (Osaka
Tourism Bureau, 2017). Accordingly, to optimize tourist satisfaction, understanding how to
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manage tourist flows and alleviate pressure points at the city level is vital (Ashworth & Page,
2011). This requires local government and tourism associations to understand overall tourist
behavior and mobility patterns, and to work collaboratively (Edwards, Dickson, Griffin, &
Hayllar, 2010; Hallo et al., 2012).
Against this background, we assume that a better understanding of international tourists’
mobility patterns can help resolve problems of overcrowding at popular tourist hotspots
(Ashworth & Page, 2011; Bauder & Freytag, 2015). To accurately identify tourists’ mobility
patterns, we pose three interrelated research questions:
1. To what extent do international tourists from different countries share preferences in
desired attributes of urban destinations?
2. Do international tourists show the same extent of interest toward the destination
regardless of their countries of origin?
3. Do international tourists demonstrate the same spatio-temporal behaviors regardless
of their countries of origin?
To answer these questions, three linked studies were conducted in Osaka City, comprised
firstly of graphical representations of tourist locations (Study 1); secondly, analysis of
different activity areas of international tourists (Study 2); lastly, analysis of the stock and
flow of tourists (Study 3). Importantly, this research is exploratory in nature predicated on
testing an approach to understanding tourism mobility. Consequently, the reportage here is
largely descriptive with theory development largely outside the scope of this work, and slated
to be in the next instalment of this endeavor.
While questionnaire-based survey research serves as the main method for understanding
tourists’ preferences and behavior characteristics (Albaladejo-Pina & Díaz-Delfa, 2009; Liao
& Chuang, 2020), it has been noted to lack accuracy (Hallo et al., 2012). The emergence of
advanced tracking technologies using global positioning system (GPS) data loggers is a
milestone in tourist mobility studies and is now seen as a more reliable means of
understanding tourist mobility (Shoval & Ahas, 2016; Shoval et al., 2010). However, Li, Xu,
Tang, Wang, & Li (2018) argue that a major disadvantage is that its small sample size, often
results in bias and inaccuracy. Furthermore, data collected from social media are also widely
used to analyze tourists’ preferences (Leung et al., 2012); however, this type of data is
nonlinear, preventing policy makers from understanding tourists’ flow as a whole. To
overcome these limitations, we employ GPS “big data” collected via a mobile application
provided to international tourists focused on transport information. As a data source, it draws
from 6,854,629 location records in the wider Osaka Prefecture and 5,925,302 location records
in Osaka City from Chinese, Korean, and American tourists collected between April 2016
and March 2017 (this data was a one-off initiative to develop baseline understandings—
further aligned research is ongoing).
Until now, the JNTO and Osaka Tourism Bureau have tailored numerous campaigns to
tourists depending on their country of origin and the generalized behaviors associated with
them. However, this relies on stereotypes and ignoring the diversity of Osaka’s inbound
tourism market. The findings of this research can help local government, Destination
Marketing Organizations (DMOs), and wider tourism industry to better understand
international tourists spatial and temporal behaviors. Additionally, the public transportation
system plays a crucial role in responsible tourism management because both local residents
and international tourists rely heavily on it to move around the city. Unlike previous work in
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this field, we applied GPS big data rather than sample-based survey data. The findings,
therefore, closely reflect real-world scenarios and can be easily applied to other urban
destinations.

Literature Review
Tourists’ mobility in destination management
An accurate knowledge of tourist mobility is key to developing a sustainable tourism
destination (Zhao, Lu, Liu, Lin, & An, 2018). Mobility patterns reflect tourist preferences and
can be used to segment the tourism market (De Cantis, Ferrante, Kahani, & Shoval, 2016;
Tchetchik, Fleischer, & Shoval, 2009), predict tourist flow (Xia, Zeephongsekul, & Packer,
2011; Zheng, Huang, & Li, 2017), develop strategies to reduce congestion (An, Yang, Wang,
Cui, & Cui, 2016; Bauder, 2015), and assist the government in constructing a tourist-friendly
environment (Edwards & Griffin, 2013; Bauder & Freytag, 2015). The idea of recognizing,
mapping, and explaining distinctive functional spatial patterns within cities originated with
the demarcation of central business districts in the United States (Murphy & Vance, 1954);
however, most of these early studies focused on supply side factors rather than tourist
demand (Ashworth & Page, 2011). According to Creswell and Merriman (2011), in the field
of transport geography from the 1960s to 1970s, mobility research was dominated by the
position of “rational mobile persons”, defined as those who decide when and how movement
occurs. Here, however, mobility is understood as a movement in space by individuals
(Bauder & Freytag, 2015, p. 683).
Tourist mobility is an essential concern in tourism (Xia et al., 2011), especially enquiries into
urban destination development (Edwards & Griffin, 2013). In their study into tourist mobility,
Espelt and Benito (2006) questioned tourists about their length of stay, the time taken for the
visit, the time taken to walk to the site, the route walked, and the total distance walked. The
mobility-related information was not recorded by GPS loggers but instead, by survey and
observation. In contrast, Shoval and Isaacson (2007) pioneered the digital method of tracking
tourists’ movements by Bluetooth GPS and other advanced tracking technologies, thereby
opening up a new perspective for tourist mobility research (Bauder & Freytag, 2015).
Exploring further than tourists’ spatial and temporal behaviors, Tchetchik et al. (2009)
combined spatio-temporal analysis with surveys and segmented visitors based on their
decision-making processes. Their research introduced a novel method for better
understanding tourist behaviors and provided practical implications for destination
management.
Tourist mobility tracking using digital methods is still a relatively young research field;
however, the number of studies has grown rapidly since 2010. Movement patterns examined
typically include inter-destination movement, which refers to tourists moving from one
destination to another, and intra-destination movement, which refers to tourists transferring
between attractions within a destination or moving around within an attraction (Zhao et al.,
2018). In addition to advanced tracking technologies, such as GPS loggers, social big data
(geotagged tweets) has emerged as a distinct digital approach for tracking tourist mobility
(Hardy et al., 2017; Hardy, 2020). Analyses of tourist mobility patterns tend to focus on three
main aspects: spatial, temporal, and spatio-temporal behavior (Li et al., 2018). For example,
some studies examine urban tourist behaviors using spatial analysis and semi-structured
interviews (Bauder & Freytag, 2015; Edwards & Griffin, 2013), whereas others investigate
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time spent in locations and their intra-diurnal temporal patterns using temporal analysis
(Birenboim, Anton-Clavé, Russo, & Shoval, 2013). Most studies, however, employ spatiotemporal analysis to explore tourist mobility patterns (De Cantis et al., 2016; Grinberger &
Shoval, 2018; McKercher, Shoval, Ng, & Birenboim, 2012) because it provides a more
comprehensive understanding of tourist behaviors than spatial or temporal behavior alone
(Zakrisson & Zillinger, 2012). Over time, focus has also changed from an emphasis on
methodological contributions to the practical implications for sustainable tourist destination
development and destination management.
GPS big data and sustainable urban tourism development
In regard to researching tourist mobility, GPS logger tracking has become a widely used for
data collection and has significant advantages in terms of accuracy and richness of
information about tourist mobility patterns. However, despite the advantages of obtaining
demographic information from samples, the data remain somewhat biased and goal-oriented,
and sample sizes tend to be limiting (Li et al., 2018). Big data, which can be viewed as
ushering in a new era of the data-driven paradigm, has opened up new possibilities for
understanding overcrowding (An et al., 2016). Big data used in destination management can
be generally categorized into social big data and GPS big data (Li et al., 2018). With the
development of social media, social big data (collected, for example, from Twitter and
Flicker) is receiving increasing attention due to the advantages of its low cost and large
sample size. Oku, Hattori, & Kawagoe (2015), for instance, identify popular tourism spots
with geotagged Twitter data and Chua, Servillo, Marcheggiani, & Moere (2016) apply
geotagged Twitter data to track tourist spatio-temporal flows. Social big data has also been
used to explore tourist preferences and generate tourist-based knowledge relevant to
destination management (Leung et al., 2012; Zhou, Xu, & Kimmons, 2015). However, this
type of data is nonlinear, which prevents researchers and policy makers from understanding
tourist flow.
GPS-enabled mobile applications are a significantly less expensive means than GPS loggers
(Li et al., 2018) of providing a comprehensive view of tourist movement tendencies and
understanding tourist flows with time series. Li, Xiao, Ye, Xu and Law (2016), for example,
employ GPS big data and location-based sensors to understand tourist flows in historic
Chinese towns through space syntax analysis following time series. Their study examines the
relationship between street network integration and the urban fabric, as well as tourist
preferences, resulting in a theoretical model and approach to better understanding tourist
spatial mobility. With a view to resolving congestion problems in an urban destination, An et
al. (2016) detect transportation congestion using GPS trajectory data collected from taxis in
Harbin, China. Although GPS big data effectively provides real-case scenarios, few scholars
and practitioners have applied this data to strategic decisionmaking in tourism destination
management.

Methods
Public transportation and tourist attractions in Osaka City
As the second most populous city and major business center of Japan, Osaka has a highly
developed public transportation system, comprising of the Osaka Metro (Midosuji,
Yotsubashi, Sennichimae, Nagahori Tsurumi-ryokuchi, Tanimachi, Chuo, Sakaisuji, and
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Imazatosuji lines and New Tram), Osaka City Bus, Japan Railway (JR) West, and five large
private railway companies (Kintetsu, Hankyu, Hanshin Electric, Keihan Electric, and Nankai
Electric). Osaka Metro’s Midosuji, Tanimachi, and Chuo lines and the JR loop line are most
frequently used by local residents because they link the office parks (for example, Osaka
Business Park Station, Honmachi Station, Yodoyabashi Station, and Tanimachi 4-chome
Station) and key commercial areas (for example, Umeda and Namba). The lines of Hankyu
Kyoto, Hankyu Kobe, Keihan, JR Kyoto, JR Kobe, Kintetsu Nara, and Nankai are also
heavily used by Osaka residents to commute to surrounding cities including Kyoto, Kobe,
Nara, and Wakayama.
To examine international tourist mobility patterns in inner Osaka City, this research partitions
the city into six regions based on the major tourist attractions promoted by the Osaka
Tourism Bureau and where primary transportation interchanges are located (Fig. 2). The six
regions are Shin-Osaka, West Bay, Umeda, East Castle, Southern-Central Namba, and
Southern. The Shin-Osaka region was chosen because it contains the Shinkansen (bullet train)
terminal station. The Umeda and Southern-central Namba regions were partitioned because
of their important transportation interchange points and commercial areas, while the West
Bay, East Castle, and Southern regions contain iconic and heavily visited attractions.

Figure 2: Six regions of Osaka City
Notes: Green indicates “Shin-Osaka region”; red indicates “West Bay region”; light yellow indicates “Umeda
region”; purple indicates East Castle region”, dark yellow indicates “Southern-central Namba region”; blue
indicates “Southern region”.
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Data collection
The data collected was drawn from international tourists use of mobile app, “NAVITIME for
Japan Travel” from April 2016 to March 2017 (as of March 20, 2019, it was renamed as
"Japan Travel by NAVITIME"). This GPS-enabled mobile app was developed by
NAVITIME JAPAN Co. Ltd., a leading company in transport information provision and
route direction through mobile phone devices. During the data collection period, the app’s
main functions comprised providing information on transportation routes and the location of
services typically sought by international tourists (for example, tourist information centers,
foreign currency exchanges, and automated teller machines). The app operated principally in
English, and only selected words were translated into Korean, simplified Chinese, and
traditional Chinese (see Appendix).
NAVITIME JAPAN recorded only the movements of app users who agreed to data collection
before using the app. The users’ personal information, except for nationality and gender, was
not recorded. Moreover, users could choose to be tracked all the time or only when using the
app. The user’s location was recorded approximately every two minutes when they
authorized tracking. A new location was recorded only when the user moved more than
approximately 200 meters from the last recorded location. Recording of the user’s location
stopped when the user’s mobile device was turned off or when the user was in a basement or
inside a building where GPS tracking was not technically possible. If only one or two
location records existed in a one-square-kilometer mesh during the data collection period, the
company deleted these records to protect user privacy. In addition, the user’s identification
code (anonymous user ID) was changed at 3 a.m. daily to limit constant tracking of the user’s
movements.
Data description
After filtering the anonymous user IDs with abnormal location records, the dataset included
6,854,629 location records across 114,134 user IDs in Osaka Prefecture. Of these records,
5,925,302 location records (86.4% of all the records) across 105,194 user IDs (92.2% of all
the user IDs) were positioned in the Osaka City region. As a result, the total number of
location records for this research was 1,389,566, with 562,316 records from American
tourists, 267,789 from Chinese tourists, and 559,461 from South Korean tourists.
Before unique users were distinguished by daily anonymous user ID, NAVITIME JAPAN
defined the status of each location record as - “short-stay,” “stay,” “break,” or “other” - each
of which signified the period of time that a unique user was situated in a particular onesquare-kilometer mesh. Specifically, a consecutive sequence of location records in a onesquare-kilometer mesh between 10 minutes and 30 minutes was labelled as “short-stay,”
between 30 minutes and seven days as “stay,” and for more than seven days as “break.” The
other location records were labelled as “other.” Based on the time span definitions, “other”
and “short-stay” were understood as tourists moving, for example, taking public
transportation or walking. “Stay” suggested tourists’ activities at a particular site or their
accommodation during their visit to Osaka.
Based on the status of location records, we defined the status of anonymous user ID as “stay”
if the user ID contained at least one “stay” location record for a specified period of time in a
specified region (either Osaka Prefecture or Osaka City). Otherwise, the status of a user ID
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for the specified period of time in the specified region is defined as Non-stay. Table 1
summarizes the characteristics of samples in the dataset.
Table 1: Characteristics of samples in the dataset
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Fig. 3 plots the data on a map of Osaka Prefecture, illustrating the mobility of American,
Chinese, and South Korean tourists. The map indicates that the studied cohorts tended to
spend their vacation in Osaka City where the most popular attractions are located.

Figure 3: Plot of location records in Osaka Prefecture
Note: Orange indicates “stay” records. Blue indicates “short-stay” and “other” records.

Methodology of data analysis
Both hotspot analysis and path analysis were used to explore international tourist mobility
patterns. In hotspot analysis, the recorded points are not connected to form lines but
aggregated directly by counting the number of points within a cell (Bauder & Freytag, 2015).
In path analysis, single points are typically connected to form a line following the recorded
order (Bauder & Freytag, 2015). However, because of the need to maintain privacy of
participants, it was forbidden to track individual tourists during their visit. For this reason,
instead of reconstructing an individual tourist’s path, movement within the six regions were
categorized according to the four durations of movement outlined above (short-stay, stay,
break, and other), and the movements were grouped according to the tourist nationality.
Hotspot analysis was used in Studies 1 and 2 to ascertain international tourists’ travel
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preferences and compare the different movement ranges of Chinese, South Korean, and
American tourists. Path analysis was used in Study 3 to better understand the daily spatial and
temporal behaviors of tourists from the three countries, which in turn can help to resolve
overcrowding problems in urban destinations. All data analyses were processed using R
statistic packages (Fig. 4 presents the methodological flowchart).

Figure 4: Methodological flowchart

Results
Study 1: International tourists’ travel preferences in Osaka City
In the first study, the spatial distribution of location records was examined by plotting the
records over Osaka City for each nationality. Based on the analysis results for “stay” location
records (Fig. 5), which indicate tourists’ activity spots, the spatio-temporal patterns of
American, Chinese, and Korean tourists reveal a concentration around iconic attractions and
places in Osaka City, including Osaka Castle, Universal Studios Japan, Osaka Aquarium
Kaiyukan, and Tsutenkaku Tower. Tourists of all three countries also tended to spend time at
Osaka’s main terminal train stations—Osaka, Namba, and Tennoji, which also contain
shopping centers and historical tourism sites. Notably, though there are few tourist attractions
and shopping centers near Shin-Osaka station, this place still attracts numerous international
tourists because it is a terminal station of the Shinkansen. Consequently, it can be inferred
that tourists studied preferred to stay at hotels near the Shinkansen terminal station.
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Figure 5: Plot of “stay” location records in Osaka City.

The results of the “other” and “short-stay” location records indicate where and how the
tourists moved around Osaka City (Fig. 6). First, the most heavily used means of public
transportation were the Chuo and Midosuji lines of the Osaka Metro and the Loop and
Yumesaki lines of JR West because they link popular tourist spots and the terminal stations
of Osaka City. For example, the Chuo line directly connects Osaka Castle and Osaka
Aquarium Kaiyukan; the Midosuji line directly links the Umeda and Namba areas, which
contain numerous shopping centers; the Loop line passes the Tsutenkaku Tower, Tennoji
station, and Osaka station; and the Yumesaki line is the most convenient transportation option
from Osaka station to Universal Studios Japan. As indicated by the “stay” location records
mentioned above, the tourists also preferred to take the Shinkansen to destinations outside
Osaka Prefecture. This result is specifically significant in the case of American tourists. The
average length of stay in Japan for Americans was 7.5 days in 2016, compared with Chinese
who stayed 5.9 days and South Koreans 2.9 days (JNTO, 2020b). This relatively long visit
implies that Osaka City was not the only destination for American tourists and that they
tended to use the Shinkansen to move to or from other destinations. Overall, however, the
analysis results of the “other,” “short-stay,” and “stay” categories show no significant
differences in preferences among American, Chinese, and South Korean tourists, despite their
diverse cultural backgrounds.
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Figure 6: Plot of “Other” and “Short-Stay” location records in Osaka City.

Study 2: International tourists’ extent of interest in Osaka City
While Study 1 explored the travel preferences of international tourists and the main forms of
public transportation they used, it did not provide enough information to understand tourists’
mobility patterns. To do so, it is necessary to ascertain the range of tourists’ movement and
not only focus on tourist hotspots (Bauder & Freytag, 2015). The range of international
tourists’ mobility reflects their willingness to explore the city and, to some extent, their travel
style. An advantage of GPS tracking is the accuracy with which it can record tourists’ actual
and real-time movements, reflecting, in this study, American, Chinese, and South Korean
tourists’ travel behavior.
To compare the degree of spatial dispersion in Osaka City between tourists of the three
countries, the number of squares of one-kilometer mesh with location records for tourists
from each country was counted. The moving range within Osaka Prefecture was also used as
auxiliary data to provide a full picture of the tourists’ mobility. Fig. 7 graphically displays the
results; in each figure, yellow squares represent areas that include at least one location record
for the respective country. The larger the colored squares, the wider the range in which the
tourists have moved. Based on the analysis results, American tourists tended to disperse
widely than Chinese and South Korean tourists in both Osaka Prefecture and Osaka City.
However, as there were more Americans than Chinese or South Korean tourists, the large
number of tourists may have positively influenced the range of mobility. For this reason, the
total number of each country’s yellow squares was linearly adjusted by the number of user
IDs to compare the moving ranges assuming that the number of tourists is the same among
the three countries. With this simple adjustment, Chinese tourists were found to have the
widest range of movement, followed by South Koreans and then Americans in both Osaka
Prefecture and Osaka City (Table 2). In other words, Chinese tourists showed the most
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interest in the city and were curious to explore the whole city during their visit. It can also be
inferred that in moving further, their used of public transportation intensified.
Osaka prefecture:
(a) United States

(b) China

Osaka city:
(a) United States

(c) South Korea

(b) China

(c) South Korea

Figure 7: One-square-kilometer meshes that cover all location records

Table 2: Counts of squares of one-kilometer mesh that cover all location records

The number of squares that
cover location records
Comparison to the number
for South Korea
The total number of user IDs
Comparison to the number
for South Korea
Weighted percentage

USA
981

Osaka prefecture
China
South Korea
854
791

USA
232

Osaka city
China
South Korea
214
222

125%

110%

100%

105%

97%

100%

8,321

6,107

6,321

7,542

5,538

6,044

134%

99%

100%

127%

94%

100%

94%

112%

100%

84%

105%

100%

Study 3: International tourists’ flow and spatio-temporal behaviors in Osaka City
The previous two studies examined tourists’ travel preferences and styles, finding that they
are similar among international tourists from different countries. The results also suggest the
importance of reducing congestion not only around iconic attractions but also in regards to
public transportation. Russo (2002) states that understanding tourist movement can help local
governments to resolve overcrowding problems. Edwards and Griffin (2013) similarly
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emphasize that a better awareness of tourist movement can inform changes in public
transportation and the development of sustainable urban destinations. Accordingly, Study 3
was conducted to examine how international tourists flowed between the six regions of Osaka
City (tourist flow) and how they planned their time there (tourists spatio-temporal behavior).
Moreover, because destinations can be improved according to the preferences of different
tourist demographics (Lew & McKercher, 2006), demographic variables were used to
analyze tourist mobility patterns. “Gender” is a demographic variable that relates particularly
closely to tourist preferences (De Cantis et al., 2016; Espelt & Benito, 2006). Therefore,
gender was assumed to influence tourist spatio-temporal behaviors and was added as a
characteristic to provide a more comprehensive tourist profile.
Tourist flow between the six regions in Osaka City and the out-of-city region (i.e., the set
difference of Osaka Prefecture and Osaka City) are graphically summarized in Figure 8. To
create these subfigures, we computed the percentage of the number of transitions during a
specific four-hour period to the number of “stay” user IDs in Osaka Prefecture for each
nationality. Only the routes with a 2% or higher percentage of transitions are presented by
arrows in each figure. The thin arrows refer to flows of between 2% and 6% of the total user
IDs; the thick arrows signify flows of between 6% and 10%; and the single thick red arrow
represents a flow of more than 10%. The key findings are summarized as follows. First,
American tourists actively flowed in and out of the Shin-Osaka region from 9 a.m. to 3 p.m.
(Fig. 8: USA, b). Second, Chinese tourists did not actively move across different regions
during the early daytime, but they actively moved in and out of the Umeda and Southerncentral Namba regions from 3 p.m. to 9 p.m. (Fig. 8: China, a and c). Third, South Korean
tourists actively moved in and out of the six regions from 9 a.m. to 9 p.m., with a particular
concentration in the Shin-Osaka, Umeda, Southern-central Namba, and Southern regions (Fig.
8: South Korea, b and c).

Figure 8: Routes where active transitions by tourists between two regions occur.
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In addition to the tourist flows among the six regions of Osaka City, demographic
characteristics also appeared to influence their temporal and spatial movements (Fig. 9). In
Fig. 9, the vertical axis corresponds with the number of “stay” user IDs in a specific one-hour
interval divided by the number of “stay” user IDs in Osaka Prefecture for a specific countrygender combination. The analysis results show variations in spatio-temporal movements
according to both nationality and gender. For example, in the Shin-Osaka region, the
percentage of user IDs tended to be relatively high for Americans (particularly male). South
Koreans showed significant daytime movement in the West Bay region where Universal
Studios Japan and Osaka Aquarium Kaiyukan are located, and they moved to the commercial
areas of Umeda and Southern-central Namba at night. Notably, in the Southern-central
Namba region, South Koreans made up the highest percentage of tourists at all times. Chinese
females spent less substantial time in the East Castle region and immediately moved to other
regions—a spatio-temporal behavior that reveals their low interest in this historical site.
Compared with Chinese and American tourists, male South Korean tourists spent a longer
time in the south region at night, which may be their accommodation location.

Figure 9: Changes in the number of “stay” users in each region.
Note: Red signifies US; Blue signifies China; Green signifies South Korea.
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Discussions
The growth of tourism in popular cities presents various challenges, particularly
overcrowding which can influence the quality of life for residents and tourist satisfaction.
However, the notion of responsible tourism and sustainable development in urban
destinations has been largely neglected (Timur & Getz, 2009). Urban destinations are multifunctional (Kádár, 2014) and include not only attractions but also complex public
transportation systems (Edwards & Griffin, 2013). For sustainable tourism development to be
workable in urban destinations, the wide spectrum of stakeholders with divergent interests
must participate in the process of tourism planning and development (Timur & Getz, 2009).
To achieve the goal of responsible tourism management and avoid untrammeled growth in
cities, a bottom-up approach is necessary (Macleod & Todnem, 2007), including, for example,
a comprehensive understanding of international tourist mobility patterns. It is also essential
that stakeholders (such as DMOs and public transportation companies) work in partnership
(Welford, Ytterhus, & Eligh, 1999) and that different levels of governments (Eligh, Welford,
& Ytterhus, 2002) lead in resolving contentious issues.
[RQ1] Do international tourists from different countries have the same preferences in an
urban destination?
Study 1 found that international tourists not only prefer to visit iconic attractions and famous
commercial regions (Study 1: Fig. 5) but also tend to use similar public transportation options
for movement (Study 1: Fig. 6) regardless of nationality and cultural background. Previous
studies have shown that tourists’ national culture influences their travel behavior to the extent
that tourists from culturally similar origins tend to have similar travel preferences (Wong,
2015). However, in contrast to previous research (e.g., Kim & McKercher, 2011; Wong,
2015), the results of Study 1 indicate that different cultural and national backgrounds (Eastern
culture: Chinese tourists and South Korean tourists, and Western culture: American tourists)
do not appear to affect tourists’ preferences. Extant research (e.g., McKercher et al., 2012)
also reveals that tourists, especially first-time visitors, are eager to visit famous sites, which
can result in overcrowding - according to the Osaka Tourism Bureau (2017), more than 70%
of international tourists were first-time visitors. The findings of Study 1 support the
conclusion that travel experience has a greater influence on tourists’ preferences than cultural
and national background.
This research extends previous studies that have focused exclusively on overcrowding
problems at tourism attractions by highlighting the issue of overcrowding on public
transportation, specifically on modes of transport that directly link iconic attractions.
Building a sustainable urban destination requires reducing congestion not only in iconic
locations but also on public transportation. It is crucial for policy makers, DMOs, public
transportation companies, and other stakeholders to know exactly when and which modes of
transportation are impacted by tourist usage. In the case of Osaka City, the results might be
attributed to the “1-day/2-day Osaka Amazing Pass,” which does not distinguish between
popular and less popular routes. Hence, this study’s findings can help both the Osaka
Tourism Bureau to improve their marketing promotions and the main public transportation
companies to resolve overcrowding problems. Instead of overemphasizing different tourists’
interests based on national stereotypes, the Osaka Tourism Bureau is advised to develop and
promote a wider range of tourist sites in their marketing campaigns to avoid overcrowding in
highly recognized locations. Furthermore, NAVITIME JAPAN could consider adding a
function to the app to help international tourists avoid traffic congestion. More importantly,
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NAVITIME JAPAN actively collaborates with the Osaka Tourism Bureau to add newly
developed tourism attractions, which are not widely known, to the application, thus helping to
achieve responsible tourism management among various stakeholders.
[RQ2] Do international tourists show the same extent of interest toward the destination
regardless of their countries of origin?
The findings of Study 2 showed that tourist range of movement differed according to their
country of origin and revealed a positive relationship between the number of tourists and their
range of movements. As shown in Fig. 7, American tourists had the widest range of
movement because they made up the largest number of user IDs in the data set. However, this
research also explored the actual moving range by adjusting the tourist numbers to a similar
level, which showed that Chinese tourists moved in the widest range in Osaka City and Osaka
Prefecture. According to JNTO (2020b), South Korean tourists spent only 2.9 days on
average in Japan, which was the shortest length of stay when compared with Chinese and
American tourists. American tourists stayed the longest, with an average stay of 7.5 days.
Chinese tourists stayed for an average of 5.9 days, which was reported as the preferred length
of stay in Japan (JTA, 2017). Furthermore, the “short-stay” location records in Osaka City
(Fig. 7) used in the current study indicate that American tourists used the Shinkansen Line
significantly more than Chinese and South Korean tourists. Their total consumption of
transportation services was also higher than that of Chinese and South Korean tourists (JTA,
2017). These results suggest that American tourists treated Osaka City as only one of
multiple destinations during their visit to Japan and used the Shinkansen to travel to other
places. By contrast, although Chinese tourists spent less time visiting Japan than American
tourists, they demonstrated a higher interest in Osaka City.
Previous research has demonstrated that tourists’ prior knowledge of a location (Bauder &
Freytag, 2015), times of visit (McKercher et al., 2012), and size of the travel party (Zhao et
al., 2018) affect moving ranges. The current study indicates that tourists’ extent of interest in
a certain destination may also be a crucial element that closely influences moving ranges, as
interested tourists will stay a longer time than those who are less interested (Espelt & Benito,
2006). Hence, tourists’ actual moving range can be used to understand the extent to which
they are interested in the destination and their travel styles. In this study, Chinese tourists
showed the highest interest in exploring Osaka City and prefecture. The popular “1-day/2-day
Osaka Amazing Pass” makes it possible for international tourists to visit various places in
Osaka, not only popular locations. Chinese tourists may use more types of public
transportation to move compared with American and South Korean tourists. Therefore,
enlarging tourists’ range of movement may be a solution to overcrowding in certain areas or
particular modes of public transportation. To ensure an urban destination’s sustainable
development, policy makers and DMOs need to cooperate with transportation companies to
widen tourists’ ranges of mobility.
[RQ3] Do international tourists demonstrate the same spatio-temporal behaviors regardless
of their countries of origin?
To meet the planning demands of the tourism industry, it has become increasingly essential to
monitor how tourists flow and consume spaces (Kádár, 2014). Tourist movement is the
embodiment of their decisions about where, how and when to visit during their travels (Xia et
al., 2011). Study 3 profiled international tourists’ flow and daily spatio-temporal behaviors in
the urban context with two demographic elements—nationality and gender. In contrast to the
Published by Sarawak Research Society and
Faculty of Hospitality and Tourism Management, UCSI University
Supported by Ministry of Tourism, Arts and Culture Sarawak

104

Sano et al.

Journal of Responsible Tourism Management, 1(1), 88-111

traditional segmentation of the inbound tourism market based on nationality, this research
advocates spatio-temporal behavior as a new way to segment international tourists. The
results of the tourist flows indicate that the Southern-central Namba region was the “busiest”
region, with highly frequent in-and-out tourist movements between 9 a.m. and 9 p.m.
regardless of country of origin (Study 3: Fig. 9), which may be due to the popular shopping
centers, various restaurants, and iconic sites in this area. The spatio-temporal behaviors of
international tourists described different mobility patterns, which can inform tourism policy
and the customization of tourism products (De Cantis et al., 2016). Currently, in Osaka City,
there are only limited recommended tours based on themes, for example, “gourmet,”
“historical sites,” and “nature.” However, they may not meet the needs of different
international tourist groups. The findings of this research can help to identify further
“tourists’ profiles” and to segment the market in ways not only based on countries of origin.
More importantly, public transportation companies can use the findings regarding tourist flow
and tourist spatio-temporal behaviors to predict international tourist mobilities and, in turn,
for real-time crowd control (Zheng et al., 2017), thus decreasing conflicts between tourists
and local residents (Yun, Kang, & Lee, 2018). By understanding international tourists’ daily
behavior patterns at the macro level, the Osaka Tourism Bureau and other tourism
stakeholders can predict when and where congestion events start, thereby helping tourists to
take detours or to change their travel plans accordingly.

Theoretical Implications
Unlike previous work in this field, the current research constructed the models based on
actual GPS-equipped applications and urban tourist spots rather than simulation data (e.g.,
Zheng et al., 2019) and goal-oriented data collected by GPS loggers (e.g., Bauder & Freytag,
2015; De Cantis et al., 2016). In this way, the method very closely reflects real-world
scenarios and can be applied to other urban destinations to address overcrowding. Moreover,
according to Miah, Vu, Gammack, & McGrath (2017), key analytics derived from big data
analysis can help support tourist destination management to understand tourist flows (Chua et
al., 2016; Orellana, Bregt, Ligtenberg, & Wachowicz, 2012) identify choke points (Oku et al.,
2015), and deconstruct how tourist preferences are manifested (Zhou et al., 2015). This
article extends extant literature on tourist tracking and makes the case for generating new
knowledge regarding tourist movement patterns in urban destinations. Furthermore, exploring
the differences in mobility patterns among different cohorts of international tourists reveals
how markedly different tourist behavior can be (Edwards & Griffin, 2013). Moreover, to the
best of our knowledge, despite the critical role that public transportation plays in responsible
tourism management, few studies have explored this issue.

Managerial Implications
Specifying patterns of movements across regions for different tourist cohorts is useful in
regards to forecasting tourist demand and approached to mitigating congestion. Responsible
and sustainable tourism requires the preservation of ecosystems, the promotion of human
welfare, inter and intra generational equity, as well as public participation in decision-making
(Bramwell, 2015). In past studies (e.g. Abe, 2019; Visentin & Bertocchi, 2019), overtourism
has been discussed based on a whole-of-city basis instead of focusing on tourist hotspots and
the related tracking of tourist spatio-temporal mobility patterns. Separating an overcrowded
city into different micro-regions and analyzing respective tourist mobilities with demographic
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variables (for example, nationality and gender) can provide planners with a comprehensive
understanding of the drivers of congestion. Therefore, it is necessary to tailor services for
each particular tourist segment by forecasting their mobility patterns to prevent overcrowding
in popular tourist spots and in the efficient provision of public transportation. As a
sustainable tourism destination is a service ecosystem (Bramwell, 2015) and all stakeholders
are resource integrators (Wang, Li, & Li, 2013), aligning with responsible urban tourism
destination approaches is vital.

Conclusion
This research showcased a typical urban destination, Osaka City, to compare the nuances of
international tourist spatial and temporal mobilities via GPS big data. Results indicate that
tourists’ spatio-temporal behaviors and the nature of their interest in the city differed. It was
established that overcrowding problems occur not only at popular attractions but also at
public transportation choke points where local resident-tourist encounters take place.
Destination managers and public transportation providers play a critical role in responsible
and sustainable urban tourism planning, insofar as being able to exercise congestion control.
Moreover, although urban destinations typically attract millions of international tourists, few
studies explore the distinctive spatial and temporal behaviors exhibited by international
tourist cohorts. As international visitation increases in popular urban destinations, there is an
urgency to identify specific tourist mobility patterns, which also helps provide an
understanding of tourists beyond their countries of origin, to reduce hotspot overcrowding
and transportation congestion. As an exploratory attempt to analyze the spatio-temporal
behaviors of international tourists via the application of GPS big data, this study’s findings
not only provide useful insights that can help practitioners improve the design of tourism
experiences as well as encourage co-creation and cooperation among stakeholders.
There are several limitations in this regard, especially concerns about user privacy - mobiletracking data used in this research does not include detailed demographic information.
Additionally, because the data code has been automatically changed daily to prevent tracking
individual tourists’ spatio-temporal behaviors, it is impossible to explore how this
information might influence international tourists’ mobility patterns and how individual
tourists make their travel plans during their visits to Osaka City. Further research should
integrate more detailed information about tourist characteristics and integrate survey-based
data on tourist type, motivations, type of trip, and other variables to enrich the results of the
movement ranges (Study 2) and tourist daily flows (Study 3). Secondly, as this research
employed existing data collected by NAVITIME JAPAN, the research design was influenced
by the data set at hand which limited exploration of marketing campaigns, tourism-related
policies, and other stimuli that affects tourist spatio-temporal behaviors. Hence, further
research should test interventions to modify movement in time and space, then explore
effective ways to reconcile overcrowding problems in iconic tourist spots (Study 1). Thirdly,
this research employed only one type of big data - GPS big data; however, one data source is
insufficient to analyze the presence of tourists in cities (Salas-Olmedo, Moya-Gómez, GarcíaPalomares, & Gutiérrez, 2018). Therefore, further research should employ multiple data
sources - for example, combining GPS with social networking big data to offer more nuanced
insights.
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Appendix
Application of NAVITIME for Japan Travel

Note: The photos were taken by the authors using a smartphone’s screen capture function.
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