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Preface 

We  welcome you to the 9th “International Conference on Contemporary Marketing Issues ” (ICCMI 

2021) organized this year by the International Hellenic University and the Adam Smith Business School of the 

University of Glasgow, UK. The conference is endorsed by the University of Gloucestershire.  

Our initial plan was to hold the 9th ICCMI in the beautiful island of Naxos, but the circumstances obliged us to 

run it online again. Let’s wish and pray next year things will be normalized and hold the conference with 

physical presence.  

The idea to organize this conference goes a long way back but it   materialized, for the first time, nine years ago. 

The 1st ICCMI was held in June, 2012 in Thessaloniki, Greece, jointly organized by the Alexander TEI of 

Thessaloniki (the precursor of the International Hellenic University) along with Bucks New University of UK. 

The 2nd ICCMI was held in Athens, Greece, in June 2014, a collaboration of the Alexander TEI with Manchester 

Metropolitan University. The 3rd ICCMI was organized by ATEI of Thessaloniki and Kingston University of the 

UK and was held in Kingston, UK, in June 2015. The 4th ICCMI was held in Heraklion, in the beautiful island 

of Crete, in 2016. In addition there was the special session in Santorini with a very interesting workshop. The 5 th 

ICCMI was jointly organized by Alexander TEI of Thessaloniki and Manchester Metropolitan University and 

was held in Thessaloniki with a special session in Chalkidiki. The 6th ICCMI was organized again by ATEI and 

Manchester Metropolitan University and was held in Athens Greece again. The 7th ICCMI (ICCMI 2019) was held 
in Heraklion, Crete, a collaboration between IHU and Leeds University with interesting panels and delegates 
from many parts of the world. The 8th one, was held online, in September 2020, through the ZOOM platform 

because of Covid -19. This year’s ICCMI, the 9th one, is again held online.   

During this year’s conference a lot of manuscripts (papers or abstracts) on specific marketing topics will be 

presented. These manuscripts have been included, after review, in the conference proceedings. The majority of 

the papers address a wide range of issues that are crucial for today’s world, analyze and discuss   research 

findings in the fields of marketing and tourism as well as in management and make significant contributions in 

the areas.   

This year we are honoured to have with us Professor TC Melewar as the Keynote Speaker. TC was also the 

Keynote Speaker in the 5th ICCMI. TC Melewar is Professor of Marketing and Strategy and the Head of 
Department (Marketing, Branding and Tourism) at the Business School, Middlesex University London, UK. 
TC was the former Editor-in-Chief of the Journal of Brand Management and is now the Editor Emeritus. He is 

currently on the Senior Advisory Board of the Journal of Product and Brand Management. TC is the Founder 

and Chair of the following colloquia: Corporate Branding, Identity, Image and Reputation (COBIIR); Place 

Branding; Design, Branding and Marketing (ICDBM). We thank professor Melewar for his contribution to the 

9th ICCMI. 

 Both Professor TC Melewar and Professor Cleopatra Veloutsou, co-Chair of ICCMI, are on the top 10 of the 

most cited UK-based researchers in Marketing for the period 2014-2021 in the Scopus Database. It is a great 

honour for ICCMI to collaborate with these two highly esteemed scholars in Marketing. 

This year’s Conference is also supported by notable scholars comprising the international advisory scientific 

board and the international scientific committee. Furthermore, the quality of the Conference is enhanced by a 

number of prestigious journals offering publication opportunities to a selected number of outstanding, high 

quality, papers submitted to ICCMI 2021.  

We express our sincere gratitude and thanks to the two universities, i.e.  the International Hellenic University 
and the University of Glasgow.   
Furhermore, we thank the university of Gloucestershire for the endorsement of the conference. 
We also thank the international advisory scientific board and the international scientific committee members 
as well as the collaborating journals’ editors for their willingness to contribute to the success of the conference. 

Moreover, we thank the papers’ authors for their manuscripts submitted and all the conference delegates who 
participate at the conference.   
As the conference co-Chairs we would like to welcome you and assure you that it is a great honour for us we 

have all of you here. 

 
Christos Sarmaniotis Cleopatra Veloutsou  

Professor Emeritus 

International Hellenic University, Greece 

Conference co-Chair 

Professor 

University of Glasgow, UK 

Conference co-Chair 
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The moderating effect of stereotypes on model-product congruency using 
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Flores-Zamora, Javier 

Rethoré, Christophe 

Kitchen, Philip 
ICN Business School 

86 rue du Sergent Blandan 

CS 70148 

54003 NANCY CEDEX. FRANCE 

 

 

 

Keywords: advertising, endorsers, matchup, ethnicity, stereotypes 

 

Introduction  

The importance given to multiethnic families in advertising is rising. Multiethnic families depicted in 

advertising have at least doubled in the past decade in the US (Kaufman, 2018). However, research on the 

effects of multiethnic group depiction has received a scarce attention (Skinner & Rae, 2019). Despite this 

advertising thrive, the union of people from different cultural backgrounds raises as many negative attitudes as 

when the issue is about skin color and ethnicity (Pinto Gomes, 2014). 

The present study aims to test if there are positive (negative) advertising effects when an individual has positive 

(negative) stereotypes towards an ethnic minority, using model-product congruency as the dependent variable. 

Our study extends the results from previous studies to include data from residents in France. The managerial 

goal is to respond to advertisers’ need to develop better targeting strategies to persuade individuals from a 

diverse ethnic group avoiding misrepresentation. 

 

Perceptions of model-product fit. Match-up hypothesis 

The literature on multiethnic group portrayal in advertising is very scarce but there seems to be some consensus 

regarding the use of multiethnic groups in ad stimuli and the negative emotions they trigger among a 

mainstream white population (Bhat et al., 2018; Chuang et al., 2020; Osanami Törngren et al., 2020; Skinner & 

Rae, 2019). Advertising research predominantly utilized one single model as part of the ad stimuli and results 

provided do not show the effects of a group, either a couple or family, monoethnic or multiethnic. 

In addition to the effects of ethnic models, the type of product endorsed would condition the evaluation towards 

a group from another ethnicity / outgroup. The match-up hypothesis explains the consumer’s evaluations of the 

congruency between a spokesperson and the product he/she endorses (Bush et al., 1979; Huber et al., 2013). 

According to this theory, different ad characters vary their effectiveness to endorse different products based on 

the perceived fit between both of them (Kamins, 1990; Kamins & Gupta, 1994; Till & Busler, 1998, 2000). 

Research in match up hypothesis has explored the verbal congruence between endorser/product (Ilicic et al., 

2015); the effects of physical appearance of the spokespeople, particularly the favorable effects of highly 

attractive vs unattractive models (Joseph, 1982; Principe & Langlois, 2011), and ethnicity of ad endorsers.  
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Moderation effects. Influence of stereotypes towards ethnicity and multiethnic couples in advertising  

Previous research highlights the role of prejudice in the evaluation of ad models whose ethnicity is a salient 

communication cue (Whittler, 1989). According to this research, an individual’s perceived dissimilarity against 

an ethnic group is an element that triggers social prejudice. Moreover, the effects of a spokesperson depend on 

the consumer’s high or low prejudice towards the spokesperson’s ethnicity, and the subsequent elaboration path 

to process the elements in the ad (Whittler, 1989). As an illustration, an ad with a Black model would trigger 

negative evaluations from a high-prejudice White individual; in contrast, a low-prejudice White will not be 

concerned about the actor’s ethnicity, and their process to understand the ad will be focused on other parts of the 

ad. 

Previous advertising research on the effects of multiethnic vs monoethnic group portrayal is almost nonexistent 

and it offers mixed results. Cagley and Cardozo’s early research (1970) collected the reactions of high and low 

prejudiced White college seniors exposed to 3 print ads with Whites only, Blacks only, and a combination of 

both Whites and Blacks. Their results claim that high prejudiced individuals evaluated the print ads with Whites 

only more favorably than the ads that included a Black person(s), and low-prejudiced individuals responded 

similarly to the three stimuli. In contrast, Bush et al. (1979) replicated Cagley and Cardozo’s research and found 

no negative reactions towards Black models, and no main effect of consumer’s level of prejudice on any of the 

three ads. They claim that the type of product and the advert would explain the reaction of Whites towards 

Black models. 

Measuring prejudice 

In order to reduce misrepresentations of explicit attitudes, or avoid response distortions, Sargent advocates for 

the use of implicit measures as useful proxies for behavior (Sargent, 2004). For example, the implicit association 

test (IAT), requires answers in a spontaneous way, the attitudes are not consciously reflected upon but they are 

still useful to predict behavior. Another instrument developed by Saucier and Miller (2003) to indirectly 

measure racism is the Racial Argument Scale (RAS) in which respondents evaluate how an argument is 

supported by a (positive or negative) conclusion related to an ethnic minority. In comparison to self-report 

measures of racism, the RAS scale also allows respondents to express racism without explicitly supporting racist 

attitudes, and its results have proven to be highly reliable and valid. 

To test if the presence of stereotypes has an influence on how a product fits with a family endorsing it, we 

expect that this effect will be noticeable for ads portraying a monoethnic black family in comparison to ads with 

a multiethnic or a monoethnic white family. Therefore, we suggest the following hypotheses: 

H1a: Positive attitudes towards an ethnic minority group will improve the model-product congruency 

of families portraying non-white members at higher levels of positive attitudes 

H1b: Negative attitudes towards an ethnic minority will decrease the perception on model-product 

congruency of families portraying non-white members at higher levels of negative attitudes 

Method 

The present quasi-experiment used a mixed design consisting of 3 (one repeated-measures of product 

advertisings: cereal from an existing brand, laundry detergent using a fictitious brand, bottle of water using a 

fictitious brand) x 3 (one between-groups of family type: white monoethnic, white and black multiethnic, and 

black monoethnic). The ad containing the bottle of water served as control variable as it doesn’t show the 

models’ ethnicity clearly.  

Participants were sent an email link to answer an online instrument that assigned them randomly to one of the 

three experimental groups to evaluate three print ads of one family type endorsing three different products. The 

order of the ads presented was randomized across conditions and sessions. The study consisted of a final sample 

of 830 respondents living in France.  

The variables in the questionnaire were measured on a 7-point Likert scales (5-point for stereotypes 

measurement), ranging from disagree completely (1) to agree completely (7). 
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Respondents answered three scales: suitability between model and product, if the respondent expected these 

actors for the product shown, and if the association model-product was natural (Dimofte et al., 2003; Forehand 

& Deshpandé, 2001; Johnson & Grier, 2011).  

An average score was calculated from these three scales per ad type: cereal (α =.85), detergent (α =.86), bottle of 

water (α =.85). 

To evaluate stereotypes towards immigrant minorities, we adapted the scale developed by Saucier and Miller 

(2003) to the French context following data on multicultural marriages in France (Bellamy, 2017). The original 

scale measures ethnic attitudes in an indirect manner and the results provided evidence of high levels of 

reliability and validity of both positive and negative attitudes towards the Black community. Contrary to asking 

participants their level of agreement, the scale measures attitudes indirectly by asking participants how much the 

arguments support the (positive) negative conclusions related to immigrants with an Arab cultural background. 

Positive arguments chosen and averaged are: the support of politicians with Arabic background within the 

political parties (M = 2.70, SD = 1.23), and the inclusion of learning material to help children with language 

difficulties and cultural differences (M = 2.24, SD = 1.27). To measure Negative attitudes: Arab immigrants do 

not show signs to be integrated to the French society in spite of the free integration courses offered by NGOs (M 

= 2.77, SD = 1.35), and illegal immigrants arrive in France to take advantage of the health care system (M = 

2.93, SD = 1.41), both averaged. 

 

Results 

To test for moderation effects between ad type stimuli and model-product adequacy, Hayes’ (2017) PROCESS 

macro bootstrapping procedure was used again (n=5,000) with Model 1 for each of the advertising conditions, 

using dummy variables and taking the multiethnic family ad as the indicator coding reference. 

First, there was a main effect of positive attitudes on the cereal ad (b = 0.219; 95% CI = 0.07, 0.36; p < 0.05) 

and not for the detergent nor the botte of water ads. In comparison to the multiethnic family, positive attitude 

dimension was significant at all levels of the monoethnic black family, and there was a significant effect at 

average or high levels of positive attitudes between multiethnic family and monowhite families. All monoethnic 

white family scores did not change substantially.  For the detergent ad, the positive attitudes construct did not 

have any main effect and the only significant difference of positive attitudes was between multiethnic and 

monoethnic black families, as positive attitudes increased, so were the evaluations of both multiethnic and 

monoethnic black models. As predicted, for the bottle of water ad, positive attitudes did not have any 

moderating effect across the different family type conditions. Figure 1 shows these conditional effects. 

The negative attitudes towards immigration indicate some moderating effects (Figure 1). For the cereal ad, 

negative attitudes had no main effect on the ad models but there were interaction effects between the multiethnic 

family and the other two conditions: monoethnic black (b = -0.177; 95% CI = (-0.35, -0.01); p= 0.09) and 

monoethnic white (b = 0.411; 95% CI = (0.23, 0.58); p < .001). As predicted, negative stereotypes has an 

indirect effect on the monoethnic black, and the monoethnic white conditions; when the negative stereotypes are 

high, the monoethnic black family receives a lower evaluation, and the monoethnic white family a higher one. 

For the detergent ad, a similar moderating effect occurred at different levels of negative stereotypes between 

multiethnic condition and the monoethnic black family (b = -0.199; 95% CI = (-0.37, -0.02); p= 0.06). On the 

contrary, between the multiethnic and the monoethnic white conditions there were no significant effects. For the 

water ad condition, there was no significant interaction effects of negative stereotypes on all the family types.  

Figure 1. Interaction effect of attitudes towards minorities and model-product adequacy 
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Discussion 

The literature suggests that white consumers would have a better perception towards monoethnic white 

relationships than towards multiethnic relationships, especially if one of the partner’s ethnicity is black 

(Lewandowski & Jackson, 2001). These preferences reflect advertisers’ avoidance to portray ethnic minorities 

accurately, especially if they do not have white skin. Paradoxically, individuals with an Arab cultural 

background are one of the largest ethnic minorities in France and advertisers need to deliver their messages to 

them in a persuasive manner. This objective raises questions of how to portray French multicultural families. 

The present research tests the effects of family portrayal in advertising using three types of (mono-, and multi- 

ethnic) families endorsing three low involvement products (cereal, laundry detergent, and a bottle of water). 

The literature in social psychology suggests more negative perceptions towards ethnic minorities when 

individuals categorize them as outgroups (minorities) than when the group categorization is subtle. We proposed 

that consumers feel that the congruency between ethnic ad characters and a product endorsed will vary across 

different levels of consumers’ positive and negative attitudes towards immigrants. These moderation effects 

hypothesized are supported for positive and negative attitudes towards immigration. Under the cereal condition, 

when there are strong positive attitudes, model-product fit is higher for all black endorsers than when these 

positive attitudes are low. Under the laundry detergent condition this effect is similar but weaker, possibly due 

to the fictitious brand used in the study. As predicted, there is no effect when the models are not clearly visible 

(as in the bottle of water - control stimulus). Similarly, our data seem to confirm the role of stereotypes in the 

negative evaluation of model-product congruency. The effect of negative stereotypes is evident for both the 

monoethnic white and monoethnic black ads. For the cereal ad, when the models portrayed are all white, strong 

negative stereotypes against minorities improve the all-white-product fit perception; when the models portrayed 

are all black, strong negative stereotypes decrease the model-product fit perception. When using a detergent 

product, the ad portraying only black characters receives lower scores when there are strong negative 

stereotypes. The use of bottle of water as control verifies that the three ad perceptions are not significantly 

different. 

 

Managerial Implications 

It is well documented that advertising can be an actor that could trigger positive social changes. Notably, it can 

improve social attitudes towards stigmatized groups (Cameron et al., 2007; Ortiz & Harwood, 2007), and 
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multicultural relationships (Lienemann & Stopp, 2013). Media portrayal can have a multicultural or colorblind 

perspective. A multicultural advertising perspective would accentuate category boundaries using equivalent 

negative and positive attributes between whites and blacks (Wolsko et al., 2000). Advertising research that 

advocates for a multicultural perspective suggests adding ethnic identifiers (spokespeople or cues) to appeal to a 

targeted ethnic group; and in some cases, emphasizing some characteristics like skin color, hairstyle, accents, 

verbal cues, apparel styles, etc. (Sierra et al., 2012). On the other hand, a colorblind message would interpret 

social interactions from the perspective of a single human race. Advertising would represent individuals 

irrespective of their ethnic background. This colorblind perspective would avoid stressing differences that create 

stereotypes, so we would advocate for its use in further communication campaigns.  

 

Limitations and future research 

Current studies of consumer racism view ad stereotyping within an old framework, not acknowledging that 

discrimination and segregation exist in more subtle forms. While we measured attitudes towards ethnic 

minorities with an implicit measurement scale to increase validity, the number of items were limited in 

comparison to the complexity of the phenomenon. The literature on aversive racism is still scarce, especially 

when it is applied to advertising. Further research should answer the following question: Do consumers perceive 

ad spokespeople as adequate because it is politically correct to do it?  

Additionally, future research could also explore if an attenuation of negative attitudes occurs by exposure to 

celebrities or famous sports players with their families. What is the influence of members of a social minority 

who are popular and trigger positive feelings (e.g. popstar singer Beyoncé, NFL player LeBron James, etc.)?  
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Introduction 

Gay target ads perception among gay males has received scarce attention. In agreement with the physical 

attractiveness stereotype, gay males give importance to physical attractiveness to obtain social capital and status, 

yet several untested affirmations arise. First, due to the importance of physical attractiveness, we believe that ad 

evaluations depicting highly stereotypically attractive models (HSAMs) will result in better evaluations than 

depicting stereotypically unattractive models (SUMs); however, as claimed in previous research, we also think 

that using NSAMs will not differ substantially from HSAMs if the ad message is closely related to a social 

aspect of the gay community. Second, we believe that ad evaluations would differ across message conditions as 

different messages require a different level of involvement. The empirical study used involvement towards the 

ad, and the next LGBTQ related attitudes: normative beliefs regarding gay physical appearance; attitude towards 

gays in the city; and importance given to other people’s perceptions. Responses from gay males helped find 

support only for the involvement variable. Interestingly, none of the other measures differed significantly across 

conditions. These results contribute to a still relevant discussion about the role of attractiveness and the ethical 

implications of advertisers who still depict gay males in a reductionist manner. 

 

Influence of physical attractiveness in advertising  

The influence of attractiveness in advertising has received significant attention in the literature; researchers 

highlight the importance of the self-identification as a moderating factor when self-image is compared against 

ad endorsers (Borau & Bonnefon, 2017; Richins, 1991). Research has also explored the effects of this 

comparison, and suggests that ad models are positively evaluated when there are downward comparisons and 

the respondents want to improve their looks. Along these lines, comparing oneself with a more attractive model 

results in dissatisfaction with oneself (Richins, 1991), and in a transfer of negative effects to the more attractive 

model (Borau & Bonnefon, 2017; Martin & Gentry, 1997). However, when this comparison is against natural 

models (i.e. unaltered, realistic in body size and completion, and general attractiveness), negative effects occur 

only when participants are of higher body mass index (Borau & Bonnefon, 2017; Martin & Gentry, 1997). 

Academic research with gay men lists additional traits that decrease attractiveness. For instance, gay men 

privilege and exclude outgroups on the basis of sexuality, skin color, wealth, body weight, or masculinity level 

(Blashill, 2011; Bowleg, 2013; Carper et al., 2010; Freitas et al., 1996; Jankowski et al., 2014; Lanzieri & 
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Hildebrandt, 2011; Martins et al., 2007; Pachankis et al., 2020; Sánchez et al., 2009, 2009; Vandello et al., 2008; 

Wrench & Knapp, 2008). More specifically, individuals who are feminine, overweight, unattractive, non-white, 

poor, and older are to be avoided (Green, 2008; Kimmel & Mahalik, 2005; McLean, 2008; Pachankis et al., 

2020; White et al., 2014). 

Beyond the dichotomy highly attractive vs unattractive models, the effect of average / normally stereotypically 

attractive models (NSAMs) should also call for attention. Studies have found equal effects between NSAMS 

and HSAMs for products that are unrelated to beauty, and more associated with everyday problems like razors; 

or products that require some level of expertise (Bower & Landreth, 2001; Trampe et al., 2010). In a similar 

vein, when women are primed on their gender identity and their physical appearance, women socially compare 

themselves and report to be willing to pay more for a product that is endorsed by a moderately attractive female 

model than when it is endorsed by an attractive one (Buunk & Dijkstra, 2011). In respect of body size as a cue 

for attractiveness, D'Alessandro and Chitty (2011) suggest that using models with realistic body sizes has the 

same effect as using ultra-thin models, whose body image is perceived as non-attainable.  

 

Role of involvement when campaign's more proximate 

Research on involvement towards ad endorsers has shown mixed results. First, it is claimed that high 

involvement products require more detailed cognitive elaboration, resulting in irrelevancy of ad models. For 

example, a Hispanic target ad that uses a high involvement product may discard the use of Hispanic 

spokespeople because ethnicity becomes an irrelevant cue; but when the advertisement uses Hispanic 

spokespeople that endorse low involvement products, appealing to self-identified Hispanics creates positive 

advertising outcomes (Torres & Briggs, 2007). On the other hand, research that focuses on normative 

attractiveness using different involvement conditions claim that when the ad campaign is related to social image 

(e.g. causing a good impression to others) conforming attractiveness moderates advertising evaluations under a 

high involvement condition (Shavitt et al., 1994).  In other words, under a social reputation context, endorser 

attractiveness takes a main part under high involvement. Similarly, in high involvement situations, HSAMs are 

perceived as more trustworthy because they are less influenced by others, whereas stereotypically unattractive 

people are easily influenced due to their lower social capital (Bower & Landreth, 2001). It appears that 

spokespeople depicted in interpersonal contexts are more effective; instead of elaborating the correspondence 

between the ad sponsor (or product) and the social cause advocated, an individual’s reaction is more effective in 

social contexts because it connects with his core value systems (Menon & Kahn, 2003). Involvement with the 

group has also received much attention because of the key social functions it plays. Community involvement 

helps group members: to identify their group against other outgroups, to have a sense of belonging, better 

interpersonal conflict solving, and to develop personal positive outcomes related to the physical and mental 

health, and to overcome loneliness (McMillan & Chavis, 1986; Stukas et al., 2015; Tajfel & Turner, 2004).  

In the context of the present study, we expect that different ad messages will comprise different involvement 

levels. We also believe that depiction of different ad spokespeople, based on their attractiveness, will have an 

influence on LGBT related normative attitudes; exposure to HSAMs will trigger higher evaluations than 

NSAMs, and SUMs. 

 

Method 

The study consisted of a 3 (model group) and 2 message conditions. A convenience sample of 369 subjects were 

exposed to one advertising, and answered a personal intercept administered questionnaire. For the purpose of 

this study and to control for group differences, we chose respondents who identified themselves as gay males. A 

pretest was previously conducted to identify ad models and select the items for the questionnaire.  

Past research used three different types of ad models according to their perceived stereotypical attractiveness 

(unattractive, normally attractive, and highly attractive) (Baker & Churchill, 1977; Bower & Landreth, 2001; 
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Buunk & Dijkstra, 2011; Caballero & Solomon, 1984; Cinelli & Yang, 2016; Kamins, 1990; Trampe et al., 

2010). Consequently, we used the same groups for both ad types: (1) one group was labeled as “stereotypically 

unattractive” (SUMs); (2) a group of 3 individuals called normally stereotypically attractive models (NSAMs) 

who represented average looking people, and (3) a group of 3 spokespeople labeled as highly stereotypically 

attractive models (HSAMs) who consisted on fit bodied white individuals that represent the ideal beauty 

according to normative western standards.  

Two types of advertising campaigns were used: one ad message treated in a neutral positive manner, mentioning 

that “being gay in [city where study took place] is good”, the other consists of an ad message to promote the use 

of condom and reads “protect yourself, always use a condom”. Both of the advertising messages were positively 

framed. All the scales are five-point Likert scales (1= “totally disagree”, 5= “totally agree”). Involvement 

towards the ad, “I am very involved with this type of advertising campaign” was adapted from Maheswaran and 

Meyers-Levy (1990). The rest of the LGBTQ related items were listed by a panel of experts, members of an 

LGBTQ association, as important topics. 

 

Results (see table 1) 

Involvement towards the type of ads. We predicted that the each of the two ad conditions will have an effect on 

involvement level towards the type of ads, if the subject is involved towards these ads. The results reveal a main 

effect of the ad message condition on involvement towards these ad campaigns (F (1, 314) = 6.468, p<.01). 

However, there was no effect of endorser’s attractiveness. 

Degree of acceptance perception. The results confirm that the attractiveness factor does not have a main effect 

on either the degree of acceptance towards the campaign (F (2, 313) = .678, p>.05); respect in the city (F (2, 

313) = .150, p>.05), or acceptance of the sexual diversity in the city (F (2, 315) = .797, p>.05). On the other 

hand, there was only a main effect of ad message type on the degree of acceptance to these types of ads (F (1, 

313) = 7.931, p<.01), but no main effects on respect in the city (F (1, 313) = .317, p>.05), nor on acceptance of 

the sexual diversity in the city (F (2, 315) = .749, p>.05). This suggests a partial support of the effects we 

predicted. 

Normative beliefs on appearance. We predicted a main effect of both factors on the normative beliefs. ANOVA 

results suggest no differences across groups in any of the two ad conditions.  

Closet attitude. ANOVA results found no significant main effects between the independent variables and the 

closet attitude variables: “I prefer that people at work know that I am gay instead of hiding it” and “I get anxious 

when people think that I am gay”. Respondents presented the same levels of closet attitude across treatments; 

our predictions are therefore not supported. 

  



 

26 
 

Table 1. Cell means and planned contrasts 

 

 

Discussion 

The literature in advertising portrayal suggests that the use of highly stereotypically attractive models (HSAMs) 

will lead to more positive evaluations than using less attractive models but this effect was not confirmed with 

the items used. However, we found that by having two different manipulations of ad messages, the ad message 

that promotes the use of condom increased the involvement towards these campaigns. In contrast, regardless of 

the ad treatment used, there was no effect on any of the evaluations regarding normative aspects and attitude 

towards the closet did not change. Our current research offers several underlying explanations for the results 

obtained. When individuals are exposed to a message of a social related cause, self-involvement seems to offset 

the effect of physical appearance. Similar to the elaboration likelihood model (Petty et al., 1983), the ad message 

has a greater effect than the ad models under high involvement conditions; and ad endorsers attractiveness have 

higher impact in lower involvement situations. In other words, personal involvement towards a cause seems to 

determine the persuasion route that will occur. Previous research suggests concerns about sexual transmitted 

diseases among LGBTQ members. Therefore, when there is information concerning health protection, gay 

males elaborate the message more carefully, making the ad endorser characteristics more irrelevant.  

Finally, aspects related to beliefs about appearance and closet attitudes remained unchanged across conditions 

which suggest that, after a single exposure, neither the ad message condition nor the physical attractiveness of 

the endorsers impact the perceptions of normative beliefs. Future research could explore what mechanisms 

contribute to persuade an audience to change opinions towards their own ingroup members. Subjects were 

exposed to an ad without a framing context. For example, the results could change if the ad provided was 

attached with a brochure to prevent STDs. Subjects also saw one ad, instead of an entire campaign throughout 

the time. Modifying normative perceptions about appearance or the closet attitude would require more than one 

visual stimulus exposition. Beliefs are built throughout the time, with consistent education and stimuli 

repetition.  

 

  

Ad message 

type (A)

Model group 

(B)
AxB

SUMs (a) NSAMs (b) HSAMs (c ) SUMs (d) NSAMs (e) HSAMs (f ) F-value F-value F-value 

Involvement Campaign involvement 2.43  (1.23) 2.44  (1.19) 2.62  (1.29) 2.70  (1.19) 2.95  (1.36) 2.92  (1.34) 6.468** 0.752 0.279

Ads are accepted in the city 2.65  (1.35) 2.78  (1.50) 2.82  (1.23) 3.04  (1.38) 3.26  (1.46) 3.27  (1.4) 7.931** 0.678 0.029

Respect in the city 2.57  (1.13) 2.41  (1.22) 2.58  (1.04) 2.59  (1.20) 2.60  (1.46) 2.60  (1.18) 0.317 0.150 0.191

Sexual diversity acceptance in 

the city
3.02  (1.23) 2.67  (1.33) 2.95  (1.14) 2.98  (1.26) 2.96  (1.25) 3.05  (1.23) 0.749 0.797 0.457

F-value 2.627 1.675 2.549 2.783 4.144* 8.563***

Normal to judge 

appearance ( R )
4.00  (1.34) 4.39  (1.20) 3.95  (1.54) 4.00  (1.42) 3.86  (1.44) 4.09  (1.36) 0.687 0.235 1.727

Weird gays not hidding ( R ) 3.78  (1.47) 4.00  (1.28) 4.00  (1.45) 3.98  (1.35) 3.71  (1.62) 4.40  (0.95) 0.466 2.132 1.777

Physical appearance ( R ) 2.88  (1.49) 3.28  (1.65) 2.80  (1.64) 3.28  (1.63) 2.86  (1.58) 3.34  (1.49) 0.92 0.001 2.775+

So different image ( R ) 2.78  (1.61) 2.94  (1.74) 2.79  (1.53) 2.88  (1.53) 2.81  (1.51) 3.26  (1.67) 0.659 0.419 0.96

Prefer friends with same social 

status ( R )
3.92 (1.35) 3.98 (1.46) 3.82 (1.50) 3.69 (1.52) 3.54 (1.59) 3.96 (1.36) 1.175 0.225 1.065

F-value 11.229*** 11.722*** 12.284*** 8.776*** 7.839*** 9.903***

Prefer people to know 3.90  (1.30) 3.46  (1.69) 3.84  (1.57) 3.86  (1.36) 3.71  (1.48) 3.67  (1.42) 0.005 1.028 0.567

No anxiety when 

people know  ( R )
4.12  (1.38) 3.98  (1.36) 3.96  (1.42) 3.90  (1.49) 4.02  (1.36) 4.13  (1.24) 0.001 0.036 0.553

F-value 0.643 4.594* 0.326 0.114 1.570 4.277*

Notes:  + p<.10;  * p<.05; ** p<.01; *** p<.001

Numbers in bold are the standards for comparison. Bonferroni contrasts compare the respondents model group with the other two groups

Acceptance 

in the city

Normative 

appearance

Closet 

attitude

Ad message 1 (Good to be gay in the city) Ad message 2 (Use of condom)
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Abstract: 

 

PURPOSE 

One of the most persistent problems in the relevant literature relates to tourists’ expenditure patterns. This is a 

more prevalent problem among mass tourist destinations (especially among the Mediterranean destinations). 

The overwhelming majority of studies in the field focuses on accommodation expenditure whilst on holidays, or 

other holiday expenditure categories (Masiero and Law 2005, Brida and Scuderi 2013, Kang et al., 2013). What 

is more, there is another strand in the literature that focuses on how tourists’ expenditure patterns varies 

according to their socio-demographic profile (Brida and Scuderi 2013, Lin et al. 2013), or their particular 

holiday patterns.  

 

Especially in the case of Greece, the discussion has largely been directed towards the expenditure patterns of 

foreign visitors to Greece (Apostolakis et al. 2019, Apostolakis and Jaffry 2009, Soteriades and Arvanitis 2006). 

Notably, Messaritaki et al. (2018) have examined tourism expenditure from local stakeholders’ perspective. 

Lately, there is also increased interest from a public administration perspective towards the development of food 

and gastro tourism as a form of special interest tourism activity in Greece (GTP 2020, Hellenic Agritourism 

Federation 2018, Region of Crete 2013). Despite the increased attention that food and local products have 

received in the tourism literature in Greece (Skuras et al. 2006, Velissariou and Vasilaki 2014, Vourdoubas 

2020), yet there is very little academic interest on tourists’ expenditure patterns in this area. 

 

Thus, very few studies focus on local food and gastronomy as a potential source of revenue from tourism 

activity (Da Liang et al., 2013 and Pullino-Fernandez et al. 2019). Hence, the purpose of the current research 

endeavour is set twofold. On the one hand, the paper aims to contribute to the literature in the field by looking at 

whether or not visitors have purchased local food as a souvenir or a gift to bring back home from their vacations 

to Crete. In this respect, the paper aims to identify, or better, to substantiate the role of local food products as 

mediators of respondents’ tourist experiences from Crete. More specifically, the paper is founded on the premise 

that those engaging in purchasing traditional local food products from their holidays in Crete are also the ones 

more likely to be more receptive to authentic tourist experiences. Hence, there is a direct linkage between the 

current research endeavour and recent policy initiatives at a regional level, to provide a more authentic and 

diversified tourism service | experience. In essence, the current research aims to respond to the criticism 

mailto:apladas@hmu.gr
mailto:aapostolakis@hmu.gr
mailto:mkourg@hmu.gr
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frequently cited in the literature (McKercher et al., 2008) regarding the validity of local|traditional food as a 

source of comparative destination advantage.  

 

On the other hand, the study extends the discussion even further by differentiating the empirical findings 

between those who visited Crete for their first time and more frequent visitors to the island. Hence, the paper 

provides a socio-demographic profile of those who engage in local food purchases during their holidays in 

Crete. Some may criticise this approach on the basis that expenditure on local food and local produce may not 

constitute a sizeable proportion of tourists’ expenditure patterns on the island. The argument however to this is 

that by providing an accurate profile of those who have actually engaged in this form of expenditure, managers, 

policy makers and practitioners would be better equipped at targeting those individuals and develop appropriate 

policy initiatives to increase the impact of local food as a source of revenue from tourism activity.  

 

RESEARCH METHODS 

The paper utilises primary data collected through a survey questionnaire that was distribute to 2144 individuals 

who have actually visited Crete in the past. In this respect, the current research endeavour represents a 

considerable departure from other similar studies in the field. First, this is the first time to the researchers’ 

knowledge, that tourism research in Crete, examines a posteriori visitors’ behaviour or expenditure patterns. 

Second and related to the abovementioned point, the current research effort does not rely on respondents’ 

willingness to pay or purchase local food. Instead, the focus here is on the analysis of actual behavioural 

patterns. In this respect, the findings indicate actual behaviour, not intended one. From a policy perspective, this 

is particularly important, since it offers a degree of certainty on reported findings, as opposed to the hypothetical 

nature of willingness to pay estimates.  

 

The survey instrument was divided into three (3) broad sections. In section 1 the questionnaire enquired about 

respondents’ general travelling practices and opinions. Section 2 dealt with respondents’ trip to Crete, their 

experiences and opinions about Crete. Finally, section 3 concluded the survey questionnaire with respondents’ 

socio-demographic variables. Researchers utilised both snowball and convenience sampling to collect the 

empirical data. The survey instrument was operational for a period of one year (during the period span between 

May 2020 and June 2021). The research team also deployed a pilot study of the survey instrument, to 15 

individuals (academics, experts in the field, and visitors to Crete at the time) in order to minimize potential bias 

in the questionnaires and the survey instrument. Data was collected through a dedicated survey monkey survey 

questionnaire. 

 

RESULTS AND DISCUSSION 

The initial empirical findings of the study are summarized in Table 1. According to the descriptive results, the 

majority of respondents were females (61.7%), of fairly young age (26 – 45 years of age (35.6), of moderate 

income (20.001€ to 40.000€ pre-tax household income) (34%), employees (56.3), single (41.3), residing in 

permanent basis in the UK (41%).  

  

Table 2 summarises the econometric results from the two logistic regressions (base category for each variable in 

brackets). The first logistic regression model refers to the full sample, whereas the second splits the sample into 

first time and repeat visitors to Crete). Looking at the full sample first (all visitors), gender, age, income, and to 

some extent employment status, family status and country of origin seem to exert a significant, albeit different, 

effect on actual expenditure of local products and food. Thus, all age categories exerted a statistically significant 

and positive effect on spending on local food and products, as compared to the base category (65+ years of age). 

On the opposite direction, all income categories (that is annual household income before tax) exerted a 

statistically significant and negative effect on spending on local food and products, as compared to the base 

category (less than 10,000€). Thus, the effect of age and income was uniform and very significant on visitors’ 

actual expenditure patterns. As far as the remaining variables are concerned, the impact of employment, family 

status and country of respondent’s permanent residence varied across categories.  

 

When the study differentiates between first time and repeat and multiple visitors to Crete (for the purposes of 

this study these two categories are merged together), the empirical findings reveal some notable differences 

between the two samples. First, the impact of employment status seems to be different between first time and 

repeat visitors. More specifically, first time visitors working as businesspeople and employees were less likely 

to purchase local products. On the other hand, repeat business people and employees were more likely to engage 

in buying these products. Second, age and gender did not exert any statistically significant effect on local food 

purchasing among first time visitors, while they exerted a strong and positive effect on repeat visitors’ 

purchasing habits. Third, with the exception of Dutch people (as far as the country of residence is concerned), 
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and married respondents without kids (as far as respondents’ family status is concerned), the empirical findings 

seem to exert qualitatively different impact on first time and repeat visitors’ actual spending patterns for local 

food products in Crete.  

 

IMPLICATIONS 

A first reading of the empirical findings reveals some notable implications for policy makers, practitioners and 

managers in the field. As far as the full and the split samples are concerned, the results suggest that a complete 

overhaul of traditional tourism marketing practices should be considered in the case that the region of Crete is 

promoting itself. This is because traditionally, marketing efforts and promotional campaigns were directed 

towards national markets and potential visitors’ countries of residence. The results from this research endeavour 

suggest that this may not represent a best practice after all. Admittedly, marketing practices and strategies have 

advanced quite significantly over that last few years, and organising the regional tourism marketing campaign 

on a generic and top-to-bottom perspective (from country to individual visitors) seems to be rather archaic 

practice now. Instead, a bottom-up, or more compartmentalised approach should be followed. In turn, this could 

give rise to more specific and personalised marketing strategies and practices being developed. These marketing 

and promotional initiatives may be different even among first time and repeat visitors to Crete. 

 

Second, and related to the observation above, the comparison between the full and split samples suggests the 

existence of some degree of heterogeneity into our sample. This is because the findings of the full sample, are 

qualitatively almost completely different to the findings from the repeat sample of respondents (this is definitely 

the case for the gender, age, income, family status as well as the country of permanent residence variables). 

Practically, these findings provide directions regarding the identification of this source of heterogeneity among 

our sample. This is a research avenue the research team would have to examine for future work with our sample.  

 

Third, there are notable differences as far as the behavior of first time and repeat visitors to Crete are behaving 

in terms of their spending patterns on local traditional products. Thus, income and employment status seem to 

exert a very significant and negative effect on their buying habits. On the other hand, age as well as employment 

status seem to have an equally uniform and (statistically) significant effect on repeat visitors. Hence, different 

variables seem to exert different effects on first time and repeat visitors to Crete, as far as their spending patterns 

on local food products are concerned.  
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Table 1: Socio – Demographic Profile of the (full) Sample 

Gender  

Male 38.3 

Female 61.7 

Age group  

Up to 25 years of age 9.3 

26  -  45 years of age 35.6 

46 – 55 years of age 21.8 

56 – 65 years of age 24.9 

66+ years of age 8.4 

Annual Household Income  

Less than 10,000€ 16.1 

10.001€ to 20.000€ 15.0 

20.001€ to 40.000€ 34.1 

40.001€ to 60.000€ 15.1 

60.001€ + 19.8 

Employment Status  

Businessperson 5.5 

Employee 56.3 

Self – Employed 11.0 

Student 6.8 

Other 20.5 

Family Status  

Single 41.3 

On a relationship 31.3 

Married|No kids 6.2 

Married|Kids 5.1 

Other 16.3 

Country of Residence  

UK 41.3 

Germany 31.3 

France 6.8 

Netherlands 6.2 

Scan|via 5.1 

Other 9.5 
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* = Significant at 1% level of significance, ** = significant at 5% level of significance, *** = 

Significant at 10% level of significance 

 

 

  

Table 2: Effect of Socio-demographic Variables of Purchase Behaviour 

 All visitors First time Repeat 

Constant 1.613 (.000)* 1.712 (.993) 1.560 (.002)** 

Gender (male)    

Female .297 (.022)** .295 (.362) .330 (.028)** 

Age (65+ years of age)    

Up to 25 years of age .988 (.007)** -.812 (.896) .738 (.079)*** 

26  -  45 years of age .604 (.029)** -.799 (.996) .617 (.036)** 

46 – 55 years of age 658 (.009)** -.826 (.879) .680 (.010)** 

56 – 65 years of age .757 (.003)** .899 (.991) .703 (.029)** 

Income (less than 10.000€)    

10.001€ to 20.000€ -.942 (.000)* -1.637 (.051)*** -.938 (.001)* 

20.001€ to 40.000€ -.564 (.020)** -2.139 (.012)* -.197 (.454) 

40.001€ to 60.000€ -.698 (.012)** -2.142 (.017)** -.411 (.182) 

60.001€ + -1.744(.000)* -1.692 (.000)* -1.537 (.000)* 

Employment Status (Other)    

Businessperson .026 (.930) -1.538 (.060)*** .624 (.050)*** 

Employee .122 (.532) -1.245 (.063)*** .381 (.075)*** 

Self – Employed .536 (.049)** 1.599 (901) .342 (.227) 

Student -.031 (.693) -.134 (553) -.079 (.397) 

Family Status (Other)    

Single -.265 (.356) -.871 (.350) -.288 (365) 

On a relationship -.207 (.471) .165 (.862) -.535 (.089)*** 

Married|No kids -.477 (.002)** -1.440 (.066)*** -.663 (.035)** 

Married|Kids .817 (.003)** .600 (.530) .629 (.033)** 

Country of Residence (Other)    

UK -.503 (018)** -.363 (.487) -.664 (.007)** 

Germany -.093 (.677) -.497 (.357) -.172 (.508) 

France .248 (.476) -1.287 (.185) .309 (.433) 

Netherlands -1.499 (.000)* -1.661 (.046)** -1.542 (.002)** 

Scan|via -.008 (.981) -1.711 (.029)** .471 (.287) 
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Abstract 

 

Crete in Greece is the home of numerous tourists, in fact, the tourists who are interested in food and cuisine, i.e., 

foodies. This paper is intending to identify the wither the tourists are primarily attracted by the local food. If yes, 

do they have revisit or recommendation intentions for Crete? The primary data was collected using Google 

Forms. 527 participants have responded. The questionnaire was found reliable. After performing regression 

analysis and path modelling, we have found that there is a positive relationship in the variables, i.e. taste, price, 

serving style, vendor satisfaction, and revisit and recommendation intentions. The paper could help the industry 

professionals in adopting the strategies and ways and means for developing their business with better and 

futuristic ideas.  

Keywords: local food, cuisine based tourism, food tourism, decision to revisit, Crete, Greece 

 

Introduction 

 

Tourism is now regarded as a driving force for local, regional, and national development, as it increases foreign 

tourist arrivals, resulting in receipts, income, employment, and revenues for destinations (Chen & Tsai, 2007). It 

has had a significant impact on people and social life in emerging economies (countries). Tourism also provides 

travelers with "enjoyment, variety, respite, and amusement" (Jaiswal, Sapra, Patil, & Lama, 2013). Many new 

tourism trends have emerged in recent years, with food (local cuisine) playing a pivotal role. 

According to global UN World Tourism Organization (UNWTO) reports from 2012 and 2018, food tourism has 

significant market trends. Food tourism is also emerging as the most dynamic and creative segment of tourism, 

allowing local communities to generate income and job opportunities. Food and tourism have a very close 

relationship, which has piqued the interest of researchers. Sometimes the purpose of the visit is to consume a 

specific variety of foods (Chi, Chua, Othman, & Karim, 2013). Food and other related factors play an important 

role in the overall travelling experience. Food tourists account for a sizable proportion of tourist groups, and 

when choosing a destination, local cuisine plays an important role (Okumus & Mckercher, 2007). 

Destination management organizations focus on enhancing cultural experiences through the local food-related 

activities offered at their destinations. Each destination has a unique story of local food related to the local 

culture, people and food traditions that can be shared with visitors. These stories are a great tool for destination 

marketers to promote distinctive travel experiences and develop a unique destination brand based on the 

attractiveness of the local food myth. 

Review of Literature 
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Local food 

 

Kim, Eves, and Scarles (2009), as well as Choe and Kim (2018), local foods and beverages are produced in local 

locations, thereby enhancing the local identity. Sims (2009) defined local foods as those produced "within a 30-

mile radius of the target market." According to Yurtseven and Kaya (2011), local food is the best indicator of a 

destination's intangible characteristics. 

Furthermore, Katsoni and Poulaki (2020) postulate that local dishes of a region have become important means to 

get to know and learn more about a different culture, while culinary experiences such as trying local dishes in a 

destination, observing production phases and tasting a local dish made of  raw materials available only in that 

specific region, not only motivate tourists for visiting the place,  but also contribute to the sustainability of the 

regions’ resources and to the development of  gastronomic tourism, as an alternative tourism type on its own 

(Kivela and Crotts, 2006), where the tourist demand for innovation, diversity and adventure will rise. 

 

Food in tourism and tourism with food 

 

Food, particularly local food, plays an important role in introducing tourists to the area's traditions through its 

tastes and flavours (Nguyen, Dang, & Ngo, 2019). As a result, it creates a public image of the community that 

has a strong influence on tourists' experiences. Food is regarded as a more important attribute of destination 

attractiveness than "climate, accommodation, and captivating scenery" as a fundamental tourism product 

(Zainal, Zali, & Kassim, 2010; Sukerti, & Marsiti, 2020). 

Local foods are excellent community representatives in terms of social, environmental, cultural, historical, and 

economic aspects (Mitchell & Hall, 2006; Sharma, & Kaurav, 2017). Food, in addition to being a strong symbol 

of quality of life and authenticity, becomes a representative of the critical theme of local culture's identity 

(Frochot, 2003). Food is an important part of the overall experience in developing countries (Vietnam, Mexico, 

India, Malaysia, and a few others) (Paul, 2010; Sharma, & Kaurav, 2017). In terms of personal impact, food is a 

necessary energy source for body functions and influences tourists' ability to provide a better travel experience 

(Mak, Lumbers, & Eves, 2012; Mak, Lumbers, Eves, & Chang, 2012). 

 

The Relationship between taste, price, serving style, vendor satisfaction, and recommendation to revisit 

 

To answer the questions posed, the context of this study will primarily focus on five factors: taste, price, serving 

style, vendor/restaurant satisfaction, and recommendation to revisit. 

Taste: Among food image attributes, taste ranks first, having a significant impact on food consumption 

satisfaction and behavior. Color, texture, freshness, and food taste all play an important role in the food 

consumption experience of tourists (Gagic, Tesanovic, & Jovicic, 2013). When researching the quality of food 

products, one of the most important factors has been the novelty of food tastes. Moreover, the tastiness or 

freshness, novelty, and novelty can be the first and strongest impressions of tourists' food. Ardabili, Rasouli, 

Daryani, Molaie, and Sharegi (2011) thought that trying new foods could be an unforgettable part of their travel 

experiences. 

H01: The taste of the food has a positive effect on the recommendation to revisit. 

Price: The value of daily costs spent on vacation is used to assess the quality of the tourism product, which 

includes food (Al-Ababneh, 2013). Hanaysha, Hilman, Bakar, and Loon discovered a link between how much 

tourists have to pay for food and their satisfaction and behavioural intentions (2019). According to Zhong and 

Moon (2020), price fairness has a significant impact on tourist satisfaction. 

H02: the price of the food has a positive effect on the recommendation to revisit. 

Serving Style: Because different geographies have different cultures, the way of serving food varies and 

distinguishes between destinations, leaving tourists with unforgettable memories of their trip (Okumus & 

McKercher, 2007). The serving style (table manner, location, physical decoration, and ambiance) has a 

significant impact on the overall satisfaction of customers (Gagic et al., 2013). Additionally, one of the main 

components of food businesses is human resources and the quality of service depends largely on the level of 

customer satisfaction. It is necessary to fully reflect the concept of "people first" to serve customers looking for 

food in relation to their needs so that they can be satisfied. Thus, service quality in hospitality industry 

(restaurants, hotel F&B units) is heavily dependent on staff training and its improvement includes knowledge, 

techniques, skills and abilities (Katsoni and Poulaki, 2020). 

 

H03: the serving style of the food has a positive effect on the recommendation to revisit. 

Vendors' satisfaction: Vendors' staff attitudes have been studied as an important point to measure customer 

service level in places where people come from many different cultures and nations (Coleman, 1998). This 

factor has a direct impact on both internal and external customer satisfaction (Ilbery, Saxena, & Kneafsey, 

2007). 
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H04: the vendor satisfaction has a positive effect on the recommendation to revisit. 

Chen and Tsai (2007) and Yoon and Uysal (2005) demonstrated that tourist satisfaction generates both a high 

recommendation tendency and a desire to return. As a result, the destination's reputation would improve, which 

would have a significant impact on first-time visitors via word-of-mouth and media strategies. 

Research methodology 

 

Proposed model of the study 

 

The authors’ have decided to adopt the following model (figure 1) for the study. The proposed model has been 

derived from the existing review of the literature. 

 

 

Development of instrument 

The items of five variables (taste, price, serving style, vendors/restaurant satisfaction, and recommendation to 

revisit) were set base on previous relating studies and measured by Five-point Likert scale as follows (refer to 

table 1 for more details on sources).  

 

Table 1: Item code, items, and sources  of scale 

Item code items (in details) Source 

Taste     

TASTE1 “Food is very tasty”   

Jaswal et al. (2013) 

Björk, & Kauppinen-

Räisänen, (2019) 

TASTE2 “The aroma of served food always fresh” 

TASTE3 “The quality of food is stable and consistent” 

TASTE4 “The taste of local foods is unfamiliar with my routine eating 

preferences” 

TASTE5 “There is a good variety and diversity of local food choices” 

Price     

PRICE1 “Price is rational”   

Tan, Oriade, & Fallon, 

(2014) 

Nguyen, Dang, & Ngo, 

(2019)  

PRICE2 “Food is value for money” 

PRICE3 “Bills offered were always correct” 

PRICE4 “All customers are equally treated in term of price” 

Serving 

style 

    

SERVING1 “The food venue is well located and a clean place”   

Jaswal et al. (2013) SERVING2 “Speed of service is maintained even during a busy time” 

Taste 

Price 

Serving style 

Vendor 

satisfaction 

recommendation 

to revisit 

H01 

H
0
2 

H
0
3 

H
0
4 

Figure 1: Proposed model of the study (source: Authors) 
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SERVING3 “I feel relaxed in the food venue or restaurant settings” Björk, & Kauppinen-

Räisänen, (2019). 

  

  

SERVING4 “I have been served exactly what I ordered” 

SERVING5 “Table setting & serving offer a unforgettable memorable 

experiences” 

Vendor 

satisfaction 

    

VENDSAT1 “Vendors/restaurant staff is friendly”   

Tan, Oriade, & Fallon, 

(2014) 

  

  

  

VENDSAT2 “Vendors/restaurant staff assure to correct something wrong” 

VENDSAT3 “Vendors/restaurant staff is willing to explain menu items, 

ingredients or method of cooking” 

VENDSAT4 “Vendors/restaurant staff is sensitive to individual needs” 

VENDSAT5 “Vendors/restaurant staff doesn't pressure me in decision making” 

Revisit 

Intention 

    

REVINT1 “How likely would you choose Crete again for one of your 

upcoming trips?” 

Lertputtarak (2012) 

Luna-Cortés (2018) 

 

  

  

REVINT2 “How likely are you willing to recommend local food in Crete for 

your families and friends?” 

REVINT3 “How likely are you willing to recommend Crete as a tourist 

destination for your families and friends?” 

 

Data collection and sampling 

 

The data was collected during the pandemic time, from December 2020 to March 2021. To safeguard the 

participants and research teams’ health an online survey was conducted. The main condition of survey was, only 

those can participate who have ever visited Crete, Greece. A big number of foreign tourists with various 

nationalities and tourism purposes was targeted and achieved (refer demographic charts for details). 700 emails 

were sent and three gentle reminders were also sent to the participants and in total 612 participants have filled 

the questionnaire. After checking for missing values and outliers, 527 responses were found usable. This 

represent more than 75% response rate, which is considered good enough for studies in social science. Online 

questionnaire has helped us to get more responses.  

 

Data analysis 

 

Demographic representation of the data 

 

Figure 2 indicates that out of the total participants 71% belongs to the female category, whereas 28% belongs to 

the male category. Less than 1% participants do not prefer to state their gender. They might belong to 

transgender community or it is possible by mistake also. 

 
Figure 2: Representation of  gender for participants 

Most of participants of the study belongs to the mature age groups. Age group of 46-55, 56-65 and 65+ does 

have 29%, 32%, and 25% representation respectively. Middle age groups, i.e. 36-45 and 26-36 years have got 

lesser representation. Whereas, Junior age group belongs to 18-25 years has got least representation to the 

survey. 
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Figure 3: Representation of  different age groups  for participants 

Looking at annual income groups of the participants, each category has got a good coverage. Majority of the 

representation belongs to the lower income groups. It can also be observed that higher income has got lesser 

coverage.  

 
Figure 4: Representation of  annual income  for participants 

Considering the nationality of the participants, most of the participants are Greek, followed by German, Belgian, 

Portuguese, Finland, Irish, and so on. There is long list of participants from different nationalities (see figure 5 

for details). 

 

Item-wise descriptive statistics of scale 

 

Careful inspection of table 2, suggest that the total sample size 527. Minimum value is 1 and maximum value is 

5. Normality scores of Shapiro-Wilk suggests that the data retrieved is normally distributed and suitable for any 

further parametric analysis.  

Out of five statements of taste four have mean score more than 4, which indicates that most of the tourists seems 

to be satisfied, in terms of taste. The fourth item which is unfamiliarly with the taste, indicates the low mean 

score, which suggests the tourist have found similar tastes as of their country of origin.  

Tourists have found price is quite satisfactory and relevant to their cost estimates. Out of four items of price, all 

items have got mean score more than four. Items of serving styles has got more than four mean score, except 

one. However, speed as one item is very close to four, which indicates near to agree point. All the five items of 

vendor satisfaction are leading towards strongly agree. All four items of recommendation and revisit intention 

are again leading towards strongly agree, except one. This item is “Is Cretan local food a main reason for you to 

revisit Crete?” probably people have different primary objectives to visit Crete region and this is quite obvious 

(refer table 2 for more details).  

Table 2: Sample size, minimum value, maximum value, item-wise mean, standard deviation, and normality 

scores of items 

  N Minimum Maximum Mean 
Standard 

deviation 

Shapiro-

Wilk W 

Shapiro-

Wilk p 

taste_tasty 527 1 5 4.63 0.744 0.555 < .001 

taste_fresh 527 1 5 4.41 0.822 0.709 < .001 

taste_quality 527 1 5 4.23 0.922 0.778 < .001 

Figure 5: Representation of  different nationalities  for participants 
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taste_unfamilier 527 1 5 2.7 1.39 0.882 < .001 

taste_variety 527 1 5 4.45 0.862 0.669 < .001 

price_reasonable 527 1 5 4.38 0.88 0.704 < .001 

price_wmoney 527 1 5 4.43 0.89 0.67 < .001 

price_billing 527 1 5 4.28 0.978 0.736 < .001 

price_equal 527 1 5 4.25 1.05 0.728 < .001 

serving_venue 527 1 5 4.38 0.959 0.686 < .001 

serving_speed 527 1 5 3.84 1.1 0.858 < .001 

serving_relaxed 527 1 5 4.51 0.912 0.594 < .001 

serving_order 527 1 5 4.35 0.968 0.704 < .001 

serving_table 527 1 5 4.15 1.01 0.787 < .001 

vendor_friendly 527 1 5 4.53 0.93 0.567 < .001 

vendor_correct 527 1 5 4.38 0.962 0.681 < .001 

vendor_menu 527 1 5 4.39 0.969 0.672 < .001 

vendor_sensitive 527 1 5 4.27 0.991 0.739 < .001 

vendor_pressure 527 1 5 4.44 0.965 0.633 < .001 

reccom1 527 1 5 4.62 0.949 0.449 < .001 

reccom2 527 1 5 4.6 0.972 0.467 < .001 

reccom3 527 1 5 4.62 0.943 0.452 < .001 

reccom4 527 1 5 3.61 1.2 0.88 < .001 

 

Reliability analysis 

 

For establishing reliability of the scale, Cronbach’s Alpha (α) was calculated for each construct (combination of 

items). As per the latest trend, McDonald's omega (𝜔) was also calculated for checking the consistency of each 

factor resulted out of the analysis. The new generation methodologists and statisticians have cautioned that 

Alpha is not a perfect measure of reliability. Whereas, the more generalisable form of reliability is McDonald's 

omega (𝜔) (Hayes, & Coutts, 2020). 

All the constructs have found reliable as all individual constructs and overall scale has got Alpha and Omega 

values more than (>)0.7. Only one construct named “taste” has got the least value, as all the items in this 

construct were adopted from different sources.  

 

Table 3: Reliability scores 

  Cronbach's α 
McDonald's 

ω 

Taste 0.75 0.847 

Price 0.912 0.915 

Serving style 0.94 0.942 

Vendor 0.965 0.965 

Recommendation 0.915 0.941 

Overall 0.967 0.973 

Correlation Heat map 

 

For establishing interrelationship between items, a correlation heat map was drawn. Each square shows the 

correlation between the variables on each axis. Correlation ranges from -1 (extremely red) to +1 (extremely 

green). The diagonals are all 1/dark green because those squares are correlating each variable to itself (so it's a 

perfect correlation). For the rest the larger the number and darker the color the higher the correlation between 

the two variables. The plot is also symmetrical about the diagonal since the same two variables are being paired 

together in those squares. In figure 6, all the square are green shades, which indicates a positive relationship in 

all the items.  



 

42 
 

 
Figure 6: Correlation heatmap of all the items 

 

Establishing relationship (regression analysis) 

 

A thought of considering all the assumptions check was accepted by the researchers (Kaurav, Prakash, 

Chowdhary, & Verma, 2015). i) measurement of variables: All the variables of the present study (under 

consideration of this investigation) has been measured on continuous scale, i.e., Likert type scale. ii) linear 

relationship between variables: Heat map of the correlations has proved that the variables have linear 

relationship between them. One to one relationship within the variable is considered linear. iii) no significant 

outliers: Outliers detection was done, in the beginning of the analysis and all the possible outlier were removed 

before the analysis was processed. iv) Independence of observations: The observations of all variables were 

independent enough. As the value of Durbin-Watson is very near to 2, which is 1.83. It indicates the 

independence of observations utilized for this study. v) Homoscedasticity of data: table of correlation values 

(not reported in the paper) have shown the homoscedasticity of the variable fall within UCL and LCL. vi) 

residuals (errors) of the regression line: two types of diagram histogram (with a superimposed normal curve) 

and normal p-p plot were drawn and found that residuals of the regression line were approximately normally 

distributed. 

It was found the data collected for this study is satisfying all the assumptions, therefore, linear regression is 

interpreted further. Table of model fit measures has come up with one model where R=0.978, which suggest 

very high correlation among the variables, which has been discussed in details. R2=0.956, indicated that all four 

independent variables (taste, price, serving style, and vendor satisfaction) explains 95% of variance of revisit 

intention and recommending to other tourist also, which is surprisingly satisfying all the needs in this case. 

Model of relationship is best fit. 

 

Table 4: Model fit measures of regression analysis 

Model R R² DW Statistic 

1  0.978  0.956  1.83  

Coefficient table indicated prediction of revisit intentions and recommendation from the tourists. It also 

determines how all the factors contributes significantly (p<.001 or p<.05) to the model. 

recommendation to revisit = 0.68 + 0.22 (taste) + 0.15 (price) + 0.22 (serving) + 0.39 (vendor) 
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Table 5: Model Coefficients - RECCOM 

Predictor Estimate SE t p 

Intercept  0.6868  0.1544  4.447  < .001  

TASTE  0.228  0.0587  1.360  < .05  

PRICE  0.153  0.0466  0.328  < .05  

SERVING  0.2165  0.0594  2.633  < .05  

VENDOR  0.3949  0.0549  10.835  < .001  

Finally, the authors have decided to analyze path diagram, with covariance of all the factor. The path diagram 

has verified the relationship identified in regression analysis tables earlier. There are very less changes in the 

overall analysis.  All the independent variables are satisfying and co-variating with the good beta values. The 

total model is able to explain more than 95% of the phenomenon. The drawn model is satisfying all the needs of 

structural equation modelling, reliability and validity related concerns (Mehra, Paul, & Kaurav, 2020).  

 

  

Conclusion and Discussion 

 

UNWTO reports in 2012 and 2018, food tourism obtains significant market trends. Food tourism is the most 

dynamic and creative segment of tourism. There exists a highly close relationship between food and tourism, 

which has raised deep interest among researchers. Local food and beverages are produced in local places 

signifying the local identity. Local foods are great representatives of the community regarding social, 

environmental, cultural, historical, and economic aspects. In terms of personal effect, food is the obligatory 

energy source for body functions and influences tourists' offering better travel experience.  Back to the page 

your local food attraction page. Introduction: Tourism is considered a driving force for local, regional, and 

national development by increasing foreign tourist arrival, resulting in destinations' receipts, income, 

employment, and revenues (Chen & Tsai, 2007). 

The paper indicates that vendor satisfaction has score highest for a positive relationship with revisit or 

recommendation intentions. The taste and serving style has scored nearly same and predicted the 22% and 21% 

of revisit or recommendation intentions. Surprisingly, price has got the lowest score. The reason may be, on 

Figure 7: Path diagram of all established relationships 
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holiday, when they have spent enough amount the amount spent in food seems to be minimal. According to one 

of the economic principles, minimum sacrifices has to be made for tasting a good local food.  

 

Limitations and future directions for the research 

 

Most of the quantitative type of studies does have a limitation of sample size. With the present sample size, 

generalization is quite challenging. Therefore, researchers recommend to use larger sample size in future 

studies. Some advanced tools can also be utilized for the further analysis. Which may reveal the more interesting 

insights.  
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Abstract: 

The current study builds on the work of Kaplanidou et al. (2012) regarding the destination image of recurring 

sport events and its impact on active sport tourists’ consumer outcomes. The event under investigation is a 

mountain-running event, which is taking place every summer in Northern Greece, a destination that largely 

deviates from the 3S (sun, sea, and sand) summer tourism. 

The research findings from the survey completed by 629 participants, confirm previous academic studies, which 

demonstrated that the destination image positively affects both the positive word-of-mouth and the behavioural 

intentions of active tourists. Moreover, it further pinpoints the specific destination image factors that relate to 

each of the consumer outcomes investigated. 

By this replication study, not only do we further validate the current knowledge, but we also provide support for 

the generalizability of the destination image measures, as they are tested in a different yet similar sport context, 

a different cultural context, a different geographic location and after a substantial time interval.  

Finally, this study extends the academic literature as it explores the consumer outcomes, not only for the event 

and the destination as a vacation resort, but also as a sport tourism destination. 

 

Keywords: recurring sport events, destination image, active sport tourism, consumer outcomes, loyalty, WOM 
 

1. Introduction 

 
The tourism industry is one of the most hard-hit industries by the COVID-19 pandemic, with the global change 

in travel and tourism revenues having noted a yearly 42.14% decline, dropping to $396.40 billion in 2020 

(Statista, 2021). Countries like Greece, which largely rely on tourism, watched the respective industry revenues 

falling by 61.15% from 38.10$ to 14.80$ billion (WTTC, 2021). Future projections are not optimistic either, 

indicating opportunities that are relevant to extended tourist periods beyond summer and developing alternative 

forms of tourism (Euromonitor, 2020). 

Sport tourism is an alternative form of tourism, valued at which, based on the evidence by the World Tourism 

Association, accounts for 12.12% percent of the overall global tourism market, while in the developed countries 

it represents 20% of the total tourism revenues (GTP, 2019). In the US, the sports-related travel spending 

presented a five-year growth of 16.70% and reached approximately 45.1$ billions, split among transportation 

(27.70%), lodging (20%), food and beverage (19%), as well as entertainment (12.60%) and retail (11.30%) 

(Sports ETA, 2019). Europe is the largest sport tourism market forecasted to grow at a CAGR of 35% during the 

2019-2024 period (Vynz, 2020). The growth of sport tourism is evident also in countries like Greece, where its 

annual increase is reportedly estimated at 41- 45% (GTP, 2019). The country’s economy largely (20%) relies on 

the tourism industry (WTTC, 2021), and sport tourism is viewed as a market with a substantial incremental 

value (GTP, 2019). 

In certain sports, the effect is more obvious as reflected by the 300% growth in running events from 1990-2013, 

a fact that seems to correlate with the simultaneous increase in the population’s interest in sports like running 

and triathlon (Newland & Aicher, 2018). This is also evidenced in the context of smaller countries like Greece, 

with an average of over five sports events taking place each weekend of the year, with running being the most 

popular sport (GTP, 2019). Still, the increase in the number of events coincided with a 16% decline in running 

participation (Lianopoulos, Theodorakis, Alexandris, & Papanikolaou, 2021). Consequently, while the sport 

tourism market is lucrative and with a high growth potential, the external environment for specific contexts 

includes threats, i.e., the competition across events becoming more intense, the declining participation and the 

COVID-19 repercussions. To this end, acquiring and maintaining the customer base becomes a challenge, 
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therefore the need for up-to-date customer insights on the consumption patterns of sport tourists becomes urgent 

and imperative. 

 

2. Literature Review  

2.1 Sport Tourism 

Although, sport tourism has its roots in Ancient Greece, and the 10th century BC, when Greeks were travelling 

to either participate or watch the Ancient Greek Games, the academic definition of the concept required 30 

centuries of work until the 1990’s, when it started trending as the topic of academic discourse (Gibson, 1998). 

For this study we adopt the well-cited definition found in the seminal work of Gibson according to which, sport 

tourism is any “leisure-based travel that takes individuals temporarily outside of their home communities to 

participate or watch in physical activities, or to venerate attractions associated with physical activities” (1998, p. 

49).  

In this study, we refrain from sport tourism typologies regarding that distinguish between (i) holiday versus non-

holiday, (ii) organised versus independent, (iii) high versus low motivations, (iv) single versus multiple sport 

holidays, or (iv) typologies that build on the basis of the tourism domain, i.e. outdoor, hallmark, nostalgia and 

heritage, etc. (as discussed in Hinch & Higham, 2001) since those do not serve the scope of the specific study 

and are not the central interest of research.  

What is within the scope of this paper and thus an important point for discussion is the passive versus active 

sport tourism, namely spectatorship vs. athletic participation. Active sport tourism was initially “associated with 

participating in sport while on holiday/vacation” denoting the “behavior of physically taking part as an ‘athlete’ 

” (Gibson, Lamont, Kennelly, & Buning, 2018, p. 83) and encompassing activities like (i) golf and skiing while 

on vacation, (ii) participating in organized events and (iii) adventure tourism activities, e.g. hiking and canoeing.   

2.1 Destination Image 

 

Destination image is a marketing term that characterizes the field of tourism (Hinch & Kono, 2018) that stands 

for the “measure of the impressions or perceptions associated with a destination” (Kaplanidou, & Gibson, 2010, 

p. 167).  Similarly, to the broader umbrella term of brand image, destination image may involve product 

(sightseeing opportunities) and non-product related associations (sport event characteristics), or else perceptions 

about the destination as held in consumer’s memory (Keller, 1993), a framework which has been successfully 

applied to various sports properties (Bauer, Sauer & Schmitt, 2005, Zarkada & Tzoumaka, 2020). The term is 

multi-dimensional and comprises three components to include cognitive, affective, and conative characteristics 

(Kaplanidou, Jordan, Funk, & Ridinger, 2012), while Zhang, Fu, Cai and Lu (2014) in their meta-analysis 

detached the conative characteristics from the destination image concept, addressing those as dependent 

variables, the behavioural outcomes. 

 

The effect of destination image in the sport tourist behavioural outcomes of active sport tourists have been 

documented (Kaplanidou & Vogt, 2007; Kaplanidou, & Gibson, 2010; Kaplanidou, et. al, 2012) and further 

confirmed by the work of Zhang, Fu, Cai and Lu (2014), all of which agree that the destination image positively 

affects the consumer behaviour either in the form of positive WOM communication or behavioural intentions. 

The latter is a particular important aspect in sports event management because it is common marketing 

knowledge that the cost of customer acquisition is six times greater than retention (Fetchko, Roy, & Clow, 

2016). 

 

In our study, we follow the call for further research by Kaplanidou, et. al (2012) for additional case studies, for 

further validation of the results, as well as the one by Zhang, Fu, Cai and Lu (2014) for further use of multiple-

item scales enhance the validity and reliability of the initial findings. We thus replicate the study of Kaplanidou 

et. al (2012) in a different yet similar sport context (Half Marathon/ Marathon versus Mountain Running), 

different cultural context (US versus Greece), different geographic location (Miami, Florida versus a mountain 

village in Epirus, Northern Greece). 

 
3. Research Hypotheses 

 

Based on the above the following six hypotheses of the study were formulated: 

H1: Destination image factors will predict active sport tourists’ likelihood to engage in positive word-of-

mouth communications about the event. 
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H2a: Destination image factors will predict active sport tourists’ likelihood to engage in positive word-of-

mouth communications about the destination for vacation; 

H2b: Destination image factors will predict active sport tourists’ likelihood to engage in positive word-of-

mouth communications about the destination for sport/recreation activities; 

H3: Destination image factors will predict active sport tourists’ behavioral intentions to participate in the 

event in the in the following two years; 

H4a: Destination image factors will predict active sport tourists’ behavioral intentions to revisit the 

destination for vacation in the following two years; 

H4b: Destination image factors will predict active sport tourists’ behavioral intentions to revisit the 

destination for sport/recreation activities in the following two years; 

 

4. Methodology 

 

To explore the abovementioned research questions, we used a self-administered questionnaire. The instrument 

included all items from the four destination image factors for Active Sport Tourists (1) quality of experience, (2) 

attractions, (3) event characteristics, and (4) destination atmosphere, as well as the behavioural intention and 

WOM items adapted from Kaplanidou et al. (2012) in the form of 7-point Likert scales. To the latter we added 

positive WOM and behavioural intentions, to the destination not for leisure vacations, but for active sports 

tourism vacation. The collaborative and iterative approach was followed (Douglas & Craig, 2007) to secure the 

conceptual equivalence of every instrument originally written in English and thus requiring adaptation to the 

Greek language. The instrument was pilot tested, both face-to-face and electronically, and after all the necessary 

corrections (typing errors, use of more understandable expressions, aesthetics and question progressing etc.), the 

final version was uploaded on Google Forms®. 
 

The context was set to a mountain-running event, taking place at Epirus, a peripheral tourism destination located 

in the northwest of Greece, which is the most popular destination for a variety of mountain and river-related 

winter and spring activities, but far from the top summer destinations, which is the period that it took place (23-

25 July). 

 

Approximately 2,600 registered participants would receive an email invitation through the organizers’ 

newsletter with the survey URL address. The email also communicated the incentive, a lottery prize, more 

specifically one 50€ gift card from the largest Greek chain of technology and entertainment department stores, 

which the participants could win, if they completed the survey and provided a valid email to get in the lottery 

draw. 

  

5. Results 

 

Overall, 629 fully usable questionnaires were gathered within 2 weeks of data collection, corresponding to a 

gross response rate of 23.10%, equivalent to the response rate of the typical email survey that includes a lottery 

(Deutskens, de Ruyter, Wetzels, & Oosterveld, 2004). The statistical software SPSS 25 was used for the data 

analysis. Regarding the description of the sample, the average age was 41.68 y.o. (min 19 – max 67), with 

75.50% being males and 22.10% being females. Regarding the educational status, 17% were currently students, 

27% had completed undergraduate studies, and 32.50% had completed postgraduate studies, while 96.20% were 

employed at the time of the survey. In terms of family status, 30.80% were single and 61.8% were married or 

cohabitating, the average number of children was 1.07 and the respective monthly household income was 

1,588.41 €.  85.10% of the respondents, declared to have travelled to the event with company. Of those, 74.6% 

were travelling with friends and/or other athletes (70.70%), spouses/companions (63.30%), while for some 

respondents the participation was a family activity, with their child(ren) (40.70%), sibling(s) (23.80%) or 

parent(s) (21.10%). Finally, 77.90% of the participants were COVID19 vaccinated, and the overall mean score 

regarding how concerned the sample was regarding the COVID19 repercussions was 5.02/7 (SD=1.67). 

 

All four factors exhibited of the destination image scale exhibited high reliability as exhibited by the coefficient 

alpha scores, which were well above .76, the average coefficients alpha score in marketing scholarship 

(Peterson, 1994) and even higher than the equivalent scores noted in the initial study of Kaplanidou et. al 

(2012), more specifically quality of experience α= .95, attractions α= .93, event characteristics α= .92, 

destination atmosphere α= .95. 

 

We further conducted six regression equations, all of which were of statistical significance: 
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• Positive WOM about the event [F (4, 610) = 220.62, p<.001] with an R2 of .572 confirmed the 

hypothesis H1.  More specifically, it was found that of the four factors; attractions (β = .106, p<.05), 

event characteristics (β = .610, p<.001) and destination atmosphere (β = .124, p<.05) predicted positive 

WOM about the event. 

• Positive WOM about the destination for vacation [F (4, 611) = 187.90, p<.001] with an R2 of .549 

confirmed the hypothesis H2a. More specifically, it was found that of the four factors only attractions 

(β = .313, p<.001) and event characteristics (β = .097, p<.05) and destination atmosphere (β = .331, 

p<.001) predicted positive WOM about Zagori as a vacation destination. 

• Positive WOM about the destination for sport/recreation activities [F (4, 611) = 135.34, p<.001] with 

an R2 of .466 confirmed the hypothesis H2b. More specifically, it was found that of the four factors 

attractions (β = .329, p<.001), event characteristics (β = .266, p<.001) and destination atmosphere (β = 

.179, p<.005) predicted positive WOM about Zagori as a destination for sport/recreation activities. 

• Βehavioral intentions to participate in the event in the in the following two years [F (4, 613) = 142.92, 

p<.001] with an R2 of .479 confirmed the hypothesis H3. More specifically, it was found that of the 

four factors, event characteristics (β = .552, p<.001) and destination atmosphere (β = .157, p<.005) 

were proved to be significant. 

• Βehavioral intentions to revisit the destination for vacation in the following two years [F (4, 612) = 

92.36, p<.001] with an R2 of .372 confirmed the hypothesis H4a. More specifically, it was found that of 

the four factors, quality of experience (β = .125, p<.05), attractions (β = .202, p<.05) and destination 

atmosphere (β = .261, p<.001) were proved to be significant.  

• Βehavioral intentions to revisit the destination for sport/recreation activities in the following two years 

[F (4, 610) = 65.43, p<.001] with an R2 of .296 confirmed the hypothesis H4b. More specifically, it was 

found that of the four factors, attractions (β = .225, p<.001) and event characteristics (β = .287, p<.001) 

were proved to be significant.  

 

6. Discussion 

 

The research findings from the survey completed by 629 participants, confirm previous academic studies, that 

documented that the destination image positively affects both the positive word-of-mouth and the behavioural 

intentions of active tourists (Kaplanidou & Vogt, 2007; Kaplanidou, & Gibson, 2010; Kaplanidou, et al., 2012; 

Zhang, Fu, Cai and Lu, 2014) Moreover, it confirms the findings of Kaplanidou, et al., (2012) by further 

confirming the specific factors and the ways those relate to each of the consumer outcomes investigated, WOM 

and repatronaging the event and the destination as exhibited in Table 1.  

 

Our study is fully in line with the results of Kaplanidou, et al., (2012), regarding (i) the likelihood to engage in 

positive WOM communications about the event, which is affected by the attractions, the event characteristics 

and the destination atmosphere; and (ii) the behavioral intentions to participate in the event in the in the 

following two years, which is  affected by the event characteristics and the destination atmosphere. 

 

Regarding the four dimensions of the destination image, it is the event characteristics that correlates with all 

consumer outcomes, which was also the case in the work of Kaplanidou, et al., (2012), with the exception of the 

WOM for the destination. Here we need to point out that in the present study the destination is a relatively 

popular winter destination in Nothern Greece, the standalone value of which, is not considered as equivalent to 

the magnitude of Miami, the destination under study by Kaplanidou, et al., (2012). The destination atmosphere 

proved to be also a relevant factor for all case besides repatronaging the sports destination, fully confirming 

previous research (Kaplanidou, et al., 2012), while attractions proved to be mostly relevant to communication 

benefits. Kaplanidou et al (2012) have connected it to revisiting the destination for vacations. As with 

Kaplanidou, et al., (2012), our study further confirms that the quality of the experiences may be a predictor only 

for the intention to revisit the destination for vacation. 
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Table 1: Summary of Hypotheses Testing  
# Behavioural Intention Quality of 

Experience 
Attractions Event 

Characteristics 
Destination 

Atmosphere 
H1 Likelihood to engage in positive WOM 

communications about the event. 

not supported  supported supported supported 

H2a Likelihood to engage in positive WOM 

communications about the destination for 

vacation; 

not supported supported supported supported 

      

H2b 
Likelihood to engage in positive WOM 

communications about the destination for 

sport/recreation activities 

not supported supported supported supported 

H3 Behavioral intentions to participate in the event in 

the in the following two years 
not supported not supported supported supported 

H4a Behavioral intentions to revisit the destination for 

vacation in the following two years 
supported not supported supported supported 

H4b Behavioral intentions to revisit the destination for 

sport/recreation activities in the following two 

years 

not supported supported supported not supported 

 
The value of this research lies in the fact that by replicating the previous study, not only do we further validate 

the current knowledge, but we also provide support for the generalizability of the destination image measures. 

This is because the initial multi-dimensional destination image measure is tested in a different yet similar sport 

context, a different cultural context, a different geographic location, and a substantial time interval between the 

initial research and its replication.  

 

Finally, this study extends the academic literature as it explores an additional consumer outcome, the 

communication and potential loyalty for a sport tourism destination. 
 
7. Implications  

 

Regarding the practical applicability, the results of this study are relevant to policy makers (government, 

prefecture and district officials) as well as destination and event marketers. 

 

At the policy making level, it is already known that destinations need to create a year-round destination image 

that will reduce on high-season tourism to pursue a long-term recovery (Euromonitor, 2020). To be able to do 

this, they need to address the causes of seasonality, i.e. natural ones (length of day, cloud cover, climatic and 

environmental temperature, etc.) and institutional ones (i.e., different calendar events) (Alshuqaiqi & Omar, 

2019; Runko Luttenberger & Gudelj, 2019). We hereby propose, that the organization of sport events in low-

season periods should become a priority for countries like Greece. This exhibited by the findings of our study, at 

Zagori, an area in Epirus, popular for its winter leisure tourism, and for the sports tourism activities it may offer 

during fall or spring. The specific mountain running event, which started with approximately 200 participants, 

and scaled up to tenfold its registrations to 2,600 runners from 27 countries (TornosNews, 2021) is a benchmark 

for active sports tourism.  

 

At the level of event marketing, the managers of recurring sports events shall safeguard the quality of the event 

characteristics, the single factor that affects consumer responses at all levels, but also the only one that is fully 

controllable by the organizers. Propositions include additional promotion of the event to maintain its high status 

of the event, invitations to renowned mountain runners to maintain the high level of competition, affordable 

registration fees, or increasing the value of the kits and/or additional services, i.e. meals, etc. to preserve the 

positive balance between the value of the experience for the money that participants sacrifice. 

 

Furthermore, and based on the present findings, destination managers shall work with the local authorities to 

work towards some interventions regarding the destination atmosphere. While the likelihood of good weather is 

not a controllable factor, the pleasant atmosphere, the ease of travel and the personal safety are factors the 

improvements of  which can be important and proven to be relevant for the vast majority of the event and 

destination outcomes.  
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7. Limitations & Further Research 

 

The present study is limited to the context of a single country, a single sport tourism destination, a single sport, 

to its replication character and the fact that it is cross-sectional. Still, it is impressively aligned with the findings 

of the initial work by Kaplanidou, et al. (2012) that took place in a substantially different setting.  

 

This study has explored the effect of the destination image regarding the consumer outcomes following sports 

events, with the focus being on active tourists. One direction for future research is the passive tourists’ 

viewpoint. Moreover, sports events are reported to affect positively their hosting destinations in terms of 

economic impacts, i.e. the contribution to employment and income and non-monetary impacts such as welfare 

of local people and positive social effects, i.e. increased community interest in sport and tourism, the 

development of pride felt by locals as a result of their city. It can also increase the marketing power of the 

destination, i.e. with destination branding benefits as well as event production extensions, such as sports clinics, 

educational training programs, philanthropic/social causes, etc. Therefore, examining the destination image 

effect on the economic impact, the community interest as well as its interrelation with the social would be a 

potential direction for research.  
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Abstract:  

The purpose of this study was to explore how hotel brand experiences impact guests' satisfaction, and under 

which conditions this applies. Brand experiences have been more discussed in the literature over the last 

decade, however most discussions have evolved around products and services such as banking and telecom 

services. There has been less focus on studying the effects of brand experiences in contexts that are relevant to 

the tourism industry, such as in e.g., events, hotels and tourism brands in rural areas (Khan & Rahman, 2017; 

Nysveen, Oklevik & Pedersen, 2018). This study applies five dimensions of brand experiences, respectively 

the sensory, affective, cognitive, behavioral and relational dimensions (Brakus, Schmitt & Zarantonello, 2009; 

Nysveen, Pedersen & Skard, 2013). The context of the study is a rural hotel in Western Norway.   

 

Previous research shows that brand experience has a positive influence on brand satisfaction, as well as brand 

knowledge, brand loyalty, brand personality, word of mouth and customers intention to revisit (Brakus et al., 

2009; Manthiou, Sumarjan & Tang, 2016; Khan & Rahman, 2017, Nysveen et al, 2018). Brakus et.al. (2009, p. 

53) conceptualize brand experience as “subjective, internal consumer responses (sensations, feelings and 

cognitions) and behavioral responses evoked by brand-related stimuli that are part of a brand’s design and 

identity, packaging, communication, and environments”. This definition highlights four dimensions of brand 

experiences; the sensory, affective, cognitive and behavioral brand experiences. The sensory dimension is 

equivalent to previous research such as in Holbrook & Hirschman (1982), while the cognitive, affective and 

behavioral dimensions are equivalent to research from Pine & Gilmore (1998) and Verhoef, Lemon, 

Parasuraman, Roggeveen, Tsiros & Schlesinger (2009). Brakus et al. (2009) encouraged research on the 

experience scale, as many experiences, specifically highlighting experiences in the service industry, extend 

over time. This has previously been studied in research by Nysveen, Pedersen & Skard (2013) and Nysveen et 

al. (2018).  

 

This study is based on a total of five different experience dimensions: sensory, affective, cognitive, behavioral 

& relational brand experiences. In addition to Brakus et al. (2009) four dimensions of brand experiences, the 

dimension relational experience has been studied, inspired by research from Nysveen et al. (2013) and 

Nysveen et al. (2018). Nysveen et al. (2013) argues to have found strong empirical support for the relevance of 

including relational experiences when service brands, such as hotels, are being studied. By building strong 

relations to customers, service brands may benefit from loyal customers and positive word of mouth, which 

again leads to increased sales.   

 

The sensory dimension of brand experience captures the degree to which the brand appeals to the customers 

mailto:eli.kristin.nytun.leirdal@hvl.no
mailto:gurid.gjostein.karevoll@hvl.no
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senses and the brand’s impression on consumers. Affective experience reflects the sentiments the brand 

induces, the feelings and emotions toward the brand. The cognitive experience refers to the level of curiosity, 

thinking and problem-solving stimulated by the brand, while the behavioral experience captures the degree to 

which the brand is action-oriented and stimulates physical action and behavior. The last dimension, relational 

experience, captures the feeling of being part of the brand “family”, and the degree of feeling belongingness to 

a brand community (Nysveen et al., 2013).  

  

The context of this study is Knutholmen, a family-owned hotel with long traditions in hospitality, located in 

the small fishing village of Kalvåg in Western Norway. The hotel offers activities that to a large degree are 

based on the cultural and natural heritage of the small village, such as guided fishing experiences, historical 

walks, hiking experiences, coastal-based food experiences etc. The study is based on a survey of former guests 

at Knutholmen. The data was collected by one of the authors in 2017 using the online survey and feedback 

solution QuestBack. The online survey was sent to email addresses, given by the hotel, to former guests. 

Altogether, 124 former guests answered the questionnaire (n=124). The respondents hold the mean age of 54,5 

years, responded by respectively 62,1% men and 37,9% women. Most respondents (45,2%) held a higher 

education degree of four years or more, 29,8% held a higher education degree of 1-3 years, whilst 24,2% had 

high school and 0,8% of the respondents had primary school as their highest achieved educational level. In the 

questionnaire, we also asked if the respondents had participated in activities involving walking during their 

stay at Knutholmen or not. The category walking involves different type of activities. Examples of these 

activities are hiking trails and a stairwell trail, as well as guided and unguided walks around the local town. 

Out of 124 respondents, 95 did walk, 29 did not.  

  

Results from the study show that among the five dimensions of brand experiences (sensory, affective, 

cognitive, behavioral & relational), it was only the sensory and relational experience dimensions that had a 

significant effect on the guests' satisfaction. This is in line with previous research which indicates that the 

different dimensions of brand experiences are evoked differently by various brands (Brakus et al., 2009). The 

significance of the sensory dimension on satisfaction may be related to the offered activities, most where the 

guests have a co-creational role and where basic senses (touch, sight, hearing, smell and taste) are somewhat 

utilized during the experiences. Further, the significant result of the relational dimension on satisfaction, which 

includes the feeling of belonging to the community created by Knutholmen, can also be related to the co-

creational perspective of experiences provided at Knutholmen. Result also show that the activity walking helps 

to enhance the guests' experiences of Knutholmen as a brand as guests that walk (historic walks, self-

exploring, guided hikes etc.) are overall more satisfied with their stay.  

 

These results shows that the facilitation of walking is important in accordance to giving the hotel guests’ 

experiences that contribute to a greater degree of satisfaction when visiting. This is in line with results from 

Brakus et al. (2009), Manthiou et al. (2016), Khan & Rahman (2017) and Nysveen et al. (2018) which states 

that brand experience has a positive influence on brand satisfaction, in addition to a positive effect on brand 

knowledge, brand loyalty, brand personality, word of mouth and revisit intention. Satisfied guests contribute 

with positive word-of-mouth and can thus function as a valuable recruitment source for future hotel guests, as 

well as former guests’ revisiting the hotel.  

To investigate how walking influences the impact of brand experiences on guest’s satisfaction, the sample was 

split into two subsamples. One sample (n=95) included respondents who walked during the stay at 

Knutholmen. The second sample (n=29) did not participate in activities involving much walking. The results 

showed that there was no effect of the five brand experiences dimensions on guest’s satisfaction in the no 

group sample. The sample representing walking guests (n=95), showed somehow different effects. First, the 

impact of sensory and relation were positive and significant as in the aggregated sample (β senses = 0,619, 

p<0,001, β relation = 0,290, p<0,001). Thus, our result show that the impact of brand experiences on guest’s 

satisfaction depends on guests having participated in walking activities in the surrounding area of Knutholmen. 

This study contributes to previous literature by showing how brand experience impacts guest satisfaction in a 

context of a rural hotel in Western Norway. 
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Abstract 
 

The factors that influence Customer Experience (CX) have been extensively investigated in the past through 

various research approaches and perspectives. Similarly, several research attempts have underlined the critical 

role of storytelling as a business strategy and practice that positively affects customer behaviour. The evolving 

nature of CX, however, call for continuous research attempts towards further exploring the factors that either 

directly of indirectly affect this critical variable. Responding to this research need, this conceptual paper 

thoroughly reviews the factors that affect CX and reports key theoretical and practical insights on the promising 

role of storytelling in the context of strategic marketing planning. Then, the paper attempts to theoretically 

document the important role of storytelling on CX through the development of an integrated theoretical model 

that conceptualizes and theoretically justifies all the potential relationships between storytelling and CX. 

Directions for future research on that topic are provided at the end. 
 

Keywords: Customer Experience, Storytelling, Conceptual Model 

 

1. Introduction 

 

Customer Experience (CX) in the evolving context of Omnichannel Retailing increasingly attracts the attention 

of both academia and businesses during the last years (Sfakianaki et al., 2020). Many research studies have 

attempted to conceptualize and empirically test the factors that affect CX. Positioned in the CX domain, Verhoef 

et al. (2009) conceptual model provides an integrated theoretical framework regarding the determinants that 

affect CX. Specifically, the model includes factors that influence customer experience (e.g. retail atmosphere, 

assortment, price, customer experiences in alternative channels) that had been investigated by previous studies 

(e.g., Dorotic et al., 2008; Ailawadi et al., 2009; Kopalle et al., 2009; Mantrala et al., 2009) and also new ones 

(e.g. social environment, service interface, retail brand, customer experience dynamics, customer experience 

management strategies). However, the evolving consumer behaviour patterns along with the unprecedented 

introduction and diffusion of technology innovations call for continuously exploring the nature of the CX 

phenomenon through various research perspectives and approaches.   

Elaborating on these evolutions, the present study aims to investigate the role and the effects of storytelling 

on customer experience.  Storytelling is a fairly widespread phenomenon which raises the interest of both 

researchers and practitioners studying its implications for both businesses and customers (e.g. Marrone, 2020; 

Brown & Kerrigan, 2019; Hamelin et al., 2020; Mucundorfeanu, 2018). The objective of the present study is to 

explore the role of storytelling in the context of the Verhoef's et al. (2009) conceptual model through various 

perspectives. More specifically, reviewing relevant theoretical insights and business practices, the paper 

mailto:emsfakian@aueb.gr
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develops a conceptual model depicting the potential relationships between storytelling and CX either indirectly 

(i.e. through the CX determinants) or directly to CX. Also, the conceptual model treats storytelling as a potential 

moderator of the relationships presented in the model (e.g. whether storytelling determines the effects of CX 

factors on the customer experience itself). Finally, the model depicts the direct influencing power of storytelling 

on consumer attitude.  

The rest of the paper is structured as follows. Section 2 includes the review of the literature on CX and 

storytelling with emphasis on the discussion of relevant business practices. Then, section 3 attempts to 

conceptualize the relationships between storytelling and CX through the development of an integrated 

theoretical framework. Finally, section 4 provides some directions for future research as derived through the 

discussion reported in the previous sections.  

 

 

2. Theoretical background  

 

2.1 Customer Experience 

 

Both companies and academics have recognised Customer Experience as a very important element of the 

business-to-customer relationships (Bleier et al., 2019; Holmlund et al., 2020; Lemon & Verhoef, 2016; Shi et 

al., 2020) providing their own interpretation on this concept. Τhe available bibliography gives heaps of 

interpretations for this term. Indicatively, quite recently Schallehn et al. (2019, p.930) report that “The customer 

experience, which is a multidimensional construct focusing on the customer’s response to the interaction with 

the firm and its offering, encompasses the phases before, during, and after the consumption of the offering”.  

Gentile et al. (2007) state that customers, products and experiences combine the meaning of customer 

experience and create a set of interactions. Meyer and Schwager (2007, p. 118) analytically defined CX as “the 

internal and subjective response customers have to any direct or indirect contact with a company. Direct contact 

generally occurs in the course of purchase, use, and service and is usually initiated by the customer. Indirect 

contact most often involves unplanned encounters with representatives of a company’s products, service or 

brands and takes the form of word-of-mouth recommendations or criticisms, advertising, news reports, reviews 

and so forth.” Similarly, quite recently Becker and Jaakola (2020, p.630) defined CX as “customer responses to 

firm-related contact”, while Rajnish et al. (2017, p.642) state that “CX should be considered and treated as a 

holistic strategic process for customer value creation, diversification, customer satisfaction, loyalty and 

competitive advantage”.  

The interpretation of customer experience, however, is continuously changing over time mainly due to the 

radical changes dominating customers' behaviour and business strategies. Obviously, however, since companies 

continuously seek to deliver a great experience to their customers, the process of delivering such an experience 

is an ongoing struggle. To this end, the deep knowledge of the factors and the mechanics through which these 

factors can positively affect the customer experience is something that businesses and researchers are 

continuously looking for in order to effectively adapt to the rapidly changing market conditions. In this context, 

Walker, a customer experience consulting firm, notes in a report in 2020 that the customer experience will be 

the most important factor for brand differentiation by the end of this year. 

 

2.2 Conceptual Model of Customer Experience  

 

Verhoef et al. (2009) integrated conceptual model on CX (Fig. 1) includes factors either directly controlled by 

retailers or not (e.g. influence from reference groups, influence from technology). However, it should be noted 

that several of the model's variables and their effects on CX (e.g. retail store atmosphere, assortment, price and 

customer experiences in alternative channels) have been also discussed in prior research (e.g., Grewal et al., 

2003; Pan & Zinkhan, 2006; Verhoef et al., 2007).                                                                                                                                                                             

Verhoef et al. (2009) created a model with a holistic conceptualization of the customer experience 

employing different dimensions and instances. According to this model, the experience of a customer can be 

affected by many factors related to social environment, service interface, retail atmosphere, assortment, price, 

the experience in different channels, the retail brand, etc. Their study (as reflected in their conceptual model) 

concludes that the customer experience is cognitive, affective, social and physical and that it can be influenced 

by a series of factors such as other potential consumers that the customer socialize with, the comments of others, 

the beliefs of the various reference groups, the available technology, the design of a store or the website of a 

company, the music that a store plays, the quality of a product, the various promotions, the programs of the 

companies, the presence of many alternative channels and the popularity of the retail brand. In sum, the model, 

compared to existing knowledge, explored five new aspects (social environment, service interface, retail brand, 

previous CX, customer experience management strategy) as well as considered other factor categories derived 

from previous studies (retail atmosphere, assortment, price, customer experiences in alternative channels). 
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Finally, factors such as the type and location of a store, the culture of a company, the characteristics of 

customers (such as the innovation that distinguishes them from others), are presented as situation and customer 

moderators that can positively or negatively affect the relationship between the aforementioned factors and the 

customer experience. 

 

 
Fig. 1. Conceptual model of customer experience creation (Verhoef et al., 2009) 

 

 

2.3 Storytelling  

 

According to Sammer and Heppel (2015), storytelling is a very old phenomenon that helps people to remember 

stories. This probably appeared 40,000 years ago, known as El Castillo’s red record of Spain (Sammer & 

Heppel, 2015). Also, Sammer and Heppel (2015) claim that people remember stories 22 times more than pure 

facts.  

McKee (1997) concluded that there are two techniques of information formation, logic and emotion, which 

are propagated with the help of a story. In short, he states that where the persuasion of reason stops, the 

persuasion of emotion begins. Modern businesses have embraced this and put it into action. They try through a 

well-worded but above all targeted story, to arouse the customer’s interest and make him/her buy their products. 

McKee  (1997) as appeared in Fryer (2003) argues that the best way to convince someone for something, is to 

tell a compelling story.  Furthermore, Wala (2015) states that stories have a great persuasive effect. He 

supported this hypothesis based on the fact that people's episodic memory stores stories and retrieves them most 

of the time when people see or hear about products again. Also, Mucundorfeanu (2017) reports that storytelling 

focuses on historical events, something that helps the businesses to promote their brands.                                                                      

But what exactly is storytelling? Gilliam and Flaherty (2015) suggest that storytelling is a tool that is used to 

provide information between a salesperson and a buyer. There is also the opinion that storytelling is a tactic of 

the branding strategy, known as “Story-branding” (Boje & Khan, 2009). Boje and Khan (2009) state that 

businesses use storytelling to promote their brands through a story, usually related to a CSR effort. Moreover, 

Pereira (2019) states that storytelling is a key word for the development of the brand.  

In this context, Mucundorfeanu (2018, p. 47) analytically reports that “Stories offer experiences and 

identification possibilities, a surplus value that makes a brand emotionally charged and makes it interesting and 

attractive for customers”  and therefore, “products that tell stories are no longer foreign to consumers, since they 

know a great deal about them and products associate with emotions and stories are called brands”, (p. 42).                                                                                          

Reviewing the available literature, one realizes the importance of storytelling for the existence of a company, 

a brand, a product. Brown and Kerrigan (2019) report that storytelling entertains, excites and educates, while at 

the same time leads to sales, acting as a means of promotion in the field of business marketing. Sergeeva and 

Trifilova (2018) agree with this statement too, while they note that storytelling can help retailers promote their 

products and services through their marketing and also give customers a sense of added value for their purchase. 

They also declare (p.490) that “Storytelling is hence understood as a dynamic process that is continuously 

(re)created through the elaboration, contestation and exchange of stories”. However, the stories that companies 

present in the market differ depending on the goals they have. Sergeeva and Trifilova (2018) state that business 
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stories can take the form of biographies, refer to specific people or events and generally be presented in an 

innovative way that will attract consumers and groups.                                                                                  

Another important element of storytelling, as derived by the relevant literature, refers to the types of 

storytelling. Specifically, Hamelin et al. (2020) state that the use of an emotional story is faster and more 

effective in changing consumer attitudes, while the cognitive approach has longer-term changes in behavior.  

Bates (2019), founder and principal of Brand Verve, stated that a company that wants to be successful and 

competitive must create a unique story in the market, a story that will be strong enough to emotionally connect 

the customer with the company. She also notes that the product and the service of the company must follow the 

uniqueness of the story. She used the examples of two companies that incorporate a unique story for their 

brands, those of South Airlines and Sonic Drive-In. Also, the results of her study showed that the design of a 

store plays an important role in the overall experience that the customer has received. 

In addition, Marrone (2020) argues that brands can use storytelling to create a human connection to their 

customers because of the emotional responses it evokes. Trust and empathy are two emotions that, according to 

Marrone (2020), many studies have shown to be positively related to a narrative that a business will project to 

succeed. He reports (p. 347) that “If consumers are emotionally invested in a brand, they are much more likely 

to buy their products”. Of course, creating an effective storytelling is not simple and easy. To this end, Marrone 

(2020) underlines that in recent years the availability of many channels and especially social media helps to 

spread the stories, while the stories are presented to consumers through them in a few seconds. 

 

2.4 Indicative Best Practices of Storytelling  

 

Several successful and widely recognized companies have effectively adopted storytelling in their strategic 

marketing planning initiatives having worked very hard to create a successful story for their brand. Most of 

these stories inspire and make customers identify with the brands. Τwo indicative cases of well-known 

companies from two different industries (sports and soft drinks) are briefly discussed in the following sections.  

 

Nike 

 

Nike, Inc. is a well-known American multinational company (https://nikecompanyblog.wordpress.com/about-

us/). It was originally founded in 1964 under a different name (https://www.britannica.com/topic/Nike-Inc, 

https://el.wikipedia.org/wiki/Nike). The company acquired its current name, Nike, Inc., a few years later 

(https://www.britannica.com/topic/Nike-Inc). The company sells sports shoes and clothes. In addition, it sells 

various sports equipment products and accessories as well as various sports services. Internet sources report that 

the company was named after a goddess of Greek mythology, Niki. (https://www.linkedin.com/company/nike, 

https://el.wikipedia.org/wiki/Nike).                                                                                                                                                      

Since its inception, Nike has invested heavily in the brand strategy. This helped Nike to have many loyal 

customers and also a great reputation. The people of the company created an interesting story for their brand. 

Today, the story of Nike positively affects many consumers. Moreover, the choice of its name is quite clever, as 

Nike tries to associate its brand with a great goddess of mythology and with a top moment of an athlete, “THE 

VICTORY”.                                                                                                                                                  

Nike is promoted by sponsoring top athletes and clubs. Furthermore, it uses clever phrases and slogans in its 

advertisements that motivate many people to buy its products such as “JUST DO IT”, the phrase of its mission 

“Bring inspiration and innovation to every athlete in the world”, highlighting that “athlete can be anyone who 

has the body” and it means “someone who is dressed in Nike”, etc. (Fig. 2 to 4). 

 

 

Fig. 2. Brand Storytelling               

(http://7theraofmarketing.com/b2b-brand-storytelling-learning-

from-nike/) 

 
 

 

Fig. 3. Just Do It 

(https://nycsuyan.wordpress.com/2017/02/07/storytelling-for-

marketing-nike-just-do-it/) 

 
 

https://nikecompanyblog.wordpress.com/about-us/
https://nikecompanyblog.wordpress.com/about-us/
https://www.britannica.com/topic/Nike-Inc
https://el.wikipedia.org/wiki/Nike
https://www.britannica.com/topic/Nike-Inc
https://www.linkedin.com/company/nike
https://el.wikipedia.org/wiki/Nike
http://0.0.0.7/
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Fig. 4. Nike                             

(https://www.360nobs.com/2018/10/nike-concerned-by-

cristiano-ronaldo-rape-claims/) 

 
 

 

At the same time, Nike connects its story with the stories of many athletes who were or are legends in their 

sport. Also, the history of this brand is connected with the Olympic Games (Fig. 5). Those who love sports and 

admire great athletes are influenced by such stories. People want to have the same sports equipment as their 

favorite athletes. Basically, the customer thinks he/she is buying the same equipment as a winner, a great athlete. 

 

 

Fig. 5. Olympic Games                                          

(https://www.footy-boots.com/nike-supply-olympic-

committee-rio-2016-30494/) 

 
 

 

All of the above have created a huge set of loyal customers around this particular sports brand, something 

that leads Nike to the top businesses in the whole world. 

 

Coca-Cola 

 

Another great company is Coca cola, a beverage company (https://www.linkedin.com/company/the-coca-cola-

company). Coca cola is a type of soft drink, that appeared for the first time in 1886 as a medicine 

(https://www.coca-colacompany.com/company, https://el.wikipedia.org/wiki/Coca-Cola). After this, the 

company evolved and gradually became one of the most popular soft drink brands in the world 

(https://el.wikipedia.org/wiki/Coca-Cola). Years later, Coca cola associated its name with Christmas and the 

whole spirit of Christmas. This was the reason, as it has been said, for the predominance of red on its label. 

 

 

Fig. 6. Coca Cola History                                         

(http://www.coca-cola.com/global/) 

 
 

Fig. 7. Coca Cola Friends                                      

(http://www.coca-cola.com/global/) 

 
 

Fig. 8. Coca Cola Stories                                         

(http://www.coca-cola.com/global/) 

 
 

 

It is the most popular soft drink in the world, because of its unique taste and its magic history. It is a typical 

example of a business world giant, that managed to create a story-branding (Fig. 6 to 8).  

 

https://www/
https://www/
https://www.coca-colacompany.com/company
http://www/
http://www/
http://www/
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3.  Impact of Storytelling on Customer Experience  

 

Based on the discussion on CX and storytelling reported in the previous sections, the present section attempts to 

conceptualize the relationships between these concepts.  

The example of NIKE and the story created around the brand, connects NIKE with sports and athletes. 

Athletes are reference groups that motivate many people and stories are often associated with reference groups. 

Thus, storytelling is related to reference group (an element of the social environment) which in turn affects 

Customer Experience. Similarly, companies follow some procedures, such as changing their store design, in 

order to fit the specific story they promote for their brand. Thus storytelling is related to store design (an 

element of the retail atmosphere) which in turn affects Customer Experience. Also, as thoroughly discussed in 

the previous sections, storytelling is related to both the uniqueness of the products and the brand which in turn 

affect CX.  

Based on the above discussion, we can hypothesize that storytelling affects CX (Fig. 9). Analytically, 

exploiting Verhoef's et al. (2009) conceptual model, it is hypothesized that storytelling constitutes an important 

element of the following determinants that affect CX: (a) the social environment (reference groups), (b) the 

retail atmosphere (retail store design), (c) the assortment (uniqueness of goods) and (d) the retail brand. Also, it 

is hypothesized that storytelling directly affects CX. Furthermore, the depicted relationships of Fig. 9 embrace 

the research hypotheses that reflect on the moderating role of storytelling. Specifically, it is hypothesized that 

storytelling act as moderator between the CX determinants and CX itself as well as that it moderates the 

affecting power of consumer moderators on the relationships between CX determinants and CX itself. Finally, it 

is hypothesized that storytelling directly affects consumer moderators (e.g. consumer attitudes) which in turn 

play a significant role towards CX.    

 

Fig. 9. The role of Storytelling on Customer Experience 

 

 

It should be underlined, however, that the depicted relationships of the conceptual model are exploratory in 

nature. Thus, as discussed in the last section of the paper, future research should further elaborate on these 

relationships towards strengthening and supporting the derived research hypotheses by relevant theoretical and 

empirical insights.   

 

 

 

 

 



 

63 
 

4.  Concluding Remarks and Directions for Future Research  

 

Elaborating on the wide positioning and the recent developments of the customer experience concept, the 

present study attempted to further explore the factors that may have predicting power on this highly cited 

variable. To this end, this paper exploits the dynamics of storytelling as a promising tool for companies towards 

positively affecting the behaviour and the experience of their customers. The study approached storytelling as a 

critical dimension of business efforts towards enhancing the experience of their customers and attempted to 

incorporate it as a key CX variable in the corresponding conceptual model derived through this study. 

As also discussed in the previous section, future research should further support by relevant theory and 

empirical evidence the initial research hypotheses depicted in the proposed conceptual model (Fig. 9). To this 

end, it is strongly suggested to employ a multidisciplinary research approach placing particular emphasis on the 

role of Digital Technologies and Information Systems in general, since customers tend to use more and more 

electronic data and applications in their daily shopping tasks. Thus, relevant literature on User Experience (UX) 

could well serve as a tool towards thoroughly investigating CX through an integrated research approach. 

Similarly, in-depth interviews with business experts and customers (either businesses or consumers) could also 

contribute to further explore potential relationships between storytelling and CX and further support or even 

extend the conceptual model's relationships and corresponding research hypotheses. Then, the conceptual 

model's hypotheses could be tested using as treatments real examples of businesses that effectively adopt 

storytelling in their strategic marketing planning. Finally, the operationalization of the research hypotheses 

could be realized through a structured questionnaire (employing suitable constructs) that could act as the data 

collection instrument of a quantitative (causal or descriptive) empirical study.        
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Abstract 

This study sets to explore when and why consumers make tradeoffs between illegal and legal streaming 

services. By drawing on protection motivation theory, we find that consumer’s threat and coping appraisals 

increase their adaptive behavior, i.e., lower intention to consume illegal and higher intention to consumer legal 

streaming services. Through social identity theory, we additionally show that the strength of adaptive behavior 

is conditioned by consumer’s inherent ethical (relativism) and political (economic liberalism) identities. It was 

shown that relativism weakens the adaptive behavior through threat appraisal while economic liberalism 

strengthens the adaptive behavior through coping appraisal.  

 

Keywords: streaming services; protection motivation theory; social identity theory 

 

1. Introduction 

Digital piracy entails copying, downloading or purchasing copyrighted files without the permission of 

the copyright holder (Tunca & Wu, 2013). Among these, the most common objects for digital piracy are movies, 

TV shows, music and video games (De Corte & Van Kenhove, 2017). Like other issues that incur polarization, 

the public is divided in views of digital piracy. While some may consider engaging in digital piracy as nothing 

harmful and problematic, many stand out against it by seeing it as violation of ethical and moral practices that 

harm the entertainment business and economy as a whole (Coyle et al., 2009). Largely, such insights reflect a 

significant competitive intensity occurring between legal and illegal streaming services in trying to attract the 

consumer’s choice (Borja & Dieringer, 2016).  

By going back to the academic literature, scholars have successfully used several overarching theories 

to explain the digital piracy phenomena, namely: theory of planned behavior, ethical decision making models 

and deterrence theory among others (Eisend, 2019a; Koay et al., 2020). While a lot of insight has been 

generated on the attitudes, intentions and behaviors in relation to digital piracy, the extant literature remains 

silent on how and under which conditions consumers are willing to switch from illegal to legal streaming 

services and vice versa. Although insights from recent reports (Deloitte, 2017) hint at possibility that this is 

happening, to best of authors’ knowledge there are no academic studies investigating this phenomenon.  

By building on the preceding literature gap, we aim to answer the following research question: What 

conditions facilitate consumer’s tendency to engage in switching behavior between illegal and legal streaming 

services? To answer the research question we draw on protection motivation theory (PMT) and investigate how 

consumer’s coping and threat appraisals influence the adaptive behavior, i.e., the intention to switch from illegal 

to legal streaming services. According to PMT, the individuals tend to make appraisals of both threats and their 

own coping abilities that influence the effectiveness of desired adaptive behavior in relation to negative events 

that produce threat (Rogers, 1975). To tap into these effects, we design a hypothetical scenario in which 

consumers are confronted with legislative changes that bring more severe consequences for copyright violation 

through illegal streaming. Additionally, to tap into potential differences in the intensity of adaptive behavior 

among consumers, we complement our model with social identity theory (SIT) and investigate the role of 

consumer’s ethical (relativism) and political (economic liberalism) identities. By considering SIT, we aim to 

explore whether ethical and political identifications impact consumers’ motivation to embrace the adaptive 

behavior in terms of switch between illegal and legal streaming services. By doing so, we strongly tie SIT with 

PMT within the proposed research context, especially due to the importance of social identity for an individual’s 

protection and motivation (Martiny & Rubin, 2016) and psychological safety (Ras & Duyer, 2012).  

 

2. Conceptual development 

2.1. Digital piracy 

Digital piracy literature generally indicates that consumers are driven into digital piracy for many 

different reasons. To better understand the digital piracy phenomenon, scholars conducted several meta-

analytical studies to understand the drivers of digital piracy from the demand side (Eisend, 2019a; Lowry et al., 
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2017). As Eisend (2019a) concludes, much of academic efforts has been devoted to user’s perspective on digital 

piracy by revealing attitudes, intentions and actual behaviors to comprehend the background on why users 

engage in such activities. Through different theories, among which those that explain piracy through ethical 

decision making models (Yoon, 2011), deterrence theory (Peace et al., 2003) and theory of planned behavior 

(D'Astous et al., 2005) are prevalent, researchers have generated partial views on why consumers engage in 

digital piracy. Recently, Koay et al. (2020) made an effort and integrated these theories in a unified empirical 

model to get the full picture on how concepts belonging to different theoretical traditions influence the digital 

piracy outcomes. They conclude that future studies should apply other theoretical lenses in order to further 

understand the underlying phenomena of consumer’s engagement with digital piracy. Thus, our research fills 

this gap by applying the PMT and SIT frameworks. 

 

Figure 1: Research model 

 

2.2.  Protection motivation theory 

PMT was initially developed by Rogers (1975) to explain how individuals engage in adaptive 

behaviors in the context of events that have threatening implications for their current behavior (Floyd et al., 

2000; Rogers, 1975; Maddux & Rogers, 1983). In the context of digital piracy, we envision PMT through 

consumers’ attainment of outcome evaluation perspective where they weigh expectancies on benefits, risks, 

costs and punishments related to illegal streaming services and subsequent adaptive behaviors (switching to 

legal subscription services). According to PMT, individual’s motivation for adaptive behavior depends on the 

threat and coping appraisals. Threat appraisal includes threat vulnerability and severity assessment, while coping 

dimension refers to self-efficacy, response efficacy and response costs (Bandura, 1977; Miraja et al, 2019; Safa 

et al., 2015). For instance, if perceived costs of adaptive behavior or the perceived benefits of risky behavior are 

too high, then the occurrence of risk-reducing adaptive behavior will be lower and vice versa (Maddux & 

Rogers, 1983).  

 

Hence, we argue that when consumers perceive that threats of engaging in digital piracy are severe 

(Lowry et al., 2017) and that they are vulnerable to this threat (the likelihood of being punished) (Akbulut, 2014; 

Liao et al., 2010; Pai & Chie, 2017; Yoo et al., 2014), they will adapt their behavior by lowering their 

engagement with illegal streaming services and increase their usage of subscription streaming alternatives. In 

the same line of reasoning, we propose that higher the coping appraisal (the perceived efficacies minus costs) 

the greater the consumer’s intention for adaptive behavior. Hence we hypothesize: 

H1. The higher the threat appraisal, the higher the consumer’s intention to engage in adaptive behavior  

H2. The higher the coping appraisal, the higher the consumer’s intention to engage in adaptive behavior 

 

2.3.  Social identity theory 

SIT argues that individuals assume the identities in the marketplace that best reflect their membership 

in a certain group and in a specific context (Tajfel, 1978). The individual feels more connected to a group that 

shares his or her values, attitudes, and behaviors. Tajfel and Turner (1979) suggest that people have a 
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predisposed tendency to categorize and identify themselves with one or more in-groups, building a part of their 

identity on the basis of membership to that group (Tajfel, 1982). Group categorization can occur through 

different cues such as interests, ethnicity, political orientation, gender, occupation, morality, religious beliefs 

and other factors.  

Relativism is defined as ethical ideology that there are no absolute moral standards and interpretations 

of moral acts are dependent on the context and circumstances and are subject to subjective interpretations by 

individuals (Forsyth, 1980; Park, 2013). Relativists’ behavior is thus guided through own judgement rather than 

prescribed and codified rules. Against this background, we expect that consumers who strongly (weakly) 

identify with relativism will interpret the digital piracy as an activity not susceptible to universal moral and 

ethical rules and thus will have weaker (stronger) tendency for performing adaptive behaviors through threat 

appraisal. Hence we hypothesize: 

H3. The relativism negatively moderates the relationship between threat appraisal and adaptive 

behavior 

 

Studies show that there are significant tensions between different political ideologies in the area on 

whether some products should be free or paid for (Reiff, 2019) as well as in the arena of legal and counterfeit 

products (Eisend, 2019b; Septianto et al., 2019). The same discussion can be thus transferred in the arena of 

legal (subscription) vs. illegal (free) streaming services. Global subscription streaming services are labelled as 

flag-bearers of digital capitalism (Khalil & Zayani, 2021) and would thus appeal strongly to consumers who 

cherish economic liberalism. Consequently, we argue that consumers who strongly identify with economic 

liberalism will show stronger intentions to engage in adaptive behavior through coping appraisal since it directly 

reflects their ideology (Cutright et al., 2011). Hence we expect that consumers with strong (weak) economic 

liberalism orientation will show stronger (weaker) adaptive behavior through coping appraisal. Thus we 

hypothesize: 

H4. The economic liberalism positively moderates the relationship between coping appraisal and 

adaptive behavior 

 

3.  Method 

Data for this study was collected by the means of structured survey questionnaire. With approval from 

the administrators, the survey was disseminated in social media group that gathers individuals who share 

interests in watching movies and TV shows. Voluntary participants were invited to an online survey platform 

where they completed consent form. After completing the initial set of survey questions on demographics, 

relativism and economic liberalism, participants had to read the hypothetical scenario in a form of article from 

professional IT magazine regarding the legislative changes that would introduce stronger financial punishment 

for violation of property rights in using illegal streaming services (see Appendix). Such an approach has been 

commonly used in digital piracy studies (Aleassa et al., 2011; Lowry et al., 2017; Van Rooij et al., 2017). After 

reading the article, the participants completed an online survey questionnaire with regard to PMT items. After 

eliminating incomplete responses, 244 usable cases remained. The variables and constructs used in this study are 

measured with adapted scales from existing literature (see Table 1). To measure adaptive behavior intention, we 

constructed a new variable. In survey we asked respondents with a single-item measure to indicate the future 

intentions in using illegal and legal streaming services separately on a 5-point Likert scale (anchors: 1 - 

significantly decrease and 5 - significantly increase). Given the possibility for simplifying the variables when 

evaluating complex relationships (as suggested by Tabachnik & Fidell, 2007), adaptive behavior variable was 

calculated as a ratio by dividing the scores on intention to use subscription with intention to use illegal 

streaming services. To make our model robust we have decided to control for various effects that have 

previously shown to be related to the consumer’s intention to engage in digital piracy 

 

4. Findings 

  

We assessed the validity and reliability of the latent constructs through confirmatory factor analysis (CFA) in 

AMOS v23. Following the estimation of measurement model, we have decided to remove one response cost 

item due to poor factor loading (< 0.5) (see Table 1). In the end, final measurement model comprised five 

constructs and 14 items.  
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Table 1: Measurement properties of multi-item scales 

 Loadings 

Self-efficacy (CR = 0.75, AVE = 0.51)   

(strongly disagree [1] – strongly agree [7])   

1. I have enough knowledge how to replace illegal streaming services  0.76 

2. For me, paid streaming services are convenient and easy to use  0.64 

3. I have financial ability to afford subscription to paid streaming services  0.74 

   

Response costs (CR = 0.78, AVE = 0.64)   

(strongly disagree [1] – strongly agree [7])   

1. Subscription fee to paid streaming services justifies all the costs associated with it  0.45* 

2. The process of subscribing to paid streaming services is complicated and strenuous  0.80 

3. The process of subscribing to paid streaming services is time consuming  0.81 

   

Threat severity (CR = 0.79, AVE = 0.56) 

To what extent do you consider that punishment/fine imposed by new legislation is: 

(not at all [1] – to a great extent [4]) 

  

1. Severe  0.83 

2. Serious  0.78 

3. Worrying  0.63 

   

Economic liberalism (CR = 0.68, AVE = 0.41) 

Please indicate whether following statements reflect your views and attitudes: 

(totally acceptable to my views [1] – totally unacceptable to my views [7]) 

  

1. The profits of the big companies should be controlled by the government  0.69 

2. If unemployment is high, the government should spend to create jobs  0.60 

3. I am for revising the tax structure so that the burden falls more heavily on people with large income  0.64 

   

Relativism (CR = 0.79, AVE = 0.56)   

(strongly disagree [1] – strongly agree [7])   

1. What is ethical varies from one situation and society to another.  0.54 

2. Questions of what is ethical for everyone can never be resolved since what is moral or immoral is up 

to the individual 

 0.93 

3. Moral standards are simply personal rules that indicate how a person should behave, and are not to be 

applied in making judgments of others 

 0.74 

  

χ2 = 77.40 (df = 67), p = 0.18; RMSEA = 0.02; NFI = 0.91; IFI = 0.98; CFI = 0.98 

*Item dropped due to poor factor loading. 

 

To test our hypothesized relationships, we used hierarchical regression analysis. Before the analysis we 

created composite variables for threat and coping appraisals. Threat appraisal was computed as the sum of threat 

severity and threat vulnerability scores whereas coping appraisal was computed as the sum of self-efficacy and 

response efficacy deducted by response costs. Such an approach has been used in previous PMT studies (e.g. 

Wang et al., 2019).  

 

Table 2: Hierarchical regression results 

Dependent variable = Adaptive behavior intention 

Predictors Model 1 Model 2 Model 3 

Controls    

Age -.06 -.05 -.05 

Religion .10 .11* .10 

Norms -.04 -.01 -.03 

Illegal streaming -.18*** -.07 -.08 

Past behavior .03 -.03 -.03 
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Maladaptive behavior 
-.03 .02. .04 

Main effects    

Threat appraisal (THREAT) 
 .11* .11* 

Coping appraisal (COPING) 
 .31*** .30*** 

Relativism (RELATIVE)  -.02 .00 

Economic liberalism (LIBERAL) 

 
.03 -.00 

Interaction effects    

THREAT x RELATIVE 
  -.14** 

COPING x LIBERAL 
  .12** 

R2 .06 .14 .18 

ΔR2 .03** .10*** .13*** 

F-value 2.50 3.73 4.15 

ΔF 2.50** 5.31*** 5.51*** 

* p ≤ .10; ** p ≤ .05; *** p ≤ .01 

 

According to the findings (see Table 2), threat appraisal positively, but marginally, influences adaptive 

behavior providing support for H1 (ß = 0.11, p < 0.10). Next, we also find sufficient empirical evidence to 

accept H2 since coping appraisal is significantly and positively related to adaptive behavior (ß = 0.30, p < 0.01). 

To test for H3, we find that ethical relativism significantly and negatively moderates the relationship between 

threat appraisal and adaptive behavior (ß = - 0.14, p < 0.05) leading to the acceptance of H3. The moderating 

effect of economic liberalism on the relationship between coping appraisal and adaptive behavior is significant 

and positive (ß = 0.12, p < 0.05) as it was hypothesized leading to the acceptance of H4.1  

 

5. Conclusion2 

5.1. Discussion and theoretical implications 

In this study we investigate how the strength of consumer’s threat and coping appraisals influences 

their adaptive behavior in the domain of digital streaming services. We find that coping and threat appraisals, 

envisioned through PMT, positively influence consumer’s adaptive behavior reflected in lower preference for 

illegal and higher preference for legal (subscription) streaming services. On top of this, we investigate how 

consumer’s ethical and political identifications shape the outcomes of this process. We find that ethical 

relativism negatively moderates the relationship between threat appraisal and adaptive behavior whereas 

consumer’s economic liberalism positively moderates the relationship between coping appraisal and adaptive 

behavior. In the following lines, we explain how the findings of our research provide theoretical extensions to 

literature. 

First, by analyzing severity and vulnerability as threat appraisals and self-efficacy, response efficacy 

and response costs and coping appraisals, our novel approach unifies previous research efforts explained 

through theory of planned behavior (Al-Rafee & Cronan, 2006), deterrence theory (Peace et al., 2003), and 

socio-cognitive theory (Bandura, 1977; Jacobs et al., 2012; Lowry et al., 2017) under the PMT umbrella to 

unfold the understudied phenomena of consumer’s adaptive behavior in the area of streaming services. 

 Second, by using SIT we show that consumer’s ethical and political identities can provide further 

insight into consumer’s intention to engage in adaptive behavior. By considering relativism as consumer's 

identity cue we contribute by shedding light on its role as distinguishing factor that explains differences in 

intentions to engage in adaptive behavior in deterrence-painted situations. On top of this, our findings show that 

the strength of coping appraisal’s influence on adaptive behavior is stronger among consumers who strongly 

identify themselves with economic liberalism. Overall, by complementing PMT with SIT, our study reveals the 

contingent nature of adaptive behavior in streaming services which can be attributed to consumer’s 

identification with ethical and political ideologies. 

 

 

 

 
1 Due to page limit, the simple slope analysis was excluded. 
2 Due to page limit, the limitations and suggestions for future research was excluded. 
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5.2. Managerial implications 

Dominantly studies in this field have focused on providing managers with implications on how to 

design effective communication strategies to inform about the unethical, immoral and potentially incriminating 

consequences related to digital piracy (e.g., Eisend, 2019; Koay et al., 2014; Phau et al., 2014; Yoon, 2011). 

Yet, our findings show that these actions can become less effective if targeted at consumers who are 

indoctrinated into relativism. This segment of consumers is less prone to engage in adaptive behavior regardless 

the possible deterrence threats. On the other hand, the literature also paid less attention to providing managers 

with guidelines on how to increase consumer’s coping abilities. Since self-efficacy is within the domain of 

consumer, the streaming providers could focus more on response efficacy and response costs. Having in mind 

the findings from this study, the marketing managers of subscription streaming services should focus on 

increasing the convenience and utility of streaming platforms. For instance, besides cutting the price and 

increasing the overall cost-benefit ratio in the eyes of the consumer, subscription providers could increase the 

convenience of their platforms by having user friendly interface. Alternatively, the providers could also design 

their platforms by enabling a more convenient consumer journey. On top of this, the findings show that 

consumers with strong economic liberalism orientation show greater tendency for adaptive behavior through 

coping appraisal. Marketing managers could exploit this by emphasizing not only the brand uniqueness of their 

streaming platforms, but also the business model behind the platform through storytelling. For instance, 

marketers could showcase how they create new content and/or sign promising stars (actors, directors and 

producers) for movies and TV shows. In this case, they could outline how they take care of entertainment 

industry which would trigger higher appreciation from consumers who strongly identify with economic 

liberalism ideology. 
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Apple is known worldwide in the market. Its innovative products, and especially the iPhone, 

have revolutionized the world of technology. Since the release of the first iPhone model (2007) Apple 

has gained a consumer audience and has recorded millions of sales. This is a mobile phone, which 

belongs to the category of "smart phones", with software that is available exclusively from Apple for 

its products. It also has some features, which are only supported by the products of this company. 

This paper aims to find out the consumers’ behavior concerning the famous product iPhone of 

the Apple company. In the theoretical part the company of Apple and its products is presented. 

Moreover, the smartphone iPhone is described and particularly its unique characteristics. 

In the research part, it is cited the question whether the consumers buy the popular products of 

Apple by need and desire or by impulsively, to show off, etc. A questionnaire was made for the 

research with high variety of people from different parts of Greece. Then the collected data are 

analyzed and transformed to assume suitable form for the execution of the respective machine-

learning algorithms provided by the software package WEKA. The survey and statistical analysis of 

the data were conducted by using data mining algorithms applying classification rules.  
In the end the conclusions are recorded, some weaknesses are highlighted, and future 

suggestions are made. Ιn terms of consumer behavior in relation to the iPhone mobile, the recognition 

of this mobile phone is great because of its brand. The conclusion that emerges from the research, is 

that consumers are not influenced by popular products, in general consumers recognize its potential 

and reliability, but their desire to acquire it is not so great as to spend a large sum of money. They will 

prefer to get a similar product, which will provide them with equally good features. 

 

Keywords: Apple Company, smartphones, iPhone, consumer, Consumer Behavior, Emotional 

Intelligence. 
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ABSTRACT 

 

Consumers are eager to observe the actions taken by their trusted brand to rebuild consumers’ confidence in 

case of a brand scandal. They perceive it as a sign of the extent to which a brand cares about its consumers. 

During a brand scandal, the role of corporate actions in influencing consumers' attitudes towards the brand 

scandal and their forgiveness may become important. This study explores the influence a brand has on its 

consumers during brand scandals through structural equation modeling. 

 

Key words: Corporate Action, Brand Scandal, Brand Trust 

 
INTRODUCTION   

 

Brand scandals are defined as an unethical actions or events linked with the brand that causes outrage and 

reactions (Sims, 2009; Kuhn and Lee Ashcraft, 2003; Tucker and Melewar, 2005). They are complex situations 

in which products are found to be defective, unsafe, or even dangerous (Dawar and Pillutla, 2000), and 

sometimes they may be of the form of an event in which a product could harm the consumers (Nagar and Kour, 

2018). Such incidents disappoint consumers’ expectations and have negative consequences for the brand’s 

reputational and financial assets (Coombs, 2007; Huber et al., 2010), revenue losses (Cleeren et al., 2013), 

deterioration of brand equity (Dawar and Pillutla, 2000; Hegner et al., 2014), negative brand perceptions and 

lower purchase intentions (Huber et al., 2010), and decreased effectiveness of marketing activities (Van Heerde 

et al., 2007).  

A good consumer brand relationship forms the building block for the success of a brand. Several findings 

support the notion that for consumer good brands, brand relationship quality is a significant barometer for 
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building the strength and depth of consumers’ relational behavior (Fournier, 1994). However, brand scandals 

could result in a consumer losing its confidence entirely in the brand (Wang and Alexander, 2018), which in 

turn may lead the scandalized brand and the company in a crisis. As brand scandals may jeopardize consumer-

brand relationships, the same is a matter of grave concern for marketers. An organization is expected to 

strategically deal with a scandal before, during and after its occurrence (Benoit, 1997; Grebe, 2013; Kovoor-

Misara, 1996; Pearson and Mitroff, 1993). The inability of an organization to manage a scandal in these three 

phases can worsen the scandal by generating negative publicity (Dean, 2004), eventually ruining the brand’s 

image and reputation (Claeys et al., 2010: Dean, 2004) and even endangering the survival of the organization 

(Pearson & Mitroff, 1993). 

The main purpose of this confirmatory research is to empirically validate a theoretical model for understanding 

the mediating role of corporate actions in the relationship between consumer’s brand trust and their attitude 

about the brand scandal. This mediating role may ultimately influence the consumer’s behavior to forgive a 

scandalized brand.  

 

LITERATURE BACKGROUND 

 

Recently, Bozic and Kuppelwieser (2019) posited that trust is that condition of mind wherein one intends to 

accept susceptibility based upon positive expectations of another person’s intentions or behaviour. Trust in 

relationship marketing can be defined as “when one party has confidence in an exchange partner's reliability and 

integrity” (Morgan and Hunt 1994, p. 23). When a brand scandal occurs, consumers’ existing trust in the brand 

determines the possibility of consumers’ intention to accept its susceptibility. Brand trust plays a legitimate 

agent’s role, accessing and constructing marketing legitimacy (Lillqvist et al., 2018). Past studies show that, in 

case of food safety scandals, brand trust is very critical (Falkheimer and Heide, 2015; Yannopoulou et 

al., 2011). Any scandal related to unethical, improper or illegal action or any product wrongdoing may severely 

damage consumers’ trust in the brand (Custance et al., 2012). On the other side, strong brand trust is also 

essential to restore positive perceptions after a scandal (Chen, 2008). In fact, brand trust also influences the 

consumer–brand relationship and consumer response (Roy et al, 2018), and consumers’ purchase intentions may 

depend on their level of brand trust, leading to positive brand referrals (Becerra and Badrinarayanan, 2013). 

What is still unclear is the relationship between brand trust and the attitude toward a brand scandal (Kapoor and 

Banerjee, 2020), and as such we propose the following hypothesis:  
  

H1.  Consumers’ high level of pre-scandal brand trust significantly and favorably affects their brand 

scandal attitude. 

 

An essential aspect of scandal management is the scandal communication (Grebe, 2013). Laufer and Coombs 

(2006) laid down four scandal communication strategies: denying, diminishing, rebuilding and bolstering. Some 

of the corporate actions meant for scandal management are advertising, recalling defective products promptly 

and offering remedies. Interestingly, companies with higher recall experiences and greater severity of recall, and 

those upstream in the supply chain, tend to offer lower recall remedy (Muralidharan et al., 2019). This is 

because an experienced firm tends to avoid admission of guilt and, thus, pre-empts litigation.  

During a scandal, a brand may need to apply different strategies for different stakeholders (Stephens et al., 

2005). A rectification strategy may be applied for communication purposes with general public and consumers. 

In contrast, other strategies, like bolstering and denial, could be used to address media concerns. Although 

several scandal communication strategies are available with companies, a few might still prefer to remain silent 

(Coombs, 2007). This may be due to uncertainties surrounding the scandal (Coombs, 2007). This “no response” 

strategy’s negative effect on individuals’ attitude towards the concerned company has been statistically proven 

(Bradford and Garrett, 1995): consumers may interpret silence as “no comment” (Taylor and Perry, 2005), 

which may lead them to feel that the company is not concerned about their response or that it is concealing 

something (Heath, 1998). 

Thus, we conjecture that if a brand’s scandal, corporate’s actions, and consumers perceptions are mismatched, 

then the same may be proved more detrimental for the scandalized brand. Accordingly, the role of the corporate 

action may become crucial during brand scandal event, and there is a requirement to understand the way 

consumers perceive it and form an attitude about it and forgive accordingly. However, to the best of our 

knowledge, there was no prior research which investigated the role and influence of corporate’s action in 

shaping consumer attitude during the brand scandal (Cleeren et al., 2017; Kapoor and Banerjee, 2020). The 

current research is an attempt to understand the role of corporate actions in mediating the relationship between 

pre-scandal brand trust and consumers’ brand scandal attitude, with the following hypothesis:  

 

H2.  Corporate actions positively mediate the relationship between pre-scandal brand trust and 

consumers’ attitudes towards brand scandal. 

https://onlinelibrary.wiley.com/doi/full/10.1002/cb.1666?casa_token=cbhvUIi1JoAAAAAA%3AuZ8alW8mSIct4wiuDZ-3GFsM4q0ArAmiueBaw-NRUfWf9XODUcmmJCqbZpLUDogrDLQ0vxhs2qLf#cb1666-bib-0032
https://onlinelibrary.wiley.com/doi/full/10.1002/cb.1666?casa_token=cbhvUIi1JoAAAAAA%3AuZ8alW8mSIct4wiuDZ-3GFsM4q0ArAmiueBaw-NRUfWf9XODUcmmJCqbZpLUDogrDLQ0vxhs2qLf#cb1666-bib-0070
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The process of forgiveness begins when consumers brand trust is damaged. Fernández-Capo et al. (2017, p. 247) 

view forgiveness as “one of the most important processes in restoring relationships”. Consumers then observe 

the initial set of trust repairing activities of the brand. These actions help consumers make sense of the scandal 

in terms of what happened, who is responsible and the possible outcomes (Bozic and Kuppelwieser, 2019). 

Recently, Fetscherin and Sampedro (2019) generalized in their study that almost 50% of consumers who come 

to know about a brand transgression are reluctant to forgive a brand, compared with about a third (32%) who are 

ready to forgive. Additionally, consumers who are more likely to forgive the brand tend to re-engage rather than 

avoid or attack (Fetscherin and Sampedro, 2019). Regaining consumer confidence after food safety scandals is 

extremely challenging (Wang and Alexander, 2018), but some researchers implied that if the brand is loved and 

has a strong market position, it may be forgiven (Wei et al., 2020). Thus, consumers may forgive a scandalized 

brand for once (Zhang et al., 2020), but subsequent scandals may jeopardize the consumer-brand relationship. 

We argue that brand forgiveness could be influenced by the positive attitude of consumers toward the scandal, 

and given a lack of studies on this assumption (Kapoor and Banerjee, 2020) we propose to test the following 

hypothesis: 

 
H3.  Consumers’ favourable attitude toward the brand scandal actuates their brand forgiveness. 

 

METHODOLOGY  

 

This research applied structural equation modeling (SEM) to empirically verify the theoretical model. This study 

involved a two-step process comprised of a measurement model followed by a structural model (Anderson and 

Gerbing, 1988). The overall proposed model is presented in Figure 1, which also summarizes the proposed 

hypotheses: 

H1.  Consumers’ high level of pre-scandal brand trust significantly and favorably affects their brand 

scandal attitude. 

H2.  Corporate actions positively mediate the relationship between pre-scandal brand trust and 

consumers’ attitudes towards brand scandal. 

H3.  Consumers’ favourable attitude toward the brand scandal actuates their brand forgiveness. 

 

We applied survey methodology and used existing measures from the literature. We circulated the questionnaire 

within India amongst the consumers of Maggi. Out of 753 responses received, 717 were qualified for the study 

(95% response rate). Out of the total respondents, males were 55.2%, and females were 44.8%. The 

demographic profiles of the respondents comprised of different age groups (25-34= 38.1%, 15-24= 36.1%, 35-

44= 17%, 45 and above age group= 8.8%). 

 

The context of this study is the Maggi brand scandal, and each respondent was aware of it. In this paragraph we 

are summarizing the case overview. On June 5, 2015, The Food Safety and Standards Authority of India 

(FSSAI) imposed a ban on the production and sale of Maggi. This ban was based on the laboratory test report 

showing the product had lead content beyond the permissible limit along with the presence of Monosodium 

Glutamate (MSG), which were extremely harmful to human health. Additionally, Nestle India was ordered to 

withdraw all nine variants of Maggi instant noodles from the market. However, on June 10, 2015, lead and 

arsenic levels in Maggi samples tested in Bengaluru found within the permissible limit. On June 11, 2015, 

Nestle India appealed to Bombay High Court for judicial review of the FSSAI ban. Finally, the countrywide ban 

on Maggi was lifted by Bombay High Court on Aug 13, 2015. Maggi was re-launched in 100 cities of India on 

November 10, 2015, with previously followed formula and ingredients. However, the brand could not come out 

form the scandal completely. There were reports of fresh cases and the same reignited brand scandal. In 

November 2017, Maggi again failed to clear a laboratory test in Uttar Pradesh’s Shahjahanpur district of India, 

and a fine was imposed on Nestle, three distributors, and two retailers (Indian Express, 2017). This time ash 

content was found above the permissible limits of human consumption. On January 3, 2019, the Supreme Court 

of India gave the National Consumer Dispute Redressal Commission (NCDRC) permission to proceed with a 

class-action suit brought against Maggi noodle makers Nestle in 2016 by the center for allegedly selling noodles 

that fell short of the existing food standards (The Economic Times, Jan 4th, 2019). 

 

For evaluating the internal consistency and construct reliability, Cronbach alpha and composite reliability (CR) 

scores were used (Peterson and Kim, 2013). The constructs were considered reliable when they possess 

Cronbach alpha value above 0.5 and CR scores above 0.5 (Hair et al., 2019). Both the values of the constructs 

matched the threshold criteria. Item and scale level CVI (content validity index) were assessed, and both showed 

values greater than 0.9 for each case. Since the average variance explained (AVE) for each construct exceeded 

https://onlinelibrary.wiley.com/doi/full/10.1002/cb.1666?casa_token=cbhvUIi1JoAAAAAA%3AuZ8alW8mSIct4wiuDZ-3GFsM4q0ArAmiueBaw-NRUfWf9XODUcmmJCqbZpLUDogrDLQ0vxhs2qLf#cb1666-fig-0001
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the threshold of 0.5, convergent validity was achieved (Hair et al., 2016). The square root of AVE exceeding the 

shared variance between any two constructs ensured discriminant validity.  

 

FINDINGS  

 

This paper studies if consumers' pre-scandal brand trust (BT) can influence their attitude about the brand scandal 

(ABS), which further may affect the brand forgiveness (BF). In particular, this model tests if corporate actions 

(CA) play as mediators between consumer’s brand trust and brand attitude in case of a brand scandal.  

 

Figure 1. The proposed model 

 
 

The first hypothesis results, depicted in table 1, show that consumer's pre-scandal brand trust significantly 

impact consumers' attitudes about the brand scandal (β=0.196). This first findings can suggest that, when a 

brand is trusted and has probably built a strong a positive relationship with its consumers, the scandal in itself is 

not perceived so negatively. Avoiding a negative attitude about a scandal is vital to reduce its negative effects, 

and to enhance forgiveness But is this scandal attitude being only influenced by brand trust? We argue that the 

scandalized company, throughout effective scandal management actions, may change or influence the scandal 

attitude, and maybe impact brand trust also.  

 

Our second hypothesis verified if corporate actions are active part in this relation between brand trust and 

scandal attitude. Results show that corporate action partially mediates the favourable relationship between 

consumers’ pre-scandal brand trust (β=0.314; BT->CA), and their attitude about the brand scandal (β=0040; 

CA->ABS). These findings are confirming the importance of some actions and response strategies, because they 

can protect brand trust, and furthermore avoid negative scandal perceptions. These insights are very critical 

because they are confirming the importance of company reactions during and after a scandal, and as such the 

need of scandal management implementation. However, observing this company, we noted that during this case 

study scandal, brand managers made some unorganized efforts to undo its deeds and re-launch its products by 

gaining consumer confidence and retailer engagement. We suppose that respondents did not specifically recall 

the intensity or the quality of actions during this particular scandal, but only if some actions have been taken. 

Further studies could explore which action can play a better role in mediating brand trust and scandal attitude. 

Maintaining a positive consumers’ attitude towards scandal is very challenging, and as the first two tests 

demonstrated, it is strictly connected with brand trust and it is partially influenced by corporate actions. The 

third hypotheses tried to reveal if this attitude could impact consumer behaviour in some ways, exploring in 

particular its forgiveness. Our results confirm that consumers' attitudes about the brand scandal affect the 

hypothesized behavioural outcome, brand forgiveness (β=0.895). This finding is opening new perspectives on 

brand forgiveness, because it is leveraging the attitude, and related perceptions, of the scandal, and it is not 

directly related to brand trust. It means that scandal management, in influencing the scandal attitude, could also 

affect consumer behaviour. 

 

Note: The detailed version of all the tested diagnostics shall be presented later during the full publication of this 

paper. 

 

CONCLUSIONS    

 

We specifically tested the mediating role of corporate actions because we assumed that they could play a 

fundamental role in scandal management. Corporate actions are important because any negative publicity about 

the brand can create negative brand associations, especially for consumers with existing brand trust. Companies 

should respond, keeping in mind the level of perceived severity of negative news about the scandalized brand. 
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Damage to their reputation is directly linked to the level of perceived scandal severity (Zhou & Ki, 2018). And 

for some researchers, the more severe the brand transgression is, the less likely is the forgiveness (Fetscherin 

and Sampedro, 2019). Chang et al. (2015) revealed that response strategies and severity of brand failure affect 

customer attribution, leading to negative attitudes towards them.  

However, our study reveals that corporate actions do influence consumers brand trust in case of a brand scandal 

and ultimately affect their attitude towards the brand scandal, and this attitude leads also to brand forgiveness. It 

implies that scandal severity and brand failure are not the only protagonists in explaining consumer behaviour 

and brand forgiveness. In fact, consumers with high brand trust levels tend to respond positively to open 

apology for wrongdoing (Song, 2016). When a brand communicates or makes an effort to respond to its 

consumers, they, in turn, feel heightened reassurance (Xie et al., 2017). Thus, timely and thorough 

communication from corporate in the case of a brand scandal may shape consumers’ attitudes towards the 

scandal. It may also profoundly influence their attitudes and behaviour towards the brand.  

The study reveals consumers' attitudes about the brand scandal and the scandalized brand. In our effort to 

understand the concept of brand scandal and the role of mediating variable, the study underwent certain 

limitations. The sample set represents the developing economy perspective of the metropolitan urban centers in 

India. The study should be validated with other major emerging markets and developed western countries to 

capture model generalizability. Future researchers may examine brand scandals across various industries and do 

a comparative analysis. Our study caters to the corporate action; future researchers may explore different kinds 

of corporate actions and the degree of its impact on consumer attitudes in case of a brand scandal. 

ORIGINALITY/VALUE 

This study makes a significant contribution to consumer behavior, brand scandal, and brand management 

studies. The mediating effect of corporate action and its importance in influencing consumers' attitudes towards 

the brand scandal are discussed and tested. This focus on the consumers attitude towards brand scandal is rarely 

discussed in the literature. Additionally, the influence of this attitude about the brand scandal impacting a 

consumers' behavior-brand forgiveness- is also explained. 
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Abstract 

Purpose: Customer experience today is a vital tool for companies in order to achieve a sustainable competitive 

advantage. The purpose of this paper is to identify and measure the key variables for customer experience 

management and their impact on decision making process in the Greek shipping sector.  

Design: A well-established survey instrument was used and tested for the present paper. The questionnaires 

were sent online to the recipients because of the restrictions imposed by the Greek authorities due to COVID-19 

pandemic. The recipients were companies which are the customers of shipping companies (i.e. Shipping agents, 

brokers and suppliers). The analyses took place through the use of both Exploratory Factor and Regression 

Analyses.  

Findings: Finally, data from 121 companies were collected online. The results indicated that two out of four 

dimensions of customer experience namely outcome focus and piece-of-mind as well as the total customer 

experience are positively related to customer satisfaction which is a crucial element for shipping companies’ 

decision making process. On the other hand, two dimensions of customer experience namely product experience 

and moments-of-truth are not important for decision making of Greek shipping companies.  

Value: The present academic paper is the first connecting the concept of customer experience with customer 

satisfaction in the maritime industry.  

Keywords: Customer experience, Decision making process, Shipping, B2B environment.  

Introduction 

The concentration of all types of business organizations has now changed from the traditional provision 

of services to the provision of excellent experiences (Hwang et al., 2016; Pine and Gilmore, 1998) as this 

transition is a key aspect for the creation and sustainability of competitive advantage (Kranzbühler et al., 2018) 

and an effective and efficient way for all types of companies to differentiate themselves from their main 

competitors (Brun et al., 2017).  

Especially nowadays, the pandemic of COVID-19 has created many issues in the traditional purchasing 

behaviour of all customers and this is something that can be observed in all types of organizations including the 

shipping companies too. Employees are working remotely, social distancing is required and the traditional 
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service that was provided to customers is provided remotely too. As a result, the study of the concept of 

customer experience is, today more than before, an essential marketing and management tool especially for 

companies that have adopted and follow a customer oriented philosophy.   

Customer experience has accepted increasing academic interest in the respective literature. It is crucial for the 

in-depth study for a customer journey, specific metrics for the customer experience management as a decision 

making process tool to be developed and tested in many sectors (Lemon and Verhoef, 2016).  

The present academic endeavor presents a link between customer experience with decision making in terms of 

customer satisfaction in the demanding, globalised, challenging and rapidly changing maritime industry. More 

specifically, this paper focuses on the link between the dimensions of customer experience and customer 

satisfaction and is the first academic effort connecting these two constructs in the shipping industry.   

Theoretical Background  

The concept of customer experience 

 Customer experience includes all the emotions, perceptions and attitudes that are created by consumers 

during their decision making process. These variables take place in the interaction of customers with an 

organization’s staff, products or services. (Jain et al., 2017). Then, all these lead consumers to respond in a 

cognitive, emotional, sensorial and behavioral manner (Jain et al., 2017). A clear definition about the concept of 

customer experience is the one by Lemon and Verhoef (2016) in which the authors defined customer experience 

as “…a multidimensional construct focusing on a customer’s cognitive, emotional, behavioral, sensorial, and 

social responses to a firm’s offerings during the customer’s entire purchase journey…”.  

Based on the previous definitions, other researchers focused their research on different approaches regarding 

customer experience, such as Kranzbühler et al., (2018) who stated that “…static customer experience is an 

individual’s cognitive, affective and sensory evaluation of one or multiple touch points with a firm at one 

specific point in time…”. Kranzbühler et al., (2018) also found that a significant level of heterogeneity is 

observed in the concept of customer experience. On the other hand, the concept of dynamic customer experience 

is a “customer’s cognitive, affective and sensory evaluation” of any stimuli of the environment during the 

customer journey. During the customer journey, customer experience plays a great role and includes four stages 

which are:  

• Acquisition phase: This stage begins with the need of the customer for buying a new product or 

service. In this phase the customer is looking for the possible alternatives and evaluates them (Carú and 

Cova, 2003).  

• Loyalty phase: In this stage the customer uses the product or the service selected and evaluates it. This 

is the phase that –based on the quality of the product or service- the customer decides if the level of 

satisfaction is high or not and if an emotional bond will be created between the company and the 

customer. (Carú and Cova, 2003).  

• Reactivation phase: In this stage the customer is distracted by the competition and the alternative 

products or services. (Carú and Cova, 2003).  

• Winning back phase: In the last phase, the company is trying to re-attract and offer new value to the 

customer through specific actions. (Carú and Cova, 2003).  

Dimensions of customer experience 

  Nowadays, the concept of customer experience still receives continuously increasing academic interest 

and attention in the literature of marketing over the last years. More specifically, Voorhees et al., (2017) 

mentioned that organizations adopt 5 dimensions for customer experience which are cognitive, emotional, 

sensory, social and behavioral, while McColl-Kennedy et al., (2019) focused on customer experience from the 

point of view of a different concept which includes parameters of value creation, cognitive responses and 

discrete emotions. Molinillo et al., (2020) mentioned affective and cognitive dimensions while Manthiou et al., 

(2016) in their research mentioned four dimensions which are sensory, affective, behavioral and intellectual. 
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Furthermore, Ali et al., (2016) concluded with the opinion that the dimensions of customer experience are the 

physical environment, the interaction with the staff and with the customer.  

Some of the most influencing academic efforts regarding the dimensions of customer experience are: Hsu and 

Tsou (2011) concluded that customer experiences can be described by five dimensions which are cognitive, 

affective, sensory, behavioural and relational while Iglesias et al., (2011) mentioned that customer experience is 

an impression that is formulated in the mind of the customer and they mentioned four dimensions of customer 

experience which are cognitive, affective, sensory and behavioural. Morgan-Thomas and Veloutsou (2013) 

confirmed two dimensions of customer experience namely cognitive and affective and Zhang et al., (2015) 

concluded with four dimensions namely cognitive, affective, sensory and relational. Finally, Tafesse (2016a) 

mentioned that three dimensions are confirmed namely cognitive, sensory and relational.  

Customer experience measurement and metrics 

 Customer experience has been reached by the majority of academics as a personal and subjective 

context. As a result, there is lack of a robust measurement instrument on customer experience in the respective 

literature even if there are scales that have tried to measure it but in terms of customer satisfaction, purchase 

intentions, quality of the product/ service, loyalty etc. Most of the studies on customer experience conclude with 

the special need for development of a widely accepted instrument that will focus on customer experience’s 

measurement. (Verhoef et al., 2009).  

A few measurement instruments have tried to fill this gap regarding the measurement of customer experience in 

the existing literature and these instruments are: The “experiential value scale” by Mathwick et al., (2001), the 

“brand experience scale” by Zarantonello et al., (2007), the “experience quality scale” by Chang and Horng, 

(2010), the “customer experience index” by Kim et al., (2011) the “service experience quality scale” by Klaus et 

al., (2012) and finally the “retail customer experience scale” by Bagdare and Jain (2013). This lack of a special 

and widely accepted measurement instrument leads to the conclusion that the measurement of customer 

experience should cover its dynamic holistic nature. Finally, Klaus and Maklan (2012) introduced a new 

measurement instrument for customer experience namely, “customer experience quality (EXQ) scale”, which is 

the tool selected for the conceptualization of customer experience in the present paper. In this academic effort, 

Klaus and Maklan (2012) mentioned that the dimensions of customer experience are product experience, 

outcome focus, moments-of-truth and peace-of-mind.  

The concept of customer satisfaction and its link with customer experience  

 Customer satisfaction has been widely studied over the last decades in the marketing literature. All 

researchers have given many definitions for the accurate description of customer satisfaction for both products 

and services. Customer satisfaction has been described as the opinion developed by the customer for a specific 

product or service “…as far as whether that product or service has addressed the customer's needs and 

expectations…” (Alan, et al., 2012). Furthermore, the concept of customer satisfaction has been studied in both 

public and private organizations (Paul et al., 2016; Khoo et al., 2017; Kondasani, and Panda, 2015; Mouwen, 

2015; Selvakumar 2015; Li et al., 2019).  

According to Wang (2013) customer satisfaction is addressed and incorporated into the decision-making process 

and this was the core idea for the present paper which focuses on the connection between the two constructs 

(customer experience and customer satisfaction) in the shipping sector. Furthermore, customer experience has 

been linked to customer satisfaction in the research endeavors by Ban and Kim (2019) who mentioned that 

customer experience factors except the entertainment factor had a significant impact on customer 

satisfaction while Iglesias et al., (2019) studied the link between customer experience and customer satisfaction 

using employee empathy as a moderator. Jaiswal and Singh (2020) in their research suggest that the factors 

economic value, customization, post-purchase experience and customer services are the most important factors 

on which customers create an opinion about their overall purchase experience and satisfaction. Zaid and 

Patwayati (2020) indicated that customer experience has a strong and positive effect on customer satisfaction 

and customer loyalty while Wang et al., (2018) found that the variables price and popularity have serious 

moderating effects on the link between satisfaction and customer experience. Pandey and Chawla (2018) 

mentioned that customer experience dimensions impact loyalty either directly or indirectly through satisfaction 
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and Tjahjaningsih et al., (2021) said that the better the customer experience in terms of handling disruption and 

communication, the higher the satisfaction. Sharma and Chaubey (2014) concluded that customer experience is 

positively linked to customer satisfaction. Ren et al., (2016) in another research, mentioned that the four factors 

of customer experience, which are the tangible elements, the staff aspect, the aesthetic perception, and finally 

the location have positive significant effect on customer satisfaction while the results of the research performed 

by Nobar and Rostamzadeh (2018) showed on the one hand that customer expectation has a significant impact 

on customer satisfaction and on the other hand that both customer satisfaction and customer expectations are 

positively related to customer loyalty.  

Research hypotheses and methodology  

 The present paper aims to explore the relationships among the four dimensions of customer experience 

which are product experience, outcome focus, moments-of-truth and peace-of-mind which are the independent 

variables (Klaus and Maklan, 2012) on decision making, which is the dependent variable in the shipping 

industry. Furthermore, the presents paper investigates how product experience, outcome focus, moments-of-

truth, peace-of-mind and the overall customer experience influence decision making in terms of customer 

satisfaction (Wang, 2013).  

First of all, nowadays, shipping companies play a vital role in the carriage of all types of goods globally. A 

questions arising is who is the customer of shipping companies?  To begin with, shipping agents, brokers and 

suppliers, who are these who pay the shipping company for a specific service provided.  

The findings by Klaus and Maklan, (2012) suggest that all four dimensions of customer experience have a 

positive and significant impact on customer satisfaction. Furthermore, the total customer experience has a 

significantly positive impact on customer satisfaction and customer loyalty too. Based on this research, the 

research hypotheses as well as the proposed model for the present paper are presented below:  

H1: Product experience has a significantly positive impact on customer satisfaction.  

H2:  Outcome focus has a significantly positive impact on customer satisfaction.  

H3: Moments-of-truth have a significantly positive impact on customer satisfaction.  

H4: Peace-of-mind has a significantly positive impact on customer satisfaction. 

H5: Overall customer experience has a significantly positive impact on customer satisfaction.  

 

 

 

 

 

 

 

 

Figure 1: Conceptual framework 
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Data collection and analysis 

A well-established survey instrument was used for the present survey. In order the authors to measure 

customer experience, the instrument developed by Klaus and Maklan (2013) was selected and adopted. This 

instrument, for the measurement of customer experience, includes four dimensions namely: Product experience, 

outcome focus, moments-of-truth and peace-of-mind. Customer satisfaction was measured with a 5 – item 

instrument developed by Dagger et al., (2007). All items for both constructs were measured on a 7 point Likert 

type scale ranging from 1 - “totally disagree” to 7 - “totally agree”. 

The data collection method selected was the on-line completion of the questionnaire. Due to the COVID-19 

pandemic and the restrictions imposed by the Greek authorities, personal interviews with natural presence could 

not take place. Finally, a sample of 121 respondents was returned for further use and analysis. 88 out of 121 

(73,9%) of the respondents were male while 31 (26,1%)  of the sample were female. The company types that 

participated in the research were: 58 shipping agents (48,7%), 28 shipping brokers (23,5%) and finally 33 were 

suppliers (27,7%). Finally, the level of respondents’ education was: 61 (50,4%) were maritime academy or BSc 

graduates, 52 (43%) were MSc graduates and 7 were high school graduates (5,8%). Only 1 (0,8%) participant in 

the research holds a PhD.  

Exploratory Factor Analyses were applied by the authors in order to refine the four dimensions of customer 

experience and the dimension of customer satisfaction. Multiple Linear Regression Analysis was also performed 

in order the authors to exam how overall customer satisfaction is affected by product experience, outcome focus, 

moments-of-truth, peace-of-mind and the total customer experience. Both Exploratory Factor Analyses and 

Linear Regression Analysis were performed with the use of SPSS v. 27.0.  

Finally, for the test of the reliability of all the scales, the authors used Cronbach’s α estimate which was found 

0.927 indicating excellent reliability of the data.  

The results of the Factor Analyses for all constructs are presented in the tables 1, 2, 3, 4 and 5 below.  

 

Exploratory Factor Analysis 1 (Peace-of-Mind) 

 

Factor 1 

 

POM2 - The whole process with the shipping company was easy. ,894 

POM3 - The shipping company will look after me for a long time. ,893 

POM6 - The shipping company gives independent advice. ,876 

POM5 - I have dealt with the shipping company before so getting what I needed was 

really easy. 

,867 

POM4 - I stay with the shipping company because of my past dealings with this 

shipping company. 

,857 

POM1 - I am confident in the shipping company's expertise. ,797 

Total variance explained: 74.776% 

Table 1: Exploratory Factor Analysis for Peace-of-Mind 
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Exploratory Factor Analysis 2 (Moments-of-Truth) 

 

Factor 1 

 

MOT2 - The shipping company keeps me up to date. ,915 

MOT5 - The shipping company deal(t) with me correctly when things go (went) 

wrong. 

,902 

MOT1 - The shipping company was flexible in dealing with me and looked out for my 

needs. 

,897 

MOT4 - The people at the shipping company have good people skills. ,842 

MOT3 - The shipping company is a safe and reputable company. ,789 

Total variance explained: 75.747% 

Table 2: Exploratory Factor Analysis for Moments-of-Truth 

 

Exploratory Factor Analysis 3 (Outcome Focus) 

 

Factor 1 

 

OF4 - The people at the shipping company can relate to my situation. ,933 

OF2 - The shipping company gives me what I need swiftly. ,925 

OF1 - Staying with the shipping company makes the process much easier. ,919 

OF3 - I prefer the shipping company over an alternative provider. ,839 

Total variance explained: 81.865% 

Table 3: Exploratory Factor Analysis for Outcome Focus 

 

Exploratory Factor Analysis 4 (Product Experience) 

 

Factor 1 

 

PE3 - I need to compare different options from other shipping companies than the 

shipping company i am dealing with. 

,902 

PE2 - I need to receive offers from more shipping companies than just the shipping 

company i am dealing with. 

,886 

PE1 - I need to choose between different options at the shipping company. ,772 

PE4 - I have one designated contact at the shipping company. ,733 

Total variance explained: 68.280% 

Table 4: Exploratory Factor Analysis for Products Experience  

 

Exploratory Factor Analysis 5 (Customer Satisfaction)  

 

 Factor 1 

 

CS2 - I feel good about coming to the shipping company for the offerings I am looking 

for. 

,953 

CS3 - Overall I am satisfied with the shipping company and the service they provide. ,953 
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CS5 - The extent to which the shipping company has produced the best possible 

outcome for me is satisfying. 

,943 

CS4 - I feel satisfied that the shipping company produce the best results that can be 

achieved for me. 

,937 

CS1 - My feelings towards the shipping company are very positive. ,918 

Total variance explained: 88.493% 

Table 5: Exploratory Factor Analysis for Customer Satisfaction  

The results of the Multiple Linear Regression Analyses are presented in the tables (6 and 7) below. The 

dependent variable for both analyses is customer satisfaction and the independent variables for the first analysis 

are peace-of-mind, moments-of-truth, outcome focus and product experience. For the second analysis, the 

independent variable is the overall level of customer experience.  

Adj. R2 = 0.654 

 b 

Peace-of-Mind → Customer Satisfaction 0.471** 

Moments-of-Truth → Customer Satisfaction -0.25 

Outcome Focus → Customer Satisfaction  0.598** 

Product Experience → Customer Satisfaction  0.054 

Table 6: Multiple Linear Regression Analysis (4 dimensions on Customer Satisfaction) 

Adj. R2 = 0.635 

 b 

Overall Customer Experience → Customer Satisfaction 0.799** 

Table 7: Multiple Linear Regression Analysis (Overall Customer Experience on Customer Satisfaction) 

Findings and conclusions  

 First of all and to the authors’ knowledge, the results of each Exploratory Factor Analysis confirmed 

the respective theory for all five constructs namely Peace-of-mind, moments-of-truth, outcome focus, product 

experience (the four dimensions of customer experience) and customer satisfaction. Each factor analysis 

revealed one factor.  

Furthermore, the results of the first regression analysis (Table 6) showed that the two factors/ independent 

variables (peace-of-mind and outcome focus) on customer satisfaction are statistically significant (R2 adj. = 

0.654). On the other hand, the remaining two factors/ independent variables (moments-of-truth and product 

experience) do not significantly influence customer satisfaction.  

The results of the second regression analysis (Table 7) indicated that the overall customer experience has a 

significant influence (R2 adj. = 0.635) on customer satisfaction, especially when moments-of-truth and product 

experience do not enter the equation (H5 supported).  

In particular, peace-of-mind is statistically significant for customer satisfaction (H4 supported), moments-of-

truth have a –surprisingly- strong and negative impact on customer satisfaction (H3 not supported), outcome 

focus is statistically significant for customer satisfaction (H2 supported), and finally product experience is 

positively related to customer satisfaction but this relationship is not statistically significant (H1 not supported). 
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In the tables (6 and 7) that show the results of both regression analyses, the two asterisks show significance in 

the .000 level.   

From the present research effort, a few important -for the respective management and marketing literature- 

findings have been occurred. Customer experience and customer satisfaction can be influenced by many factors. 

The factors that influence customer experience are peace-of-mind, moments-of-truth, outcome focus and 

product experience. Moments-of-truth in the respective literature appear to be positively related to customer 

satisfaction while in the present study this hypothesis is not supported. A possible explanation regarding this 

finding could be the fact that due to the pandemic and the restrictions by Greek authorities the shipping 

companies do not have a physical contact with their customers. All operations take place online something that 

could lead to a decrease in the level of trust of agents, brokers and suppliers for the shipping companies. 

Another interesting finding of the present study is the relationship between product experience and customer 

satisfaction. According to the respective literature, product experience is positively related customer satisfaction 

while in the present study this hypothesis was not supported. This finding could have occurred as a result of the 

previous finding. The level of trust was decreased due to the lack of personal contact between shipping 

companies and their customers and the customers may look for alternative service providers. In accordance to 

our expectations, peace-of-mind, outcome focus and total customer experience are positively related to customer 

satisfaction.   

 

Limitations and suggestions for future research  

 In the present academic endeavour, a few limitations have been observed. Firstly, the sample focused 

on customers of shipping companies (brokers, agents and suppliers) only from Athens.  

Secondly, the responses were sent online as the questionnaires were also completed online due to the 

lockdown and the restrictions by the Greek authorities and not with the application of the “personal interview” 

method.  

A final limitation is that the customers of shipping companies (interviewees) were only from Greece.  

Finally, the present academic effort is the first connecting customer experience with customer 

satisfaction as a factor influencing decision making in the maritime sector. This study is a start-point for both 

academics and practitioners to realize in depth which are the most important factors that influence the 

experience of the customer of shipping companies especially today that the maritime environment seems 

uncertain globally. In future academic efforts, researchers could explore further this relationship in other sectors 

or add in the equation more constructs such as customer loyalty, companies’ performance or market orientation.  
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Abstract: 

Acute environmental challenges result from human activity and unsustainable consumption (Ng & Chan, 2020). 

These environmental challenges include pollution, droughts, and reducing the ozone layer (Gokmenoglu, 

Taspinar, & Rahman, 2021; Khan, Hou, & Le, 2021). Consumers are a key component for reducing 

deterioration of the environment . Young, Russell, Robinson, and Barkemeyer (2017) claimed organisations are 

continuously searching for ways to influence consumer behaviour leading to solutions that deal with and 

mitigate environmental challenges. In addition, Plank (2011) maintained lack of information hinders consumers' 

environmental behaviour. As a result, environmental advertising is one strategy marketers and organisations use 

to influence consumers' environmental behaviour (Alamsyah, Othman, & Mohammed, 2020). According to 

Melo and de Farias (2018), environmental advertising refers to an advertisement promoting ways in which an 

organisation or a brand embraces environmental consciousness in its operation. The use of environmental 

advertising by organisations is motivated by its effectiveness in improving consumers’ knowledge of 

environmental challenges and disseminating messages related to how the organisations are dealing with these 

challenges (Kim, Malek, & Roberts, 2019). Also, the increasing consumer scepticism about organisations 

claiming to be environmentally conscious necessitates action by organisations to invest in developing the 

needed consumers' environmental knowledge (Lin, Lobo, & Leckie, 2019).  

Prior research has indicated the fundamental contribution of knowledge in promoting environmental behaviours 

(e.g. Donmez-Turan & Kiliclar, 2021; Mkhize & Ellis, 2020; Vega-Zamora, Torres-Ruiz, & Parras-Rosa, 2019). 

For example, Hansmann, Baur, and Binder (2020) found knowledge and information are meaningful 

determinants of environmental consumer behaviours. Tandon, Dhir, Kaur, Kushwah, and Salo (2020) suggested 

consumer knowledge of environmental challenges is a vital requirement in promoting consumers' willingness to 

use their consumption as a tool for mitigating and dealing with these challenges. In addition, the knowledge of 

environmental challenges and solutions are fundamental content elements of consumers' environmental 

knowledge (Aytekin & Celik, 2017). Environmental challenges include the depletion of natural resources 

(Shahnaei, 2012), water scarcity (Shah, Liebrand, Vos, Veldwisch, & Boelens, 2018) and global warming 

(Fezzi, Harwood, Lovett, & Bateman, 2017). The presence of environmental solutions in environmental 

advertising is key in nudging consumers to mitigate their consumption impact on the environment.   

Resultantly, the dissemination of environmental messages related to environmental challenges and solutions in 

magazine advertising is likely to drive the development of environmental knowledge amongst consumers in 

South Africa. To our knowledge, there is no prior research in South Africa that investigated the dissemination of 

environmental challenges and solutions in magazine advertising. Consequently, the knowledge on which 

environmental challenges and solutions are found in magazine advertising in South Africa is lacking. This paper 

explored environmental challenges and solutions that organisations and advertisers in magazines communicate 

with South African consumers. The insight gained from this research provides an emerging market perspective 
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and provides knowledge of fundamental message content elements in magazine advertising in South Africa. 

This paper aims to extend the knowledge of environmental advertising.  

The study followed a descriptive design and qualitative methods, deductive content analysis research to 

investigate the environmental challenges and solutions marketers in South Africa, disseminate in magazine 

advertising. The most recent survey by the South African Advertising Research Foundation indicated a staple 

magazine readership of about 45% and a growth in the digital space (SAARF, 2016). Subsequently, magazines 

were considered an effective media avenue for communicating environmental messages in South Africa. The 

selected magazine sample was drawn from the magazine population in South Africa (Magazines.co.za, 2018; 

Manson, 2018). A simple random sampling method was used to select 66 magazines. In this study, every fifth 

magazine on this frame was selected until the required sample of magazines was achived, provided it had not 

been discontinued, was not available in stores or digitally and was published in English. The origin of the 

magazine sample consisted of domestic (e.g., Drum; Move) and international (e.g., Forbes Africa; The 

Economist) managzines covering many genres. One magazine issue represented the entire magazine in the 

sample. The 66 magazines contained 1186 advertisements in total. Bailey, Mishra, and Tiamiyu (2016) and 

Rahim, Zukni, Ahmad, and Lyndon (2012) definition of environmental advertising was followed to determine 

which advertisements were to be included in the sample for the deductive content analysis. This paper defined 

environmental advertising as an advertisement promoting evviornmental products, addressing environmental 

challenges or proposing environmental solutions as a strategy for strengthening the communication of 

environmental messages. Any advertisement meeting at least one of the following conditions was considered 

environmental: 

1. An advertisement promoted a healthy lifestyle or living, for example, promoting fitness, outdoor living, 

or physical activity to improve health and fitness (Rahim et al., 2012). 

2. The advertisement used scenery, imagery showing nature or referred to nature (Shen et al., 2020). 

3. Fitness, health, life and nature phrases were included in the advertisement (Banerjee, Gulas, & Iyer, 

1995) . 

4. The advertisement suggested the product or organisation is environmentally friendly or addressing 

sustainability (Rahim et al., 2012). 

5. An advertisement entailed images of environmental challenges or a proposal of environmental 

solutions (Leonidou, Leonidou, Palihawadana, & Hultman, 2011). 

It is important to note, this paper did not measure or address greenwashing. Resultantly, an advertisement 

claiming the product/s was environmental or dealing with environmental issues was enough evidence needed to 

consider and qualify the advertisement environmental without determining the legitimacy of the claims 

made(Rahim et al., 2012). The inclusion criteria were administered to the 1186 advertisements that was 

consequently reduced to 84 that met at least one of the above conditions. Mayring (2014) claimed deductive 

content analysis is an effective determinant of structural dimensions in any research using content analysis. As a 

result, the application of a deductive content analysis research approach to the 84 environmental advertisements 

suited this study in understanding the advertisement message content elements by exploring the use and how 

environmental challenges or solutions were incorporated into messages. A content analysis template was 

developed. The themes in this template consisted of advertisement identifier information and message content 

elements which were classified into environmental challenges and solutions. The environmental challenges and 

solutions were further analysed into codes. Environmental challenge codes included water quality, water 

scarcity, animal protection/welfare, pollution (air, land and sea or water), deforestation, declining oil reserves 

and global warming. Environmental solutions were coded into recycling, waste minimisation, environmental 

packaging, organic food, reduction in energy use, environmental products/services, pollution reduction, resource 

preservation, planet preservation, healthy living, deconsumption, environmental supply chain, environmental 

information technology, environmental retailing, eco-labels, re-use, organisation-supported initiatives, 

consumer-supported initiatives, veganism, upcycling or eco-fashion. A review of the literature informed 

definitions of codes used for maintaining analysis consistency and interpretation. Advertisements were content 

analysed by applying a coding procedure that informed themes and codes found in each advertisement thus 

improving credibility (Potter & Levine‐Donnerstein, 1999). Understanding the analysis process and revising 

coding guidelines are key in determining flaws or misalignment encountered in the early stages of the analysis 

process (Baccarella, Scheiner, Trefzger, & Voigt, 2014). Results were presented and discussed relative to the 

advertising literature and theory. Consequently, the rigour and quality of content analysis are influenced by 

adherence to its guidelines (Mayring, 2014). Rigour is a quality indicator in qualitative research, resulting in the 

growing use of credibility, transferability, dependability, conformability. The selection of an appropriate sample 

assisted this research in maintaining credibility (Elo et al., 2014). Replicability and transferability in this study 

were made possible by the systematisation in the data collection and analysis process (Nowell, Norris, White, & 

Moules, 2017). The collected data was scanned and rechecked as it was recorded, coded and categorised to 

reduce inconsistencies, leading to dependability. In this study, conformability was maintained by scanning and 
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instantaneous saving advertisement data, which allowed for the check and rechecking of analysis and 

interpretation of this data as well as accurate presentation, reflecting its original form and meaning(Elo et al., 

2014).  

The presentation and discussion of results in this paper are key in providing insight into environmental 

challenges in magazine advertising in South Africa. The 'science war' in research relating to counting in 

qualitative research continues to exist, with certain researchers supporting its use relative to those against 

counting in a qualitative study (Hannah & Lautsch, 2011). Sandelowski (2001) acknowledged one way of 

generating meaning to collected data in qualitative research is through counting. It is suggested in Hannah and 

Lautsch (2011) that counting is effective in assisting researchers in developing a summary of the entire data, 

which results in an understanding and establishment of arising patterns. Accordingly, the present study used 

frequencies and percentages to establish arising patterns in the analysis process. Counting in the present study 

resulted in knowledge of message content elements used in magazine advertising in South Africa, particularly 

environmental challenges and solutions. Table 1 below depicts an overview of study findings, showing message 

content elements in magazine advertising targeted South African consumers.  

Table 6 Summary of study results 

Message Content Elements (Themes) 

Environmenta

l Challenges 

Water Scarcity 

11 (13.1%) 

Air Pollution 

6 (7.1%) 

Water 

Quality 

5 (6.0%) 

 

Animal 

Protection/ 

Welfare 

4 (4.8%) 

Land 

Pollution 

4 (4.76%) 

Water/Se

a 

Pollution 

2 (2.4%) 

 

Environmenta

l Challenges  

Global Warming 

1 (1.2%) 

Deforestatio

n 

1 (1.2%) 

Environmenta

l Solutions 

Healthy Living 

26 (31.0%) 

Pollution 

Reduction 10 

(11.9%) 

Resource 

Presevartio

n 

9 (10.7%) 

Veganism 

 6 (7.1%) 

Consumer-

Supported 

Initiative  

6 (7.1%) 

Reduction 

in Energy 

Use  

4 (4.8%) 

Environmenta

l Solutions 

Organisation - 

Supported 

Initiative 

4 (4.8%) 

Re-use 

3 (3.6%) 

Recycling 

3 (3.6%) 

Waste 

Minimisatio

n 

1 (1.2%) 

Environmenta

l Packaging 

1 (1.2%) 

Organic 

Food 

1 (1.2%) 

Environmenta

l Solutions 

Environmental 

Products/Service

s 

1 (1.2%) 

Planet 

Preservation  

1 (1.2%) 

Upcycling 

1 (1.2%) 

Eco-fashion  

1 (1.2%) 

 

The findings provide insight into the environmental challenges and solutions contained in magazine advertising 

targeting the South African consumer. This study found environmental advertising in magazines in South Africa 

contained eight environmental challenges. Knowing the content of these advertisements is important because 

Tandon et al.'s (2020) study explained that consumer's awareness of environmental challenges influences their 

intention to mitigate their impact on the environment. The content analysis  revealed water scarcity 11 (13.1%), 

air pollution 6 (7.1%) and water scarcity 5 (6.0%) were the main environmental challenges found in the 

advertisements. The high frequency of the water scarcity challenge is supported by Vörösmarty, Hoekstra, 

Bunn, Conway, and Gupta (2015) who explained the water scarcity challenge as a global challenge impacting 



 

96 
 

the rest of the world. In addition, the water scarcity and quality challenge prevalence in South Africa also 

supports the inclusion of these environmental challenges in environmental advertising in magazines (Edokpayi 

et al., 2018; Rodina, 2019). Results showed magazine advertisements consisted of marginal use of water/sea 

pollution  (2.4%), global warming (1.2%) and deforestation  (1.2%) environmental challenges. Disseminating 

messages of environmental challenges influences consumer awareness of these challenges (Chen & Lee, 2015) 

and is thus important in addressing these challenges.  

This study found 16 environmental solutions which emerged in environmental advertising in magazines in 

South Africa concerning environmental solutions. On the one hand, the results revealed that most marketers 

were proposing healthy living 29 (31.0%), pollution reduction 10 (11.9%) and resource preservation 9 (10.7%). 

On the other hand, the least proposed environmental solutions included waste minimisation, environmental 

packaging, organic food, environmental products/services, planet preservation, upcycling and eco-fashion. All 

these solutions each contributed  (1.2%) of the 84 environmental advertising in magazines in South Africa. 

These represent missed opportunities as Tantawi, O’Shaughnessy, Gad, and Ragheb (2009)  claimed that 

environmental advertising is a fundamental contributor of consumer knowledge because it highlights and 

reinforces prior consumers knowledge and concern for the environment. Likewise, Aytekin and Celik (2017) 

suggested environmental solutions proposed in environmental advertising are one way of enhancing 

environmental message effectiveness. Interestingly, environmental solutions were included in advertisements 

twice as often as environmental challenges (16 and 8, respectively). However, this study found most of the 

proposed environmental solutions were still marginally and moderately found in the 84 environmental 

advertisements. 

The study has shown that marketers in magazine advertising in South Africa use message content elements to 

communicate the environmental messages needed to develop and strengthen consumers' environmental 

knowledge. The research extends the knowledge of environmental challenges and solutions that organisations 

consider effective in raising consumers' environmental knowledge. Chen and Lee (2015) and Seyrek and Gul 

(2017) suggested disseminating messages of environmental challenges influences consumer awarenessand Dhir, 

Sadiq, Talwar, Sakashita, and Kaur (2021), suggested consumers' environmental knowledge and concern are 

facilitated by sufficient and concrete environmental information. However the research also identifies numerous 

possibilities for improvement.  Both in terms of challenges and solutions, marketers in South Africa have 

numerous options for developing knowledge amongst consumers and contributing positively to the 

sustainability challenges facing the country and the globe. 

Overall, the findings of this study have theoretical and practical implications. Firstly, this research has a 

theoretical implication for researchers. Consumer knowledge is a key component of many green consumer 

behaviour models but seldom do these models specifically stipulate the content elements of this knowledge.  

This research  identifies the various components of this knowledge related to sustainability challenges and 

solutions.  Future research could investigate the levels of consumer knowledge of these different components. 

These components of consumer knowledge can also be used to evaluate the message content elements in 

environmental communications across different media platforms. Secondly, the study has managerial 

implications. The research represents a ‘stock take’ of the extend and nature of enevironmental challenges 

addressed and solutions proposed in enevironmental advertising in magazine advertisements in South Africa. 

Marketers targeting South African consumers using environmental challenges or proposing environmental 

solutions as a tool for strengthening their environmental messages in environmental advertising can use the 

current study results to design these communications. The study indicates commonly used themes as well as 

those not used and which represent opportunities for differentiated messages. This study was limited in its 

scope. Consequently, it cannot provide knowledge concerning the underlying motives for the relatively higher 

frequencies or percentages of certain environmental challenges or proposed environmental solutions in 

environmental advertising in South Africa. This gap in knowledge presents an opportunity for future research to 

investigate the reason behind the choice of environmental challenges or proposed environmental solutions in 

magazine advertising as well as the relative variance in frequency or percentage use of these message content 

elements. 

Keywords: magazine advertising; environmental advertising; environmental challenges; environmental 

solutions; South Africa 
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Abstract 

 

Over the last decades, there has been a growing concern with environmental degradation worldwide. Climate 

change, pollution, greenhouse gas emissions, overexploitation of natural resources are just some examples of 

the many environmental problems affecting severely our planet. Aware of this new reality, consumers are 

increasingly preferring to buy environmentally friendly products, also known as green products. Companies 

are attentive to this change of purchasing patterns and are focused on capturing the attention of this new 

segment of consumers. The main objective of this research is to explore the importance and influence of 

communication in consumers' green purchasing decisions. To this end, an online questionnaire survey was 

carried out on the population residing in Portugal over 18 years of age, allowing to collect 690 valid responses. 

Some data analysis techniques were used, including descriptive analyses and parametric and non-parametric 

tests. Our findings allow us to conclude that there is a strong correlation between communications and 

consumer’s green purchasing decision. Our results also suggest the women are more attentive of 

environmental information than men; we can also conclude that there are significant differences in educational 

level, where individuals with a master's degree are more aware of environmental communication. 

 

Keywords: Green marketing; Green purchase behavior; Green products; Portugal. 
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Abstract: 

 

The present study aims to understand the impacts of the Covid-19 spread, and the subsequent first lockdown in a 

Western country (Italy), on consumers and firms' behaviours in terms of sustainability and social responsibility. 

In particular, the research questions are:  

RQ1. Have Covid-19 and authorities' restrictions affected consumer sustainable and socially responsible 

behaviour, and how? 

RQ2. Have Covid-19 and authorities' restrictions affected companies sustainable and socially responsible 

behaviour, and how? 

The Covid-19 infection has been characterised as a pandemic by the World Health Organization on the 11th of 

March 2020. Since then, many countries have adopted a lockdown strategy and introduced measures to 

guarantee movement restrictions and contain the virus diffusion. Italy has been the first Western country to face 

this threat and implement lockdown measures. The Covid-19 Pandemic is considered both a health and 

economic crisis; its impacts on the global economy are unprecedented since the 1930s Great Depression and are 

worse and long-lasting than the 2007-2009 crisis. The Covid-19 has certainly had negative impacts on the 

economy and health but has also brought some environmental improvements due to the quarantine measures, 

showing the real effects of human activities. Cohen (2020) stated that Covid-19 is a public emergency and an 

experiment in downsizing our consumer economy. Indeed, policymakers and sustainability scientists have tried 

to achieve similar objectives during the last years regarding sustainable consumption evolution. Consumers have 

modified their behaviours in response to the pandemic and government restrictions, and they have reorganised 

their purchases and habits. 

Moreover, as declared by Cohen (2020), Covid-19 begins a sustainable consumption transition. The emergency 

seems to have forced people to rethink their connection with nature and act more responsibly. At the same time, 

the crisis has affected firms severely and has also posed attention to their role in promoting the common good 

through more responsible businesses. These improvements can only be temporary if society does not learn how 

to manage in the long term the new knowledge acquired, and it is worth understanding which changes will last 

or dissipate after the pandemic. 

Moreover, the 2030 Agenda underlines in Goal 12 the need to shift toward more responsible consumption and 

production patterns and that Covid-19 represents a chance to reverse trends toward a more sustainable future. 

Therefore, this emergency is an opportunity to reflect and change our consumption and production systems 

building a more sustainable economy. 

In this regard, to achieve the research aim, a qualitative approach was planned, and an empirical investigation 

was carried out through in-depth interviews with 133 university students of the Corporate Social Responsibility 

and Sustainability course. Interviews were carried out in May 2020 during the first Italian lockdown and online 

due to the government social distancing restrictions, and the average length was 40 minutes. They were audio-

recorded and then transcribed, verbatim were entered into data analysis software MAXQDA Analytics Pro 2020 

to be coded. An interview guide was developed based on the literature analysed. In particular, questions were 

divided into two sections: the pre-emergency and the emergency phase to better analyse the impacts of 

pandemic and restrictions on consumers and firms' sustainable behaviours. Once all the interviews were 

completed and transcribed, the data were analysed using a thematic analysis approach based on the six phases 
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101 
 

process identified by Braun and Clarke (2006). Multiple investigators were involved in the coding activity to 

guarantee the rigour of the research. 

The final sample was composed of 87 males, 46 females and the average age was 25. The findings show the 

respondents' perceptions about the pre-emergency consumers' features and the evolution of consumers 

behaviours during the emergency. Simultaneously, the respondents' point of view regarding companies' role in 

the pre-Covid society and the firms' reactions during the crisis is presented. In particular, the authors identified 

the main themes describing the principal consumers and firms' behaviour dimensions influenced by Covid-19 

and lockdown in terms of sustainability and social responsibility. In this way, the authors also identified a 

mechanism that could help achieve Goal 12 of the 2030 Agenda. 

The paper originality comes from the analysis of consumers and firms' behaviours during the first lockdown in a 

Western country and from the double perspective of company/consumer investigation. This paper invites us to 

reflect upon the unusual moment that we live in and is an attempt to learn something from the emergency and 

turn past mistakes into positive knowledge to build a more sustainable future. 

 

Keywords: Sustainable consumer behaviour, Sustainability, Social responsibility, Sustainable consumption, 

COVID-19, Corporate social responsibility 
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Abstract 

There have been some theoretical arguments (above all by Prof. Kotler) regarding the impact of the pandemic 

COVID 19 on potential pro-environmental shifts in consumer behaviour. This paper presents an exploratory 

research effort to investigate changes in selected consumer preferences due to the pandemic, as well as to 

capture some of the factors that might be found able to affect these behaviours, namely environmental attitudes, 

perceived risk (due to the pandemic) and demographics. A two-stage cluster sampling was employed in the 

student population of IHU. The results in overall indicated that Greek students do not think that their households 

(in which they do stayed for a year due to remote education) have turned towards more ethical, more 

environmentally conscious consumption patterns due to the pandemic. Nonetheless the results indicated 

significant increase in behavioural choices that concern financial conservation.   Women were found more pro-

environmentally oriented but environmental attitudes and risk perception were not found able to affect a 

remarkable portion of the variance in the changes of consumers’ preferences. It is implied that we should not 

hold any delusions about a significant ecological, positive impact of COVID 19 while future research is 

suggested in order to understand better consumer preferences with relevance to the urgent need of 

environmental protection. 

 

Keywords: Covid 19, Consumer Preferences, Environmental Unconcern, Risk Perception  

 

Introduction 

The whole world faced and is still facing one unprecedented, serious and extremely intimidating   situation. The 

coronavirus (Covid-19) pandemic that originated in Wuhan city of China has sent every country in a situation 

that carries extensive social and economic impacts (Kumar and Abdin, 2021).  

It has been argued that the uncertainty caused by the pandemic will change the way consumers behave, in some 

cases, for years to come (McKinsey, 2020). Α significant issue arises during the interdisciplinary efforts to 

describe and predict evolutions in consumer behaviour:  are we to expect changes with relevance to ecologically 

conscious consumer behaviour and if yes, which might be the sign of these changes? Positive to the planet, 

towards environmental protection, green consumption or negative to the planet, towards careless, individualistic, 

grey behaviour? 

The BBC portal published that the pandemic brought about a shift towards green consumption that has turned 

some people into more ethical, more environmentally-conscious consumers (BBC, 2021). The relevant article 

was driven by a number of practitioners’ research reports. Indeed, a 2020 global survey by Accenture concluded 

that consumers "have dramatically evolved", as 60% stated making more environmentally friendly, or ethical 

purchases since the start of the pandemic while nine out of 10 of that percentage said were likely to continue 

doing so (Accenture, 2020). The research group Kantar reported that since Covid-19 the consumers in 19 

countries around the world stated to be more environmentally concerned than before the outbreak (Kantar, 

2020). An Ipsos Mori pollsters implemented a global survey which indicated that 65% of global respondents 

declared that "it is important that climate change is prioritized in the economic recovery after coronavirus" 

(Ipsos, 2020). 

As expected, academic marketing research has been quite scant so far.  Therefore, this paper aims to explore 

changes in selected consumer preferences due to the pandemic, as well as to capture some of the factors that 

might be found able to affect these behaviours, namely environmental attitudes, perceived risk (due to the 

pandemic) and demographics. 

 

mailto:irene.tilikidou@gmail.com
mailto:delistavrou@yahoo.com
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Literature Review 

There has been a rather small number of recent theoretical papers with concern to the short and long term 

expected changes in the overall consumer behaviour from the viewpoint of habits (Sheth, 2020) or from the 

viewpoint of historical milestones (Zwanka and Buff, 2021). There are also some marketing publications that 

concern a variety of topics, such as: the effect of COVID19 to organic food purchases (Hassen et al., 2020; Xie 

et al., 2020), panic (Lins and Aquino , 2020; Kumar and Abdin,2021)  or  impulse buying (Naeem, 2020) and 

emotions on shopping behaviour (Szymkowiak et al., 2021). Yang et al. (2020) examined the utilitarian versus 

hedonic purchases and the role of awe during this period.  

AMA postulated that there are 2 scenarios in terms of expected changes in consumer behaviour. The first 

scenario is that consumers “driven by the health, economic, and social trauma caused by COVID-19, consumers 

may become more conscious of the fragility of the planet, of air and water pollution, of water shortages, and 

other problems” (Kotler, 2020)  whereas the second scenario concerns a rather opposite prevision that “the 

trauma of the pandemic may trigger the urge to return to the normalcy  of the pre-COVID-19 lifestyle” 

(Trembath and Wang, 2020). 

Of course, there have been very few in numbers papers to support the first or the second scenario, to date.  

Lucarelli et al. (2020) employed the Theory of Planned Behaviour to examine possible changes in individuals’ 

pro-environmental behaviour in light of the pandemic. During the pandemic they used the same students’ 

sample they have used before the lockdown.  No relevant variations in environmental Intentions as well as in 

Pro-Environmental 

Behaviour were found between the pre- and post-COVID-19 studies.  Nonetheless, moderation analyses 

indicated that the groups of people, who believe there is a relationship between COVID-19 and climate change 

whereas Covid 19 is urgent and changes in consumer habits can actually improve the climate problem are those 

who indicated stronger evidence in the relationship between Intentions and Pro-Environmental Behaviour. 

Peluso et al. (2021) claimed that older consumers have increased their environmentally sustainable purchases 

and developed a more optimistic view of the near future, which in turn inspired more pro-environmental 

attitudes, which in their turn increased their tendency to spend on environmentally sustainable products.  

Hörisch (2021) wrote that the COVID-19 crisis does not only relates to the sustainable development goals 

(SDGs) but is part of the research field of sustainable development itself. The pandemic has been found to 

severely threaten the achievement of SDGs on one side, while on the other side opportunities emerged with 

regards to specific SDGs, such as positive effects on air pollution due to traffic reduction plus governmental or 

institutional fiscal stimulus packages towards affordable and clean energy.  

Climate change mitigation has been identified as one of the key environmental goals (Canavari and Coderoni, 

2020) or even as the central factor in the sustainability process (Beattie and McGuire, 2020). The Paris 

Agreement on climate change (12/ 12/ 2015) stipulated the requirement to pursue efforts to limit the average 

global temperature increase to 1.5°C, and several countries have committed to goals of net carbon neutrality by 

2050. Greenhouse gases (GHG) emissions’ mitigation has reached the top of the political agenda in Europe 

(European Commission, 2019). 

However, it is apparent that understanding public attitudes and behaviours towards such approaches is lacking 

(Cox et al., 2020) as insights of the impact of COVID 19 on green consumption remain quite unexplored (Yang 

et al., 2020). 

In this sense, considering this study as a preliminary and explorational one, the following research objectives 

were set. 

 

Research Objectives 

• To explore changes in consumers behavioural preferences due to the pandemic Covid 19 

• To investigate the effect of Covid 19 on a shift towards e-buying for certain categories of consumer 

products  

• To search for the ability of environmental attitudes, perceived risk and selected demographics to affect 

behavioural preferences 

 

Methodology 

Sampling 

An electronic survey was conducted with structured questionnaires administered through electronic interviews 

to students of the Hellenic International University (IHU/Alexandreian Sindos Campus) during the first week of 

March 2021. University students are considered important stakeholders in the climate change issue (Lucarelli et 

all 2020) as they are better environmentally educated than previous generations as they are those who will 

affected by environmental damages due to climate change. Two-stage cluster sampling was conducted 

(Zikmund, 2003; Churchill and Iacobucci, 2005). The population was divided into 7 clusters, one for each 

faculty of IHU. At the 1st stage one department for each faculty was drawn, whereas at the 2nd stage a day and 
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time of the e-classes schedule for each department was drawn. Sampling resulted in 622 respondents and after 

controlling for Gender, the final sample size was 506 usable questionnaires. 

 

Variables Measurement 

Consumer Preferences (CP) with 16 items and E-buying (EB) with 5 items were both measured on 5-point 

scales, from 1=Considerably Decreased to 5= Considerably Increased.  

Environmental Unconcern (EU) with 8 items, measured on a 5-point Likert scale from 1=Absolutely Disagree to 

5= Absolutely Agree. It is to be noted that a measure of negative attitudes was adopted from Tilikidou and 

Delistavrou (2014) in order to diminish the social desirability effect, which is always apparent in socially 

sensitive topics. 

Risk Perception (RP) index adopted from Leiserowitz (2006) with 9 items measured on a 5-point scale from 1= 

Not at all to 5= Very much and 5 demographic variables were included in the questionnaire, namely Gender, 

Age, Faculty, Family Income.  

 

Results 

Internal Consistency of measures were calculated by Cronbach’s Alpha and resulted in well-accepted values, 

namely CP=0.846, EB=0727, EU =0.742 and RP=0.874. 

 

Descriptive Statistics 

Consumer Preferences (CP) takes theoretical values from 16 to 80 and with a Mean of 53.01 (S.D. = 6.99) 

indicated debatable changes due to the pandemic. The sum (slightly plus considerably increased) of the item 

frequencies indicated that 64.1% consumers increased mindful allocation of their spendings, changing to less 

expensive products (53%) and searching products and brand choices before buying (45.8%). Fewer consumers 

increased their health and hygienic preferences such as purchasing products in healthy and hygienic packaging 

(41.3%), from retail stores with strict hygienic measures for protection against Covid-19 (41.3%) and from 

companies which take care of the safety and hygiene of their employees (36.6%). With regards to the 

consumers’ pro-environmental preferences the higher increases were obtained in conservation of water, power 

and fuels (38%) and preferences of recycled packaging (33.8%) while promising is the fact that 25.5% of the 

consumers increased their preferences of products made with recycled ingredients.  Regarding preferences 

towards products of companies, which apply ecological strategies or corporate social responsibility products, 

approximately 1 out of 3 consumers increased their preferences (31.2% and 25.9% respectively). With regards 

to ecological products preferences, 29.8% of the consumers increased their purchases of eco-friendly personal 

care products while less than 1 out of 5 increased their purchases of   eco-friendly home care products (19.4%), 

fabric care products (18.8%), cosmetics (16.8%) and fragrances (8.1%).  

E-buying (EB) takes theoretical values from 5 to 25, with a Mean of 15.02 (S.D.=2.99) indicates that in overall 

there are no changes in e-buying relevant to ecological goods, due to the pandemic. The item Means indicated 

that that consumers increased just slightly (Mean=3.46, S.D.=0.90) their online purchases on eco-friendly 

personal care products while they somewhat decreased (Mean=2.58, S.D.=0.90) their e-buying of eco-friendly 

fragrances.   

Environmental Unconcern (EU) takes theoretical values from 9 to 45, with a Mean of 17.35 (S.D. =4.68) 

indicates clear disagreement with unconcern about environmental protection. The item Means indicate that 

respondents disagree that their responsibility is to leave to their children belongings and not a clean environment 

(Mean=1.83, S.D.=0.99), that the environment would not be protected if we used less water, energy and fuel 

(Mean=1.91, S.D.=0.97) and that they have never been seriously concerned about issues such as air and sea 

pollution (Mean=1.96, S.D.=0.91). They also disagree that they cannot do anything for environmental protection 

if none else does (Mean=2.04, S.D.=1.07) and that more money to environmental protection means less money 

for jobs (Mean=2.02, S.D.=0.90).  

Risk Perception (RP) takes theoretical values from 9 to 45, with a Mean of 31.67 (S.D. =6.73) indicates rather 

high overall levels of perceived risk due to global warming, especially with concern to the seriousness of 

damages to non-human nature (Mean=4.36, S.D.=0.84) and to the whole world (Mean=4.01, S.D.=0.96). 

Analysis of Results 

ANOVA one-way was employed to examine the impact of selected demographics on the behavioural variable. 

Significant Mean differences were found (p<0.05) in the measure of Consumer Preferences (CP) across Gender 

(women).  

 Significant Mean differences were found (p<0.05) in E-Buying across Gender (women) and Age (<20). 

Pearson’s parametric correlations indicated statistically significant (p<0.001) relationships of CP with RP, 

positive and almost moderate (r=0.288), with EU, negative and weak (r= - 0.226). 

Multiple Regression analysis indicated that just RP enters the resulting equation, which is: CP=43.67+0.288RP 

while R2=0.81 indicating that RP is able to explain 8.1% of the variance in CP. 
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Discussing some Concluding Remarks 

As mentioned in the introduction, there are not any similar, previous findings to compare our findings with 

them. Therefore, first of all, it has to be stated that the overall reply to the question whether we are experiencing 

significant pro-environmental changes in consumer behaviour is most probably NO, so far. Sorry, BBC, 

Accenture, Kantar and Ipsos Mori. Above all, sorry Professor Kotler but we shall have to do better to verify 

your optimistic predictions. Greek students do not think that their households (in which they do stayed for a year 

due to remote education) have turned towards more ethical, more environmentally conscious consumption 

patterns. Couldn’t we guess that this happens just because consumers face more urgent more demanding 

problems in their households?  Just note, recession (-8.2% GDP) extensive income reduction, unemployment, 

difficulties in paying bills and ensuring the basic necessities of life? 1 out of 4 percentage of the Greek 

households remain at risk of poverty or social exclusion (25.1% income up to 10,000€). About 4 in 10 

households (37.5%) stated that their income decreased. 70% of households, whose main source of income is 

business income stated that their income decreased in 2020 compared to 39.3% of households whose income is 

based mainly on wages and 24.8% whose main source is pension. 35.6% of households expect worsening of 

financial situation. 1 out of 2 households (54.3%) declares that 1 member of the household is a long-term 

unemployed person. 17.6% of the households declared that in one member of the household his/her employment 

contract was suspended (GSEVEE, 2021). 

It is therefore reasonably interpretable that the results of this study indicated significant increase in behavioural 

choices that concern financial conservation.   Mindful allocation of my spendings -expenses, changing to less-

expensive products to save money (C11 and 12 respectively). The majority of all other behaviours indicated 

neutral changes. This is deafening in all items that concern eco-friendly products (C6,7, 9 and 10). Large 

differences between items, for example C6 (8.1%) versus C8 (29.8) can be easily justified as consumers of 

course stop using fragrances but not personal care products as they stay at home, most of the time.  

 

Table 1: Consumer Preferences 
  Mean Std. 

Dev. 

Considerabl

y decreased 

% 

Slightly 

decrease

d 

% 

No 

change 

% 

Slightly 

increase

d 

% 

Considerabl

y increased 

% 

C1 Purchasing products in healthy and hygienic packaging 3.44 0.821 1.6 5.5 51.6 30.2 11.1 

C2 Purchasing products of companies which take care of 

the hygiene and safety of their employees 

3.41 0.756 1.4 2.4 59.7 26.7 9.9 

C3 Preferences for retail stores with strict hygienic 
measures for protection against covid-19 

3.46 0.844 2.2 3.8 52.8 28.5 12.8 

C4 Choosing products of companies which apply 

ecological strategies  

3.28 0.740 2.4 4.2 62.3 25.3 5.9 

C5 Choosing products of companies which apply 
corporate social responsibility programmes 

3.22 0.647 1.4 4.5 68.2 22.3 3.6 

C6 Purchasing eco-friendly fragrances  2.90 0.668 5.7 8.5 77.7 6.1 2.0 

C7 Purchasing eco-friendly cosmetics 3.06 0.712 4.9 4.3 73.9 13.4 3.4 

C8 Purchasing eco-friendly personal care products 3.24 0.776 3.6 4.5 62.1 24.1 5.7 

C9 Purchasing eco-friendly fabric care products 3.09 0.710 3.6 6.3 71.3 14.8 4.0 

C1

0 

Purchasing eco-friendly home care products 3.09 0.724 4.3 5.1 71.1 15.6 3.8 

C1
1 

Mindful allocation of my spendings  3.72 1.128 4.7 10.9 20.4 35.8 28.3 

C1

2 

Changing to less-expensive products to save money 3.58 0.990 3.4 7.3 36.4 33.6 19.4 

C1
3 

Researching brand and product choices before buying 3.56 0.824 1.4 2.4 50.4 30.8 15.0 

C1

4 

Conservation of energy, water and fuel 3.36 0.817 1.4 8.3 52.4 28.7 9.3 

C1
5 

Purchasing products in recycled packaging 3.36 0.740 1.6 3.0 61.7 25.7 8.1 

C1

6 

Purchasing products made by recycled ingredients 3.24 0.668 1.8 3.2 69.6 20.8 4.7 

 

It is also to be noted that no significant increase in e-buying was found with regards to consumer goods that 

relate to environmental issues, such as fragrances, cosmetics and detergents. On the contrary, significant 

increase has been previously reported with relevance to other consumer goods in overall, irrelevant to pro-

environmental causes. For example, the Convert Group (2020) research institute, reported that there are 

extremely high increases in on-line shopping of general cleaning products (583%), pharmaceutical supplies 

(193%), basic packaged food (148%) fresh food (142%).  There is most probably one exception, the case of 

personal care products (43.1% in Table 2), which seems similar with the sum of deodorants and face care 

products (27% and 26% respectively).  
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Table 2: E-buying 
This study results  Convert Group 2020 

  Increase   Increase 

P

1 

Fragrances 
7.7% 

 Cleaning products 
583% 

P
2 

Cosmetics 
17.5% 

 Pharmaceutical supplies 
193% 

P

3 

Fabric care products 
12.1% 

 Basic packaged food 
148% 

P
4 

Home care products 
27.6% 

 Fresh food 
142% 

P

5 

Personal care products 
43.1% 

 Deodorants 
27% 

    Face care products 26% 

 

With regards to potential predictors of consumers preferences, it has to be noted that correlation and regression 

results are not impressive. Utilization of the Environmental Unconcern scale has been found once more, like 

many times in previous research (Tilikidou et al., 2019) to balance extreme positive scores in attitudes 

indicating reliably and validly that Greek students are not unconcerned towards environmental issues. In 

addition, respondents were found holding significantly high level of perceived risk due to climate changes, 

evidence which is in line with those by (Canavari and Coderoni, 2020 and Beattie and McGuire, 2020). 

However, it cannot be concluded that either consumers’ risk perception or concerns are able to drive a 

considerable shift towards pro-environmental consumption choices; this claim is in line with those by Cox et al. 

(2020) and Yang et al. (2020). 

 

Implications 

No actual implications can be outlined with regards to what business managers and/or public policy makers 

should do.  There is though just one suggestion as to what we all should not do. Please, do not hold any more 

delusions. Not even such a pandemic is capable of bringing about significant pro-environmental changes. No 

consumer will change habits if he/she is not in front of ecological choices equally competitive with the 

conventional ones in terms of price, efficacy, place and promotion where as no firm is going to adopt any real 

ecological strategy if not forced either by regulations or by an apparent profit challenge.  

 

Limitations and Future Research Suggestions  

There are of course the usual, in any preliminary, exploratory study, limitations concerning sampling and 

theoretical perspective of this effort. This study managed to describe some draft impacts of Covid-19 on our 

consumption preferences. It is to be acknowledged that pro-environmental preferences were just fumbled by this 

exploratory effort of ours.  Factors that might be found able to drive or inhibit them still remain mostly in the 

shadow. Future research should employ a more comprehensive theoretical model to guide a research study 

applied on a national probability sample.    
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Abstract: 

Research on the impact of the governmental restrictions in social and business operations due to the coronavirus 

pandemic is growing across disciplines. Nevertheless, the impact of these restrictions varies between different 

contexts and this can make hard for researchers to fully understand how and why COVID-19 has affected 

international business (IB) activities and where future research should be directed to. In this systematic review 

we synthesise insights from eight IB studies, regarding the effects of COVID-19 pandemic on exporting 

activities and provide a mapping, by considering the important role of the context, which will help IB 

researchers to focus on emerging themes within this specific field. In doing so, we present the findings by 

categorizing them (i) per country and (ii) per sector/ region. By doing this we provide an initial attempt to 

encompass the interface of COVID-19, exports and context.  
 

Keywords: Exports, International Business, COVID-19, Coronavirus. 
 

Introduction 
 

The COVID-19 (SARS-CoV-2) pandemic emerged in late December 2019 in Wuhan, China, but quickly spread 

to other countries in Asia, Europe and North America. On 11th March 2020 it was officially declared as a 

pandemic by the World Health Organization (Guan et al., 2020). As a result, many countries and governments 

around the world had to apply strict measures to slow the spread of the virus and to address its forthcoming 

negative effects. Most of the countries took recourse to various combinations of restrictions on economic and 

social activities (Ahmed et al., 2020), applying from restrictions on social gatherings and controls on travel and 

commercial activities to complete country-level lockdowns (Guan et al., 2020; Ahmed et al., 2020; Che et al., 

2021). As Galanakis (2020) states, the COVID-19 pandemic has kept one-third of the world’s population in 

confinement.  

Apart from the restrictions on the social level, many countries implemented trade-related measures in response 

to the COVID-19 pandemic (Carreño et al., 2020), mainly to ensure sufficient supplies on the domestic level 

(Gruszczynski, 2020). Most of them were trade restrictive, such as export controls over certain medical 

products, or restrictions over specific agricultural products’ trade (Lin & Zhang, 2020; Fuchs et al., 2020; 

Pauwelyn, 2020). For example, the European Commission limited its own exports of medical gear in the middle 

of March 2020, which was interpreted as a reaction to uncertainty about Europe's access to medical supplies 

from China (Fuchs et al., 2020). In contrast, there were other countries that called for the suspension of export-

trade controls and restrictions on essential goods (Carreño et al., 2020; Lin & Zhang, 2020).  

The COVID-19 pandemic hasn’t only disrupted the economies of countries which were hit hard, but also 

changed the distribution of economic power across countries (Che et al., 2021), making it “the most serious 

global economic crisis after the economic depression of the 1930s" (Vidya & Prabheesh, 2020, p. 2408). 

Hence, it is of utmost importance to identify and analyse the real effects of the pandemic on international trade 

and more specifically on the export performance of the firms around the world. Bearing these aspects in mind 

and acknowledging the fact that governmental restrictions vary between different contexts, i.e. countries, sectors 

(Van Damme et al., 2021) the purpose of this study is: to provide a systematic literature review regarding the 

effects of COVID-19 pandemic on exporting activities and pinpoint key themes. In doing so, we consider the 

important role of context and we present the findings by categorizing them (i) per country and (ii) per sector/ 

region and contribute to the IB literature by providing an initial attempt to encompass the interface of COVID-

19, exports and context. 

The remainder of the paper proceeds as follows: In the next section the methodology used for the current 

literature review is described. In the following section the findings of the papers examined are presented and 
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analysed. The final section discusses the key conclusions and the limitations of this research and makes some 

suggestions for further research.  
 

Methodology 

In order to fulfil the purpose of this study, we comprehensively and critically assess the current state of IB 

research by following a qualitative content analysis approach which allows for fresh conceptual understanding 

that is grounded in empirical data (Welch et al., 2011).  

One major task in any form of textual analysis is to determine the appropriate sample (Krippendorff, 2018). 

Following Krippendorff (2018), the process we applied in order to identify the appropriate sample is the 

following. First, we conducted a keyword search in the Web of Knowledge database, choosing 2019 as our 

starting point since that was the year that the first case of infection of coronavirus occurred (Who.int, 2021). To 

avoid never ending search of articles, “May 2021” was selected as the cut-off date. In our search we were 

looking for a combination of the following keywords in the title and/or the authors’ keywords of the papers: 

AK= (export OR "international trade" OR "global trade") AND AK= (covid* OR pandemic OR coronavirus). 

This initial search yielded 47 results. We also used inclusion and exclusion criteria. In particular, we excluded 

editorial or letters. This process rendered 38 articles. From the data pool of 38 papers, we selected those studies 

that were written in the English language, featured in quality IB journals (according to the CABS list or the 

Scimago list) and their topic of investigation was indeed the impact of COVID-19 in exporting activities.  

The results of this systematic process rendered a sample of eight articles. The examined articles (n= 8) were 

published in seven different academic journals, including the journal of Emerging Markets Finance and Trade 

and Applied Economic Perspectives and Policy. 

As the crisis still unfolds, the literature investigating the impact of COVID-19 is currently emerging and 

therefore quite limited yet.  

Having settled on a final dataset of eight articles, we proceeded by analysing the articles’ contents qualitatively. 

Our coding scheme included categories inspired by previous reviews, namely Vrontis and Christofi (2019) and 

Pisani et al. (2017). The codes formed the columns of a coding spreadsheet, with a row for each article. Our 

coding system captures the theories used in the articles, the research purposes, the methods, the context 

(country, industry) and the findings. All articles were independently and separately content analysed, following 

the above predefined coding scheme. We also kept notes that included our reflections to the content of each 

article (cf. Saldaña, 2009).  
 

Findings 

The articles examined (n=8) were published in 2020 and 2021 in seven different academic journals. The 

countries and sectors examined in the papers vary, but there is a remarkable percentage of papers exclusively 

about or including China (n=5). This was rather expected, since China is “the world’s manufacturing hub” 

(Barua, 2020), the world's largest export economy (Lin & Zhang, 2020; Hayakawa & Mukunoki, 2021; Zhao et 

al., 2021) and alongside with Korea, Italy, Japan, US, and Germany account for 50% of world manufacturing 

exports (Baldwin & Tomiura, 2020).  
 

Table 1 presents alphabetically the authors of papers examined for this literature review, the type of the paper, 

the country/ region studied and the key findings of each one. 
 

Table 7. Authors, Type of Paper, Country/Region Examined and Main Findings 

Author(s) 

& Title 

Paper 

Type 

Country/ 

Region  
Main Findings 

Che et al. 

(2021) 

 

Empirical China 

1. China's exports declined sharply in February 2020, when the country entered the 

lockdown, and continued to decline as its trade partners entered lockdowns.  

2. China’s exports to countries at high risk from the pandemic experienced a larger 

decline than exports to low-risk countries  

3. There are heterogeneous effects across different industries and goods:  

a. Industries with high labour and contract intensity experienced greater declines.  

b. Exports of goods with high import elasticity of substitution experienced higher 

prices and moderate volume losses due to the pandemic.  

 (*Medical supplies are excluded from the sample)  
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Fuchs et al. 

(2020) 
Empirical China 

1. China's exports of disinfectants and masks both increased from March and April 

2019 to March and April 2020. (Surgical masks top the list) 

2. More Chinese exports of medical equipment go into countries with higher COVID-

19 infection rates. 

3. There is virtually no country that did not import critical medical goods from China 

in March and April of 2020. 

Zhao et al. 

(2021) 
Empirical China 

1. COVID-19 in general has a significant negative effect on China’s export trade.  

2. The pandemic situations in China’s trading partners countries and regions generate 

significant positive effects on its total exports  

3. COVID-19 situation has a heterogeneous impact on China’s exports to different 

trading partners. 

Lin & Zhang 

(2020) 
Empirical China 

1. On average most agricultural businesses experienced declines in the exports, except 

some agricultural products – like grain and oil that held strong and even increased.  

2. Exports of medicinal herb also increased significantly during the pandemic.  

3. The negative impact of COVID-19 on smaller firms was more severe than that on 

larger firms.  

Mallory 

(2021) 
Empirical US, Brazil 

1. Export prospects for grains and oilseeds have largely been unaffected. 

2. Regarding meat exports, US exports of beef and pork were particularly impacted, 

while Brazil’s exports increased. 

3. Poultry exports saw declines from their highs but remain strong.  

Vidya & 

Prabheesh 

(2020) 

Empirical 

15 top 

global 

trading 

countries 

1. There was a drastic reduction in trade interconnectedness, connectivity, and density 

among countries after the COVID-19 outbreak. 

2. China’s ‘centre’ position in the trade network was not affected by the pandemic. 

3. There will be a drastic decline in trade of most of the economies until December 

2020. 

Hayakawa & 

Mukunoki 

(2021) 

Empirical 

34 countries 

around the 

world 

1. There were significantly negative effects of COVID-19 on the international trade of 

both exporting and importing countries.  

2. The negative effects tended to become insignificant since July 2020.  

3. Heterogeneous effects across industries were found: 

a. The negative effects on non-essential, durable products persist for a long time, 

whereas positive effects in industries providing medical products were observed.  

b. Labour-intensive industries, such as footwear and transport industries, were 

observed to be more likely to suffer from the negative effects of COVID-19. 

Gruszczynski 

(2020) 
Review 

General-

N/A 

1. The COVID-19 outbreak has already caused deep disruption to world trade, 

affecting both the supply and demand sides of the global economy.  

2. The impact of the COVID-19 pandemic is most visible in the international service 

sector, especially on international tourism, passenger air travel and container 

shipping.  

3. One may expect to see a continued decline in the volume of international trade in the 

coming months.  

Source: Authors’ Design   
 

For the better understanding and presentation of the findings, the articles were divided in three categories. In the 

first category we present the general views about how the global trade has been affected by the COVID-19 

pandemic. In the second category we grouped the findings by the main countries studied in the papers of the 

review and we present the effects of the pandemic for each country. Finally, in the third category we included 

the findings per sector/industry and analysed how each one was affected. The three categories are presented 

next.  
 

1. Global trade and exports after the COVID-19 outbreak 

From the literature review it is profound that the outbreak of COVID-19 on January 2020 had and continues to 

have significant negative effects on international trade, affecting both the supply and demand sides of the global 

economy (Hayakawa & Mukunoki, 2021; Gruszczynski, 2020). However, the negative effects of the first wave 

of the pandemic tended to become less significant for exporting firms since July 2020 (Hayakawa & Mukunoki, 

2021). Overall, more than 50% decrease has been observed in the trade density among the top 15 exporting 

countries in the first quarter (Q1) of 2020 compared to 2018 (Vidya & Prabheesh, 2020). Also, in the same 

period and group of countries, a visible change in the structure of the trade networks between those 15 countries 

has been observed. South Korea, Germany, Italy, France, US and UK - that were quite “central” in trade 

network before COVID-19, were severely hit and had a steep reduction in “degree centrality”. Nevertheless, 

China managed to remain in the “centre position” of this trade network, even though the COVID-19 pandemic 

originated there and impacted its international trade (Vidya & Prabheesh, 2020). Taking into consideration the 

great market power China has and the country’s role as a production hub, this finding was rather expected. 
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In general, heterogeneous effects were found across sectors and countries (Che et al., 2021; Hayakawa & 

Mukunoki, 2021). As it will be further analysed in the next section, the exporting sectors that were hit the most 

are international tourism, passenger air travel and container shipping (Che et al., 2021; Gruszczynski, 2020). As 

researchers state, a continued decline in the volume of international trade was expected in the rest of 2020, the 

extent of which was difficult to predict, since the pandemic was still going strong (Gruszczynski, 2020; Vidya & 

Prabheesh, 2020). The actual impacts of the pandemic on exports aren’t only the direct ones, but also the 

indirect ones, like the retardation in the progress of international trade initiatives around the globe 

(Gruszczynski, 2020). For example, the new agreement between the USA, Mexico and Canada called 

“USMCA” that was supposed to replace the NAFTA arrangement. While it had already been ratified by all three 

parties and the initial planning was to get into force on 1 June 2020, it got postponed for over a month.  
 

2. Impact on exports after the COVID-19 outbreak per country 

As mentioned before, the majority of the papers examined were solely or partially about China and the ways its 

economy was impacted by the outbreak of the COVID-19 pandemic. This is logical in the sense that China a) 

plays a key role in the world trade and b) was the country where COVID-19 originated from. In this section, we 

group and analyse the main findings of the studies reviewed per country or group of countries. 
 

China 

Concerning China, exports were severely affected at the beginning of the pandemic (Zhao et al., 2021). Export 

trade declined sharply in February 2020, when the country first enforced the lockdown and continued to decline 

as its trade partners also imposed lockdowns (Che et al., 2021). In general, there were heterogeneous effects 

across importing countries, sectors and even goods. For example, China’s exports -medical supplies excluded- 

to countries at high risk from the pandemic suffered a larger decline than exports to low-risk countries. The 

reason for this could be the fact that as high-risk countries suffered more and had to apply stricter measures and 

lockdowns, the exporting cost increased. Another possible explanation could be the fact that Chinese exporters 

had more market power compared to their competitors in high-risk countries or changes in the export product 

mix (Che et al., 2021). 

Also, the pandemic’s impact on the price of exports wasn’t significant in developed countries, while it was 

highly significant in developing countries, implying that it was more difficult for developed countries to accept 

higher prices caused by the pandemic (Che et al., 2021). According to the authors, the three main reasons for 

that difference between developed and developing countries seem to be the following: First, the patterns of 

spread of the pandemic between developed and developing countries were different. Until the end of May 2020, 

most developed countries had seen a gradual reduction in their new confirmed cases per day, while in 

developing countries there was no sign of decline in new confirmed cases at the same period. Second, due to 

different medical conditions and government capacities, developed and developing countries had different 

abilities to deal with public health emergencies, such as the pandemic. Third, China has different trade patterns 

with developed and developing countries. More specifically, inter-industry trade is dominant between China and 

developed countries, while intra-industry trade dominates between China and developing countries (Che et al., 

2021).  

Zhao et al. (2021) also point out the different effects of the pandemic on China’s export activities across its 

trading partners. China’s exports to countries and regions of the “Belt and Road Initiative” have not been 

significantly and negatively impacted by the pandemic, while exports to developed countries have been 

significantly and positively impacted and stimulated the country’s exports trade growth (Zhao et al., 2021). For 

example, when the pandemic in China was more severe in the first quarter of 2020, its imports and exports with 

countries of the “Belt and Road Initiative” increased 3.2%. According to the authors, the explanation for that 

heterogeneity lays on the different types of exported goods between developed countries and the “Road & Belt” 

countries. China’s exports to developed countries and some emerging markets are mainly low-tech, low-value-

added, and labour-intensive products. During the most severe period of the pandemic, labour-intensive 

production activities had to be shut down, negatively affecting export trade. Contrariwise, China’s exports to 

countries and regions along the “Belt and Road” were relatively high in technological content, value-added and 

capital-intensive; hence, the impact of the suspension of productions on exports was relatively small (Zhao et 

al., 2021). 

Different effects of the pandemic and goods were also found across industries. Industries that were labour or/and 

contract intensive experienced greater declines in their exports than other industries (Lin & Zhang, 2020), while 

industries producing medical supplies experienced an increase in their exports. More specifically, China's 

exports of disinfectants and masks both increased by more than 1,000% from March and April 2019 to March 

and April 2020 and exports of ventilators almost tripled. Surgical masks are in the top of the list of essential 

medical equipment in terms of total export value, followed by surgical shoe covers and surgical gowns (Fuchs et 
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al., 2020). Fuchs et al. (2020, p. 7) also state that “there is virtually no country that did not import critical 

medical goods from China in March and April of 2020”. It is quite interesting that even companies exporting 

medicinal herbs –which are not medical supplies in the strict sense of the term– had higher export values in 

March and April 2020 compared to the same period of 2019. Also, these companies had higher export values 

compared to the companies without similar products. (Lin & Zhang, 2020). In total, from January to July 2020, 

textile exports (including masks) reached 634.32 billion yuan, namely a 35.8% year-on-year increase. Hence, 

medical supplies export strongly promoted the growth of total exports (Zhao et al., 2021). 

On the other hand, the agricultural sector in China was negatively impacted by the pandemic, since it 

experienced around 21.15% decrease in exports on average in the first two months of 2020, compared to the 

same months in 2019. In total, 86.27% of agricultural companies in China experienced a decrease in export 

orders in varying degrees (Lin & Zhang, 2020). Nevertheless, even in the same sector, there were some 

agricultural goods that weren’t significantly impacted or even improved their export performance. For example, 

medicinal herbs and grain and oil products actually had higher export values compared to the same period in 

2019 (Lin & Zhang, 2020).  

Finally, Che et al. (2021) state that exports of goods with high import elasticity of substitution experienced 

higher prices and helped to stabilise China’s exports during the pandemic. This finding implies that the impact 

of the pandemic is heterogeneous according to the product’s elasticity of substitution and that high elasticity of 

substitution helped to lower the export risk caused by the pandemic (Che et al., 2021). Finally, the negative 

impact of COVID-19 on smaller firms was more severe than that on larger firms, showing that smaller firms 

were more vulnerable than larger firms under the pandemic (Lin & Zhang, 2020). 

Despite the negative effects on its export trade, China was the first country to resume growth. From January to 

March 2020, China’s total export value of trade in goods decreased 11.4% compared with the same period of 

2019. However, exports grew for three consecutive months since April 2020 and in June, exports increased by 

4.3% year-on-year (Zhao et al., 2021).  
 

USA 

Mallory’s (2021) research sheds light on the food commodities’ export performance of US. While some 

agricultural goods have been vulnerable to trade disruptions due to the coronavirus pandemic, some others seem 

to be quite unaffected. For example, grains and oilseeds have largely been unaffected, since no elements of the 

supply chain are labour intensive. On the other hand, meat processing companies were negatively affected on 

their majority regarding their exports, especially in April and May 2020 that were particularly disruptive. More 

specifically, between March and May 2020 exports of beef decreased by 30% while pork exports were reduced 

by 14% (Mallory, 2021).  
 

Brazil 

Regarding to Brazil’s food commodities exports in 2020 and how they were affected by the COVID-19 

pandemic, Mallory (2021) finds similar effects across products. For example, as it was also observed in the 

aforementioned countries, agricultural products like grains and oilseeds seem to have been unaffected by the 

pandemic crisis. Similarly, exports of meat-processing firms increased between March and May 2020. More 

specifically, in this period Brazil’s exports of beef grew by 19% and exports of pork by 30%. It is important to 

emphasise that US exports of both beef and pork declined, while Brazils increased. On the contrary, USA and 

Brazil experienced stable exports of grains and oilseeds. 
 

Table 2 presents the main findings of the papers examined, grouped by country/region. There are five main 

countries and regions: China (the most analysed country), USA, Brazil, the top 15 trading countries in the world 

and worldwide. 
 

Table 8. Main findings on COVID-19 effects per country/region examined 

Country/Region of 

Study 
Main Points/Findings References 

China 

1. In some sectors, such as medical supplies, China’s exports not only 

weren’t negatively affected but on the contrary were increased. On 

other sectors, such as tourism services and agriculture, exports were 

hit hard. 

2. Despite high-levels of disruption on its global supply chain and 

manufacturing activities, China’s role as the ‘centre’ position in the 

global trade network seems to have not been affected. 

3. Overall, the pandemic had a significant negative effect on China’s 

exports, but the pandemic situations in its trading partners had 

Che et al. (2021), 

Fuchs et al. 

(2020), Lin & 

Zhang (2020), 

Vidya & 

Prabheesh 

(2020), Zhao et 

al. (2021) 
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significant positive effects on its total exports 

USA 

1.  There are heterogeneous effects of the pandemic across different 

commodities’ exports. Export prospects for agricultural products, 

like grains and oilseeds have largely been unaffected, while meat 

processing exports were particularly impacted. 

Mallory (2021) 

Brazil 

1. Commodities exports in Brazil were either not affected by the 

COVID-19 pandemic or increased in some sectors. Agricultural 

products like grains and oilseeds were unaffected by the pandemic 

crisis, while exports of meat-processing firms increased. 

Mallory (2021) 

Top 15 trading countries 
(Canada,  USA, UK, 
Germany, France, Italy, 

Japan, South Korea, China, 

Hong Kong, India, 
Indonesia, Russia, 

Netherlands, and Singapore) 

1. There is a significant decrease in trade interconnectedness, 

connectivity, and density among countries after the COVID-19 

outbreak. 

2. A decline on the global trade is expected for the forthcoming 

months. 

Vidya & 

Prabheesh (2020) 

Worldwide - General 

1. There were significantly negative effects of COVID-19 on the 

international trade of both exporting and importing countries.  

2. There are heterogeneous effects across industries. There were 

positive effects in industries providing medical goods, while there 

were negative effects in labour-intensive and service industries such 

as transport industries, tourism, passenger air travel and container 

shipping. 

Hayakawa & 

Mukunoki 

(2021), 

Gruszczynski 

(2020) 

Source: Authors’ Design   
 

3. Impact on exports after the COVID-19 outbreak per sector/industry 

It’s apparent from the aforementioned findings that even if exports around the globe have generally been 

negatively affected by the COVID-19 pandemic, there is a lack of homogeneity of the negative effects across 

industries. For example, the sector of medical products and equipment was positively affected globally, marking 

an increase on its exports (Fuchs et al., 2020; Hayakawa & Mukunoki, 2021).  

On the contrary, labour intensive sectors were hit hard by the pandemic. Industries such as footwear, transport 

industries, container shipping and non-essential, durable products were observed to be more likely to suffer from 

the negative effects of COVID-19, experiencing greater declines in their exports (Che et al., 2021; 

Gruszczynski, 2020; Hayakawa & Mukunoki, 2021). Likewise, the services sectors, such as international 

tourism and travel, were severely impacted by the pandemic (Gruszczynski, 2020), especially due to the strict 

restrictions in social activities and lockdowns enforced by governments worldwide. 

In general, the sector of agriculture was moderately negatively affected by the pandemic, with only a few 

products, such as grains and oilseeds that showed an increase in export value (Mallory, 2021; Lin & Zhang, 

2020). Finally, heterogeneous effects have been noticed in the exports of the meat-processing industries. While 

in the USA there were significant negative effects on this sector, with declines in its meat exports, positive 

effects are noticed in Brazil, since the country’s exports increased (Mallory, 2021).  
 

Table 3 presents the main findings of the papers examined, grouped by sector. The main sectors/groups of 

sectors are Medical Products (such as face masks), Agricultural products, Meet-processed products, Labour-

intensive and Contract-intensive sectors, and Tourism and Travel Sector. 
 

Table 9. Main findings on COVID-19 effects on exports per sector examined 

Sector of study Main Points/Findings References 

Medical Products 
1. On average, there were positive effects in exporting industries 

providing medical goods.  

Fuchs et al. (2020), 

Hayakawa & Mukunoki  

(2021), Zhao et al. 

(2021) 

Agricultural Products 

(Grain, oils, beans, etc.) 

1. In general, most agricultural businesses experienced moderate 

declines in their exports or haven’t been affected by the 

impact of COVID-10. 

2. Certain essential agricultural products - such as grains and oil 

- not only weren’t significantly affected, but even increased in 

export value. 

3. Exports of medicinal herb also increased significantly during 

the pandemic. 

Mallory (2021), Lin & 

Zhang (2020) 

Meat-processed Products 
1. There are heterogeneous effects across countries on the meat 

processing sectors. 
Mallory (2021) 



 

115 
 

Labour & Contract 

Intensive Sectors 

 

1. There are negative effects in in labour-intensive and service 

industries such as leather products, footwear, transport 

industries, and container shipping 
2. Industries with high labour and contract intensity experienced 

greater declines. 

Che et al. (2021), 

Gruszczynski (2020), 

Hayakawa & Mukunoki 

(2021), Zhao et al. 

(2021) 

Tourism & Travel Sector 
1. There are negative effects in the sector of tourism and 

passenger air travel.  
Gruszczynski (2020), 

Source: Authors’ Design   
 

Conclusions and Discussion 

The COVID-19 pandemic is the most severe pandemic of the last 100 years (Pinna & Lodi, 2021). It has 

affected huge swathes of society practically worldwide. Apart from the health crisis, it has plunged the world 

into a major economic crisis (Pinna & Lodi, 2021). In times of such serious crises, many social and economic 

activities have been impacted, global exports included. Our literature review aimed to help identify from the 

existing studies which countries and sectors where more resistant to the economic crises caused by the COVID-

19 pandemic. 

As a result of the pandemic, most countries were expected to experience declines on their exports during 2020. 

As our research reveals, some sectors have been affected more significantly by the pandemic than others. For 

example, medical supplies firms not only managed to overcome the negative effects of the pandemic but also to 

increase the value of their exports. Overall, even though some of the short-term consequences of the pandemic 

for international trade are serious across sectors and countries, they do not appear to be unmanageable 

(Gruszczynski, 2020). There are still no clear indications of what the effect will be on exports for 2021.  

While severe crises are unpleasant by all means, they almost inevitably result in innovations that benefit 

businesses and humanity in general (Ding & Li, 2021). Undoubtedly, the COVID-19 pandemic will –and 

already has- bring innovations that have changed the world (Ding & Li, 2021). In the short term, enterprises 

may face several serious problems, such as cash-flow shortages, facility shutdowns and supply chain 

disruptions. Therefore, as it happens in every type of crisis, it is critical for enterprises to adopt a number of 

innovation tactics for business survival (Ding & Li, 2021). Enterprises could engage in rapid marketing 

innovations, such as online marketing innovations and switching to digital distribution channels (Ding & Li, 

2021; Kang et al., 2020; Wang et al., 2020). In the long term, the pandemic could serve as an opportunity for a 

variety of business models, marketing and strategic innovations, which will lead to business growth and 

sustainable competitive advantage. In business model innovation, a good long-term strategy is to enable the 

digitization of the business. Nevertheless, even if this goal is easy for digital and informational products and 

services, it is still challenging for the production of physical material products (Ding & Li, 2021). 

In conclusion, this paper provided a review of the studies, conducted from March 2020 to May 2021, regarding 

the effects of COVID-19 on exports around the globe. It also provided a basic meta-synthesis of the key findings 

of the papers analysed. Of course, this study is not without limitations. The main one is the limited number of 

the research papers analysed. Since the outbreak of COVID-19 pandemic is recent and still ongoing, the 

available literature is limited. Future research could study and analyse the overall effects of the COVID-19 

pandemic on exporting after it will be over. Finally, another limitation of the study is that it focuses only on the 

results of the negative effects of the pandemic on export trade, and not on how companies around the world 

reacted to mitigate them. So, it would be of great interest for future research to identify the ways and methods 

firms used to overcome the problems caused by the pandemic to their exporting activities and international 

marketing strategies.  
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Abstract: 

Coping with stress and anxiety, is a situation everybody experience throughout time, levels of hierarchy and 

field. In the organism of an individual, stress changes its homeostasis, because the organs that are being affected 

by, rise their demands mainly in energy components and secondly interfere with others in order to cooperate, 

defending the stability of the organism (Levine, 2005). According to Avdimiotis, 2019, stress is a gift given 

from Nature to humans to react and protect themselves in a forthcoming danger. Fear also prepares individuals 

to reach the levels of high stress and react instinctively. The problem begins at the state where humans stress 

without any existing or obvious reason, or even remain in a high state stressful situation for a wide period of 

time prolonging homeostasis and leading to exhaustion and this is the state where pathogenic stress begins.  

Working stress is a state where students feel the need to react and preserve their homeostasis. The extend and 

time period is determinant to whether the anxiety has a positive or a negative sign, directly affecting work 

intolerance, behaviors and functionality in real life situations (Jain et al, 2013). Several researchers point out that 

the stressful situations can severely effect productivity and efficiency of an individual and- at the bottom line- 

competitiveness of organization as well, decreasing their market share. Apart from working individuals, the 

same happens for academic students that experience extremely stressful periods throughout the semesters, plus, 

during their exams. Deadlines to complete their homework and evaluation processes, are considered, except for 

the exams, (as vastly demanding factors) to be extremely stressful for the candidates, which is an extra burden 

of pressure that needs to be carried out.  

Trying to focus on the sense of stress and the impact on the capability of university students to understand, 

accumulate, absorb and convey knowledge, the research team aims to understand how stress affects brain 

operations and in this direction the present paper focuses on the stress topology of the brain areas that are 

affected by acute stress and through bio-signal measurements tries to identify the impact in knowledge transfer 

among 30 Msc students. Electroencephalography (EEG) devices will be used in order to depict the affected 

brain areas and take measurements such as Alpha Cz, Fz and Theta/Beta Cz, Fz ratio frequencies. The Empatica 

E4 wearable multisensory smart wristband device will be used for continuous real-time measurements of stress 

signals such as Heart Rate (1Hz) and Electro-Dermal Activity (EDA) (4Hz).  

The research methodology will be consisted of two distinctive phases. First the control phase in the middle of 

the semester. Msc students will be examined in order to take measurements while they are in a calm state of 

mind. In the second phase they will be examined through a modified Trier Social Stress Test (TSST) 

methodology in order to induce stress and finally observe the brain topology while collecting the acquired data 

in real time measurements. More specifically they will get through a total of 45 minutes session. In the 

beginning of the session there will be a 10 minutes start phase of calmness in which they will be given the STAI 

Y-1 stress questionnaire. Then follows a double examination session in front of a three-member committee 

which is comprised of a 10 minutes written exam and 15 minutes oral exam. In the end there is a 5 minutes 

session of calmness in which every student will be given the STAI Y-2 stress questionnaire. In the second phase 

will be measured the levels of stress through bio-signals as well as their performance in the exams as an 

indicator of knowledge transfer. Furthermore, Emotiv device will present through real time measurements the 

level of interest, engagement, relaxation, excitement, and focus which are key factors to correlate with 

knowledge transfer apart from the topology. The overall analysis will depict a clear image of how universities 

will develop a model that knowledge will be best transferred to their students, so as they will be more effective 

in knowledge transfer.  
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Abstract:  
 
Social media is an essential element of modern communication, with billions of users worldwide 
occupying a variety of digital spaces and forums (Appel et al., 2019). Used as an effective 
marketing tool as “the wide range of consumers utilizing social networks means that most target 
markets can be reached” (Paquette, 2013), social media offers brands the potential to communicate 
directly and effectively with the consumers. Until the invention of social media networks, often the 
masses could not participate in digital conversations (Susarla et al, 2012). Undoubtedly, it has 
democratised being opinion leaders and creators on online spaces and gave brands, especially in the 
fashion and beauty sectors, the opportunity to create a dialogue with the consumers. With the rise 
of User Generated Content (UGC), the ‘ordinary’ person as an opinion leader was being favoured 
over mass media and celebrities (Abidin, 2015). Social media users who gained considerable 
influence over the public were coined as social media influencers (SMIs) (Scott, 2019) and brands 
recognised SMIs’ potential as effective spokespeople for their fashion products and campaigns.  
 
For nearly a decade now, the SMIs have been the most popular and celebrated marketing tool used 
by fashion brands according to Glucksman (2017). It seems unthinkable for modern brands to rely on 
traditional marketing and PR, such as print advertisements in newspapers or magazines, TV 
advertisements, billboards (Todor, 2017), to reach and engage with Millennials and Generation-Z 
consumers. Abidin (2015) noted that “the allure of influencers is premised on the ways they engage 
with their followers to give the impression of exclusive, intimate exchange.” This intimacy creates a 
perception of authenticity and relatability which leads to the public valuing the SMIs opinion, as 
though they were a friend (Lou and Yuan, 2019). After all, a prevalent modern-day consumer trend is 
for ‘ordinary people’s’ opinions to be more valuable than professional media’s (Dekavalla, 2019). 
Though this intimacy may feel organic and authentic, many SMIs construct their image and content 
to be perceived as such (Berryman and Kavka, 2017, p. 310). There has been research into how, if 
this construct is noticeable, the public may negatively perceive SMIs as untrustworthy (Phan and 
Sinem, 2018). 
 
Despite having billions of social media users (Appel, et al., 2019) and SMIs often being an integral 
tool for a brand’s marketing (eMarketer, 2016), it is argued that the direction and future of the SMI 
is unknown and uncertain. This overused social media marketing tool in fashion and beauty sectors 
have shown limitations noticed in both academia and industry from lack of authenticity to market 
saturation. Additionally, the current economic and social climate surrounding the outbreak of 
COVID-19 has significantly amplified these factors and made many companies and SMIs revaluate 
their involvement in SMI marketing (Lieber, 2020). 
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The paper aims to: 

• Explore whether SMIs were impacted by these three limitations: lack of authenticity, market 
saturation and the prolonged pandemic.  

• Investigate SMIs perception of the future of SMI marketing post-COVID-19.  
 
To gain insight into SMIs’ perceptions of these topics, this paper will use qualitative exploratory 
research in the form of interviews with both SMIs and industry professionals. To the researcher’s 
best knowledge, studies on the impact of the pandemic on social media marketing, especially 
influencer marketing in fashion, are sparse. More studies are needed to further understand the 
complex implications of the pandemic on fashion marketing and inform better practices to adjust to 
the new way business operate post-pandemic. This will be the first of its kind to provide context for 
fashion influencer marketing and inform future research on this subject area. 
 
Key words: Fashion Marketing, Social Media Marketing, Fashion Influencers, Fashion Social Media, 
Covid-19 
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Abstract:  

Aviation is one of the world's largest industries: connecting people, cultures and businesses across the continents 

(ICAO,2019). The impact of  Covid-19 virus in aviation cause a decline in traffic  internationally leaving the 

airlines with huge revenue gap and drastically decrease of  load factor. The biggest challenge in commercial 

aviation’s history is the star of recovery and  be ready for helping to restore battered economies and lift people’s 

spirits through the power of travel (IATA,2021). The main objective of this secondary research aims to 

investigate the practices the aviation world planning to implement or implements so they will  restart safely 

through IATA guidelines.  

This is continuously secondary research based on a study of the guidelines, procedures, safety measures and 

practices that already have been applied or to be applied in the future, in the aviation world.  In particular has 

been studied the guidelines of IATA for health and safety for airlines and air transport professionals and the 

response from the airlines in an effort to bring back the load factor through passengers recovery. 

After the stabilization of COVID-19 outbreaks and governments’ readiness to open up travel, the 

standardization of aircraft cleaning and disinfection processes is essential to successfully restart aviation 

operations and reinstall passenger confidence. It is important to emphasize that any measures taken due to 

COVID-19 shall be progressive and should be adjusted to the existing situation or reduced and hopefully 

removed as conditions improve from region to region or country to country. The research with updated elements 

is continuous. 

Aviation’s post-pandemic recovery will require a new level of cooperation across airlines, airports, air 

navigation organizations, partners, security agencies, support services, commercial and retail services, 

regulators, and customers. The pre-flight and post-flight actions and procedures will result in good practices for 

a safe gradually aviation restart through the passengers’ confidence for travel after stabilization of COVID-19 

outbreaks and governments’ readiness to open up travel (Curley, 2020). Will the airlines manage to regain the 

passengers’ confidence to remain viable? Is this the key for load factor positive results? There is growing 

evidence that increasing air connectivity is boosting productivity, research and development (R&D), foreign 

direct investment and enhancing trade specialization. Many countries have realized that air connectivity is an 

asset, improving countries' global competitiveness. They give priority to the development of the aviation 

industry and strengthen the connectivity of countries through it in order to serve the needs of each society 

(Burghouwt,2020). 

 

The airlines and airports are prioritising  the safety of the personnel and passengers so there will be confidence 

and trust in the aircraft and airport environment maximising the contactless processes keeping travellers and 

travel providers’ staff, healthier (Wyman,wttc,2021). This will boost passengers’ confidence to fly, lead to the 

increase of flights’ load factor and most possible it may increase airlines’ revenue helping the recovery with the 

role of the airport authorities and the governments’ decisions needed to be under research. The important issue 

is the passengers can feel confident to travel and be informed correctly. 
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Extended Abstract  

This research aims to address the call of relevant studies for reviewing assessment strategies (e.g. Brown, 1999) 

and for investigating ‘the experiential learning processes of arts-based methodologies’ in business education 

(Madden and Smith, 2015; Sutherland, 2013, p. 25). It aims to bring together two different research streams, i.e. 

innovative assessments and arts-based methods, to investigate how the use of arts-based methods in innovative 

assessments promotes learning in the business curriculum. More specifically, in the field of innovative 

assessments, studies mainly focus on the different types of innovative assessments and their learning benefits, 

on the forces that lead institutions to adopt such an assessment approach, and on feedback processes (Bryan and 

Clegg, 2006). Additionally, studies that examine the role of arts in teaching and learning practices mainly 

concentrate on the role of arts-based methods and practices in meta-level learning (Springborg, 2012), 

enhancement of cross-functional competencies, and the role of aesthetic way of knowledge in gaining deep 

understanding (Mack, 2013). Both research streams emphasize the need for providing knowledge that is not 

only rational, but also intuitive and dynamic (i.e. aesthetic knowledge), which in turn frames learning in a way 

that helps students to respond to contemporary professional demands (e.g. fluid professional contexts; making 

sense of abstract and complex situations). Yet, limited research has examined how arts-based methods, by being 

part of an assessment strategy, promote learning in business students.  

Viewed in this light, this study is guided by two research questions: 1) how do students experience 

innovative assessments that employ arts-based methods? and 2) how do such experiences lead to different ways 

of knowing and understanding? These questions are important for understanding how the benefits of innovative 

assessments (e.g. authenticity; higher-order thinking) originate from knowledge that is not only rational but also 

aesthetic (i.e. reflexive, dynamic, and intuitive). In order to address the research questions of the study, a 

qualitative research design has been adopted (Keats, 2009). The data collection process includes interviews and 

collage creation. Participants of the study are students who attended an undergraduate Consumer Behaviour 

module. This module has been selected due to its assessment strategy, which entails an arts-based method, i.e. 

photo-elicitation technique, through which students collect data to investigate consumer behaviour concepts. 

The aesthetic nature of such an assignment encourages deep learning by aiming to move students from habitual 

action, to understanding and reflection (Sutherland, 2013). Indeed, the photo-elicitation technique invites 

students to view a phenomenon from different perspectives, as multiple meanings can be extracted from an 

image, and as such, to reflect on the constructed meanings and then connect these meanings with relevant 

theories (Madden and Smith, 2015). Moreover, the study focuses on student perspective, since innovation, like 

art, lies in the eyes of the beholders and as such, a nuanced understanding of innovative assessments can be 

elicited through students’ experiences with such assessments (Bevitt, 2015). 

Preliminary analysis of the data indicates that having fun and a sense of community make students 

perceive assessments as being innovative. Moreover, preliminary analysis of the data shows that the process that 

an arts-based assignment entails in order to be completed (e.g. taking photographs; conducting interviews and 

analysing data) engages students in different ways of knowing and understanding. Thus, this study aims to bring 

together two research streams, i.e. innovative assessments and arts-based methods, to address calls for a better 

understanding of student experience with innovative assessments using arts-based methods and how such 

assessment methods provide different ways of knowing and understanding (Ciolan and Manasia, 2017). From a 

theoretical perspective, our evidence aims to extend the relevant literature on innovative assessments by 

demonstrating the undertheorized power of arts-based methods to promote different ways through which 

students experience and frame their own learning. From a practical perspective, our evidence aims to enrich the 

assessment toolkit of teaching staff in the marketing field by promoting variation across the innovative 
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assessments used in this field as well as to provide implications relevant to accreditation purposes (e.g. AACSB 

accreditation).  

 

 

Keywords: marketing education, arts-based methods, innovative assessments, aesthetic knowledge.  
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Abstract 

The goal of this paper is to discover the stimulating factors and the behaviors of young people in Greece and 

abroad in relation to travel. Activities regarding leisure and holidays are not taken into account to be opulence. 

In the hustle and bustle of everyday life, holidays are considered one of the main components of their mind 

support system. There is not enough evidence about travel motivation, anticipation and plans of young travelers 

even if the interest in the young travel market is still increasing. Consequently, this investigation has the purpose 

to make available useful information regarding the way of living and travel plans of young people in Greece and 

abroad. The most important aspects of this study are in relation to young people behavior and inspiring factors 

about their holiday choice and activities on vacation.  

The items of the research questionnaire included the demographic characteristics of the respondents, the 

motivational and behavioral aspects of young people and their travel motivation and behavior. The sample of 

100 participants has been selected from the students of the Institute of Vocational Training and the Higher 

School of Tourism Education in Rhodes. The research data are analyzed in a descriptive way. SPSS 26.0 

software has been used to analyze the main data. The study shows that the way of leisure changes over time. 

Keywords: travel, motivation, leisure, young people, Greece 
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Abstract: 

Personnel training is one the most important human resource management issues in modern tourism industry, 

since personnel’s skills and performance significantly determine service quality. Despite the importance of 

training, SMEs in the hospitality industry often face various obstacles in applying training programs, so as to 

enhance their workforce skills and competencies. The purpose of this paper is to investigate current training 

practices and needs of the hospitality industry, through a survey among hotel managers in Heraklion, Crete, 

Greece. Methodologically, this research utilises structured questionnaires to collect the empirical data. The 

results show a limited number of training practices is currently applied by Cretan hotels, with a shift of 

employees' training needs towards the development of soft skills. At the same time a significant percentage of 

hotel managers in the sample expressed their doubts regarding the impact of training programs on employees’ 

performance. The findings provide important managerial implications that could be utilized to improve training 

in the hospitality industry in Greece. 
  
Keywords: hotel training, human resources management, hospitality industry, Greece 
 
 
 

1. INTRODUCTION 

Tourism and hospitality industry environment is becoming more complicated over the years and the industry 

faces various challenges, such as technology transformation and crises (e.g. COVID-19 pandemic). Tourism is 

an important sector for many national and regional economies around the globe and its development over time is 

based on providing service quality and customer satisfaction. Personnel training is one the most important 

human resource management issues in modern tourism industry, since personnel’s skills and performance 

significantly determine service quality, service delivery and customer satisfaction (Chapman & Lovell, 2006).  

The purpose of this paper is to investigate current training practices and needs of the hospitality sector, through 

a survey among hotel managers in Heraklion, Crete, Greece. The main research objectives are to examine 

current training practices at Cretan hotels, to identify modern training needs of managers and lower-level 

personnel in hospitality sector in Crete, as well as to detect hotel managers’ training attitudes towards lifelong 

learning and training programs. This study contributes significantly to the literature, since it is one of the few, 

recent empirical researches that investigate training practices in the hospitality industry and one of the first 

conducted in the region of Crete, Greece. 

The rest of the paper is organized as follows: A brief literature review is provided in the next section. The third 

section presents the research methodology, while the forth section presents the empirical results. The last section 

in the paper concludes with discussion of the outcomes, managerial implications and directions for further 

research on hospitality training. 

 

2. BACKGROUND 

In general, training can be considered as the process for employees to develop knowledge, skills, and attitudes 

for current or future professional positions (Blanchard & Thacker, 1999). According to Kusluvan et al. (2010), 

training is one of the core practices of human resource management in the tourism industry, along with 
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employee recruitment, empowerment, management and performance appraisal. Various studies have shown that 

training is positively related to employees’ performance, quality of work, intention to remain in the job, morale, 

even employee’s self-esteem (Kusluvan et al., 2010). Furthermore, a study conducted by Poulston (2008) 

indicated that poor training is associated with workplace problems, while improving training is likely to reduce 

problems such as under‐staffing. Consequently, training is important as part of total service quality and 

improves performance, overall organization profitability, effectiveness, productivity and revenue (Wilkins et al, 

2007; Aguinis & Kraiger, 2009). The role of training is becoming even more important recently, since both 

organizations and employees in the hospitality industry need to show great adaptability in order to successfully 

meet operational challenges, such as technology advancements, generation Y’s entrance in the workforce, 

sustainability issues and various other crises (e.g. economic crisis, COVID-19 pandemic).  

Despite the benefits of training, hospitality industry often faces various obstacles in applying training programs, 

so as to enhance its workforce skills and competencies. Among the problems identified in regards to employee 

training and development is the fact that training is often viewed as an event, rather than a process (Buick & 

Muthu 1997). The same study also revealed lack of top management commitment to training, along with the fact 

that training was considered to be quite costly and time consuming, as well as the high employee turnover in the 

hospitality industry. Moreover, high employee turnover in the hospitality industry may lead to employees with 

little motivation and work commitment and thus with low interest in training, while at the same time it may also 

lead to employers with little motivation to invest in employee training (Baum, 2007). Additionally, most 

hospitality operations are small and medium-sized enterprises (SMEs) with insufficient budget, time and 

resources towards human resource training and thus employee training is often unsystematic, frangmented and 

inconsistent (Horng & Lin, 2013).  

Due to SMEs difficulty to implement training programs, it is worth exploring the training dynamics and needs 

of the hospitality industry on a regular basis, even in popular tourist destinations such as Crete, Greece. Crete is 

the largest island in Greece and a famous destination for international and domestic tourists, with more than 

45% of its GDP coming (directly and indirectly) from the tourism sector (INSETE, 2019). The prefecture of 

Heraklion (the largest prefecture in Crete), which is the case study area of this research, has 516 hotels and 

similar accommodation establishments (almost all of them being SMEs), with almost 79500 beds (Hellenic 

Statistical Authority, 2020).  

 

3. METHODOLOGY 

The current research utilized a survey questionnaire as the main tool for collecting empirical data. The 

questionnaire consisted mainly of close-ended questions and was divided into four sections. Section A contained 

demographic questions both for managers and the hotel properties they currently worked for. Section B 

attempted to gather data with respect to managers’ past practices and future training needs, while section C 

involved questions regarding training needs of their hotel’s staff, i.e. lower-level employees. Finally, section D 

questions aim to assess managers’ general perceptions towards training and lifelong learning programs.  

Due to COVID-19 pandemic restrictions, the convenience sampling method was applied, along with electronic 

distribution of the questionnaires. Initially, an updated list of email addresses for 482 hotels in Heraklion 

perfection was created, using data by the Hotel Chamber of Greece, the Hotel Association of Heraklion and the 

hotels’ official websites. The electronic questionnaires’ distribution took place during August and September 

2020. Each hotel received at least two notification emails, kindly requesting that questionnaires be filled by a 

top manager at the property. The final sample consists of 62 hotels, that is a response rate of 12.86%. The 

descriptive analysis of collected data was performed using SPSS software. 

 

4. RESULTS 

In brief, the socio - demographic characteristics of the survey’s participants, as well as the characteristics of the 

hotel properties they worked at, are summarized in Table 1.  
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Table 1: Sample’s Demographic Statistics 

MANAGERS’ CHARACTERISTICS HOTELS’ CHARACTERISTICS 

GENDER  Stars  Rooms  

WOMEN 43,55% 5* 20.97% <20 4.84% 

MEN 56.45% 4* 35.48% 21-50 33.87% 

AGE   3* 38.71% 51-100 22.58% 

< 35 27.42% Other 4.84% 101-150 11.29% 

36-45 41.94% Operation 
Period 

 > 151 27.42% 

46-55 19.35% Seasonal  90.32% Type   

>56 11.29% All year  9.68% Hotel Chain 24.19% 

EDUCATION LEVEL  Employees  Independent  75.81% 

HIGH SCHOOL  16.13% < 25 59.68% HR Dept  

COLLEGE / UNIVERSITY  48.39% 26-50 8.06% Yes 27.42% 

MSC / PHD 20.97% 51-100 12.90% No 72.58% 

OTHER 14.51% 101-150 9.68%   

POSITION  >151 9.68%   

OWNER  33.87% Years of Operation   

GENERAL MANAGER 32.26% < 5 17.74%   

HIGH LEVEL MANAGER 33.87% 6-10 1.62%   

EXPERIENCE IN HOSPITALITY INDUSTRY 
(YEARS) 

11-15 8.06%   

<5 14.52% >16 72.58%   

6-10 20.97%     

11-20 24.19%     

> 21 40.32%     

 

The majority of hotel managers (87.10%) had personally participated in training programs over the last two 

years. One out of four of them (25.92%) declared that they attended only self-financed training programs, while 

the rest of them participated in programs subsidized by the Greek state or other organizations. Respondents 

mainly trusted private / public lifelong learning centers or participated in in-house seminars and only 24.19% 

joined a training course organized by a university. The most common training subjects they attended during the 

last two years (in descending order) were: health and safety, principles of management, human resource 

management, marketing, customer service, quality management. Concerning the reasons why managers would 

not attend training programs, lack of time was found to be the primary obstacle (56.45%), followed by training 

cost (24.19%), lack of information regarding training programs (20.97%) and the absence of interest in offered 

training programs (17.74%). 

Almost seven out of ten hotel managers in the sample (70.94%) declared that the quality of training programs 

was “good” or “very good” and a firth of the respondents (20.97%) expressed moderate satisfaction. In contrary, 

only 43.55% of respondents believe that their job performance has been improved after training, 40.32% declare 

moderate improvement, while 16.13% of them perceive no or little improvement. Concerning their future 

intentions, the most desirable training subjects for hotel managers in descending order, are social media 

marketing, food & beverage management and accounting management. Subjects such as sustainability, energy 

efficiency and several operational topics (e.g. customer service), follow with much lower preference. 

Concerning the existing training level of their employees, four out of ten managers in the sample believe that 

training level is high (40.32%), while another 42% that their employees only have moderate training levels 

(41.94%). Regarding frequency, almost half of hotel managers (48.39%) declared they choose to train their 

personnel "when it's necessary" while also a significant percentage (45.16%) train their staff on average "once a 

year". Regarding training location, there is controversy, since half of the sample seems to favor in-house 

training as opposed to training outside the workplace. Nevertheless, the majority of respondents (56.45%) stated 

that they provided employees with at least 1-2 in-house training programs over the last two years, while a 

significant percentage of the hotels in the sample (17.74%) did not organize any in-house educational programs. 

In addition, hotel managers seem to be concerned also about the attitude of hotel employees towards training 

and their perceived expected benefits. The respondents in the survey believe that their employees have either a 
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moderate (48.39%) or a positive (41.93%) attitude towards training. When it comes to the extent of 

improvement of hotel staff’s performance after training, participants indicated their opinion using a five-point 

Likert-type scale from “not at all” to “extremely”. According to their responses, 60% of participants found that 

hotel staff productivity was considered to be “much” or “extremely” improved after training (almost 60% of 

participants, while another 33.9% of the participants indicated a “moderate” improvement. Table 2 summarizes 

hotels managers’ opinions with regard to performance improvement through training, both for hotel executives 

and hotel staff. 

 

Table 2: Perceptions for performance improvement after training 

 

Extend of productivity 

improvement after 

training  

Not at all (1) /  

Slightly (2) 

Moderately 

(3) 

Much (4) / 

Extremely 

(5) 

Median IQR 

For managers 16.13% 40.32% 43.55% 3 1 

For employees 6.45% 33.87% 59.68% 4 1 

 

According to hotel managers, the most preferred subjects for hotel staff training in the next two years were, in 

descending order, soft skills, customer service, health & safety, sales / social media, foreign languages, 

housekeeping, food & beverage, accounting / legal topics. As far as soft skills are concerned, Figure 1 shows the 

skills that hotel staff need to enhance through training over the next two years, according to hotel managers. 

 

 

Figure 1: Soft skills training needs for employees in hospitality industry 

 

The respondents expressed their preferences regarding general specifications of a training program, in a series of 

questions. The most important selection criterion of a training program was found to be the content of the 

program (72.58%), followed by the cost (38.71%) and the duration (30.65%) of the program, the prestige of the 

organization that provides the training (30.65%), the instructor(s) characteristics (24.19%) and the ability of the 

program to lead to skills’ certification (22.58%). Regarding the type of program, most of the participants 

(51.61%) indicated their preference towards on-the-job training programs, as opposed to other types, while 

29.03% prefer lectures / instructor-led training and 19.36% a distance learning program. The duration is another 

important feature of training programs and the results showed that one out of five respondents (19.35%) prefer 

the training program to last up to 5 hours, while 38.71% prefer a 6-10 hours duration and 17.74% favor a 

duration of 16-20 hours. Managers also revealed how much they would pay for attending a useful training 

program: 41.94% would pay 51-100€ per trainee in a useful 20-hour training program, while 25.81% and 

16.13% of them would pay 101-150€ and 151-200€ respectively. 
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The perspectives of hotel managers concerning some important training-related issues are presented in Table 3. 

The majority of respondents believe that their employees appreciate the training efforts made by hotels’ top 

management, as well as that their organisation has a lifelong learning culture. On the other hand, many 

participants indicated that the local hotel industry and its workforce are not characterized by a training culture. 

In addition, they believe that there are differences in training needs among hotels in Heraklion area. It is also 

worth mentioned that half of the participants are not sure whether training/ lifelong learning programs provide 

an advantage to those hotels that apply such practices. Nevertheless, almost all agreed that due to COVID-19 

pandemic and its impact on tourism industry, staff training needs will be more intense in the near future. 

 

Table 3: Hotel managers’ perspectives toward training-related issues 

* Missing responses are not presented in the table 

 

In order to examine relationships between the pre-mentioned variables and participants’ characteristics, a series 

of non-parametric tests were performed. Using the Pearson’s chi-square test for independence, the 

nonparametric hypothesis analyses revealed statistically a significant relationship (at 5% level of significance) 

between gender and the variable “productivity improvement after training”. In particular, in contrast to men, 

women believe more that their job performance is improving after training. (χ2 7.752, df 2, P-value 0.021). In a 

same manner and after database decoding, the variables age and productivity improvement were related, 

indicating that managers over 46 years old believe that their working performance is improving after training, in 

contrast to younger hotel managers (χ2 8.244, df 2, P-value 0.016). There is also a significant relationship among 

the advantage given by training and the size of hotels. In contrast to other groups, managers in hotels with less 

than 25 employees (χ2 8.734, df 2, P-value 0.013) and less than 100 rooms (χ2 6.678, df 2, P-value 0.035) 

believe more that training give a kind of advantage to the firms of hospitality sector. Finally, hotels with HR 

department seem to dispute more the quality of training provided in tourism sector by lifelong learning 

organizations in Greece (χ2 7.907, df 2, P-value 0.019). 

 

5. CONCUSIONS 

The purpose of this research was to investigate the current training practices and needs of the hospitality 

industry in Heraklion, Crete, Greece. The empirical data reveal the following practices with respect to personnel 

training: the majority of hotel managers and employees attended a very limited number of training programs (on 

Agreement with the following statements. 

 

 

Disagree /  

Strongly 

Disagree 

Neither Agree 

nor Disagree 

Agree /  

Strongly Agree 

The hotel I currently work for, has a training ( 

lifelong learning) culture 
17.74% 27.42% 54.84% 

The hotel I  currently work for, contributes to the 

career development of its employees 
16.13% 22.58% 61.29% 

Our hotel’s employees appreciate the efforts made by 

the administration for their training 
14.52% 27.42% 58.06% 

When hiring staff, a candidate’s level of education / 

training counts more than his or her experience in the 

subject matter of the position 

32.26% 50.00% 17.74% 

Hotels in Heraklion (Crete, Greece) do not have a 

culture of lifelong learning (training) 
24.19% 59.68% 16.13% 

Employees in tourism industry in Heraklion do not 

have a culture of lifelong learning (training) 
22.58% 58.06% 19.35% 

The benefits of training are long-term 14.52% 38.71% 46.77% 

All hotels in Heraklion have more or less the same 

training needs 
43.55% 29.03% 27.42% 

Employees’ training/ lifelong learning does not give a 

kind of advantage to the hotels 
50.00% 29.03% 20.97% 

Lifelong learning providers in Greece provide low 

quality training to hotel staff 
41.94% 45.16% 12.90% 

Due to COVID-19 pandemic, staff training needs will 

be greater in the near future 
6.45% 24.19% 69.35% 
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average one per year), the vast majority of which are partially state-subsidized and are conducted “when 

necessary”. Managers are generally satisfied by the quality of training programs to date. The main issues 

Heraklion hotels face with respect to organizing or participating in training programs seem to be the required 

resources (in terms of cost and time), a research finding that is in line with existing literature (Buick & Muthu, 

1997).  

Regarding the second research question, the results show that hotel managers’ training needs are related to the 

subjects of social media marketing, food & beverage management and accounting/ financial management. 

Commenting on these preferences, it is worth noting that all of these training topics are related to revenue 

growth or management. But it is also clear that more trending and strategic issues, such as sustainability or crisis 

management are quite degraded as indicated by the executives. In addition, managers suggested that their 

employees training needs are related to the following subjects (in descending order): soft skills, customer 

service, health & safety, sales / social media and foreign languages. The top preference for training in soft skills, 

in contrast to hard skills’ subjects, shows that local managers have realized the value of soft skills for employees 

in the hospitality industry, as suggested by the literature (Sisson & Adams 2013; Singh & Jaykumar, 2019). In 

addition, respondents argued that the “ideal” future training program meets the following characteristics”: is 

“on-the-job”, with updated training content, duration up to 10 hours and a low average cost per trainee.   

The third research objective was to detect hotel managers’ training attitudes towards lifelong learning / training 

programs. Although the majority of local hotel managers recognize the long-term value of training, many of 

them doubt the existence of a strong training culture in local hospitality industry and its employees. In addition, 

almost one third of the participants seem skeptical about the contribution of training to improving trainees’ work 

performance. This finding may partially interpret another important insight of this research, that half of the hotel 

managers are unsure whether training/ lifelong learning programs give a kind of advantage to hotels applying 

such practices. 

The study findings are considered to be useful to policy makers, education providers and businesses related to 

the hospitality industry in Crete, or similar destinations. Two are the key managerial implications: firstly, policy 

makers and education / lifelong learning organizations can design and implement appropriate training policies / 

programs based on the training needs and the desirable training specifications captured by this research. Second, 

and most important, in order to increase the benefits of training and diminish any possible negative perceptions 

existed about the effectiveness of training, hotel top managers, human resource managers and training 

consultants should consistently follow every stage of the training program design. Training program design 

includes specific stages Goldstein (2002), that is, assessing training needs, defining and describing training 

objectives in detail, developing a training program, establishing assessment criteria, monitoring training 

progress, assessing training effectiveness and obtaining feedback. Managers and professional trainers should use 

tools and methodologies for applying an effective training design, with particular attention at the initial stage, 

which is a tailor-made training needs assessment for each hospitality operation. 

Despite its contribution, the present study has a number of limitations. The size of the sample is relative small 

and a future research should include more participants, from the rest of the Cretan Prefectures, in order to be 

representative of the region. Additionally, a qualitative research could be applied, which would reveal further 

and in-depth information on the opinions, the attitudes and the beliefs of managers in the hospitality industry. 
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Abstract 

The year 2020-21 has been an exceptional period for countries across the globe. During the world pandemic the 

debate is increasing on the environmental policies and their effective implementation. Many hotels, now-a-days, 

develop environmental policies and they use their policies as a marketing tool – to attract sales (Hsieh, 2012). 

According to an unofficial perceptual survey of a small sample, indicates that Grecotel is a prime hotel chain in 

Greece and it maintains a superior environmental policy. That is why, this study employed content analysis of 

policy documents to Grecotel hotel in Greece. This study analyzes the five annual policy document and 

sentiments from Twitter to understand the different ways and means to prepare, develop, and implement the 

better environmental policies.  

For a better understanding of the collected data, Word Cloud, Tree Map, along with the graphical representation 

of sentiments of stakeholders (customers, local residents, and policy makers) is presented in the paper. The 

paper identifies three crucial aspects of the policy – water, sustainability, energy, consumption, farm, training, 

recycled, fluorescent, environment, and savings for the hospitality sector. This paper also discusses the 

sentiment analysis. It was found that most of the visitors consider their policy as a positive and efficient 

marketing result. 

Keywords: hotel chain, resorts, thematic analysis, content analysis, environmental policy, user generated 

contents, Grecotel, Greece 
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Introduction to Grecotel Hotels and Resorts 

Grecotel Hotels and Resorts (GHR) is dedicated to the art of creating luxurious vacation experiences for 

travelers in the most beautiful destinations in the country. Many of the Grecotel’s 39 luxury hotels and resorts, 

from the quality of the location, award-winning restaurants to the unique details, evoke the essence of genuine 

Greek hospitality, all on the cusp of a wonderful beach. GHR is a part of the N. Daskalantonakis Group of 

Companies, which includes amongst others a number of urban and resort businesses, the AgrecoFarms, a farm 

and local museum in Rethymnon Crete. 

Grecotel shares satisfaction that its 40-year luxury journey in Greece has allowed it to obtain over 2000 awards 

from international stakeholders and organizations. It is an extraordinary achievement that they have managed to 

collect nearly 2000 awards throughout their fascinating global travel journey and have received a reputation for 

being professional, honest and accommodating. Grecotel receives support from such illustrious clients and 

international organizations that have given these awards, and have acted as a faithful guide for Greece's tourism 

history. 

 

Methodology 

Computer-Assisted Qualitative Data Analysis Software (CAQDAS) was employed to learn the concerns and 

focus of environmental policies and procedures of Grecotel hotel chain in Greece. The qualitative method 

provides in-depth, socio-contextual and elaborate descriptions along with insightful interpretations (Holloway & 

Galvin, 2016; Smith, & Cheater, 2011). The NVIVO 12 Plus was used for the analysis of the present paper.  

Qualitative analysis research adopts a prevalent form, which analyzes documents. The important policy and 

other forms of documents were analyzed and interpreted by the researcher to give meaning to an assessment 

framework (Bowen, 2009; Chima, 2020). There are two major categories of documents, which could be 

analyzed. These are as follows (O’Leary, 2014): 

Public Records: The documents which are available on public platforms, like websites, newspaper, repositories, 

mission statements, annual reports, policy manuals, student handbooks, strategic plans, annual budget, syllabi, 

etc. 

Personal Documents/Archives: Documents related to an individual’s actions, experiences, and beliefs. Examples 

include e-mails, blogs, posts on Facebook, and incident reports. 

Analyzing documents, policies, and archives are a social and crucial research tool. It is an invaluable part of 

most schemes of triangulation (Bowen, 2009; Birt, et al., 2016).  

The environmental policy documents of Grecotel Hotel chain were downloaded from their official website 

(www.grecotel.com). The English version of the documents were used for analysis. For the specified purpose of 

this study, five different policy documents were downloaded (refer table 1 for more details on the names of 

policy considered for this analysis). These policy documents and twitter based posts were then analyzed to 

achieve the research objectives. 

 

Table 1: Names of policy from Grecotel 

Name of Policy Year of Release 

Sustainability Report – Grecotel Casa Marron 2018 

Sustainability Report – Creta Palace Luxury Resort 2018 

Sustainability Report – LUX ME Grecotel RHODOS 2018 

Grecotel Policies – Creta Palace Grecotel Luxury Resorts 2017 

Sustainability Report – Grecotel Caramel Boutique Resort 2017 

 

The second source of data was extracted from Twitter. NCapture, a utility offered by NVivio, was utilized to 

capture the tweets for analyzing the sentiments about the policy. The string used for the search was (“Grecotel” 

AND “Environmental_policy”). In total, 219 tweets were downloaded. The extraction was based on language, 

i.e. tweets that are not in English and abusive language was not considered (Figure 1).  
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Figure 1: An Approach of Using Natural Language Preprocessing for Understanding Textual Contents (source: 

authors, customized and followed: Kaurav, Suresh, Narula, & Baber, 2020) 

 

The data was analyzed through the flexible tool of thematic analysis which allows modifications as per the need 

of the research contributing with detailed, trustworthy data (Nowell, et al., 2017); Braun & Clarke, 2006). The 

method of thematic analysis was adopted due to its innate ability to felicitate the inquiry of the human 

experiences in objective settings (Percy, et al., 2015). Thematic analysis is a method that helps in recognizing, 

examining, and reporting a pattern in the detailed data and often helps in the interpretation of various aspects of 

the research topic (Alhojailan, 2012).  

The data was analyzed in six steps as illustrated by Braun & Clarke (2006) which was initiated by the process of 

familiarization with the data, creation of initial codes, and identifying the main themes and their sub-themes. 

Qualitative data analysis software was employed for meticulous efficacy by adding rigor to the study 

(Alhojailan, 2012). 

 

Data Analysis 

To allow rigor and efficiency to the findings of the research, NVivo software was extensively used throughout 

the data analysis process. The data set (policy document from Grecotel and UGC downloaded from Twitter) 

revealed that the organizations is considering a lot about environmental policies. These policies are about – 

water, sustainability, energy, consumption, farm, training, recycled, fluorescent, environment, and savings for 

the hospitality sector. 

 

Word Cloud and Tree Map 

For better visualization of the results, Word Cloud and Tree Map was generated, based on frequency and 

percentage of words. Figure 1, shows a Wordcloud where the keywords are represented according to their 

frequency in the dataset (Sinclair & Cardew-Hall, 2008; Kaurav, Suresh, Narula, & Baber, 2020).  

Figure 2 indicates the standard words related to hospitality businesses. These are in the center, surrounded by 

the other preferential words associated with the policy, which are primarily focus of the policy makers 

(environmental, policy, water, sustainable, Grecotel), terms on the second priority of the policy documents 

(employee, community, development, consumption, responsible). Then the whole policy was surrounded by the 

third level of precedence, i.e. efficiency, resources, products, training, services, and back-end etc. Finally, the 

fourth priority is indicated by the very small words, i.e., procedure, participation, safety, social, traditions, 

performance, needs etc.  

Twitter data – 

user generated 

contents 

Natural 

language 

preprocessing 

Text mining 

(categorization, 

theme 

identification, 

word cloud, tree 

map, mind maps) 

Sentiments 

Analysis 

Insights 

policy 

documents of 

Grecotel 
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Figure 2: Wordcloud Based on the Policy Documents (source: authors) 

 

A tree map is a type of tree that organogram that organizes data in a hierarchical fashion, rectangular format, 

with several different dimensions and dimensions of varying sizes. The percentage increase or decrease in size is 

determined by the number of customers. It scales down to the size that offers the best for the tree. The relative 

sizes of the areas and areas play a role in the overall expansion of the primary networks, thus producing wider 

rectangles This kind of shows the words that tend to be longer vis-à-vis longer rests, on the other side, shorter 

words appear towards the bottom (NVivo Help, 2020; Kaurav, Suresh, Narula, & Baber, 2020). 

The Tree map resulted out of this analysis has shown three different aspects of the policies form Grecotel 

(Figure 3, Table 2). Following are the different aspects: 

 

Table 2: How the policy makers are taking Concerns, Focus, and Anecdotes, Based on a Policy Documents of 

Grecotel (source: authors) 

Concerns Focus Anecdotes 

hotel, water, environmental, local, 

policy, guests, employees, 

sustainable, energy, resort, product, 

consumption 

services, development, training, 

community, environment, improve, 

waste, responsibly, protection, 

support, tourism, quality, season, 

staff, social, activities, ensure, 

human, reduce, recycling, safety, 

report 

luxury, natural, health, resources, 

impact, system, aware, traditional, 

beach, process, need, area, child 

 

Figure 2, also streamline the clear and distinctive line among the concerns, focus and anecdotes of the 

environmental policy of Grecotel. The tree map indicates that this hospitality organization is quite concerned 

about the environmental issues and challenges. Most of the time their focus is on: water, environmental, 

sustainable, energy, and consumption. The tree map also indicates that their focus is on: development, training, 

community, improve, waste, responsibly, protection, support, quality, social, activities, human, reduce, 

recycling, and safety. Simultaneously, the organization is also creating their profile to develop the solutions of 

the problems, like – sustainability and environmental policies. For identifying the solution, they are looking 

into: natural, health, resources, impact, system, aware, beach, and process. The surprising thing to note is that 

they are using these anecdotes for creatively solving their day to day operations related challenges.  
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Figure 3: Tree map of Essential Concerns, Focus, and Anecdotes, Based on a Policy Documents of Grecotel 

(source: authors) 

 

Thematic analysis (policy documents and twitter data) 

Thematic analysis is commonly used approaches of research in social sciences. This paper discusses the analysis 

of environmental policies of Grecotel, which is one of the large players in the hospitality business in Greece. 

This is a discussion paper, comprising an analytical overview and discussion of the different important policy 

parts of the Grecotel. It means that measuring the frequency of different categories and themes is possible in 

thematic analysis and importance of different words can be interpreted in different ways. It can be observed 

from Table 4 and Figure 4, that these aspects were considered more important than all other business concerns, 

i.e., water, sustainability, energy, consumption, farm, training, recycled, fluorescent, environment, and savings 

(Nowell, Norris, White, & Moules, 2017). 

 

Table 4: Important themes and their overall frequency of repetition (source: authors) 

Important theme in 

policy 

Frequency in 

thematic analysis 

water 82 

sustainability 71 

energy 47 

consumption 45 

farm 33 

training 22 

recycled 21 

fluorescent 19 

environment 17 

savings 15 

 

However apart from the very important themes, the thematic analysis has also depicted several other concerns 

(Figure 4). Some of them are: fluorescent (colors of curtains, wall paints and electricity equipment for saving 

electricity consumption), areas (the policy makers have decided the make some specific areas – mobile free 

zones, organic food zone – for making it socially acceptable), training (they focused that training for all the 

employees is very essential), and performance (was considered for two different dimensions – market, 

perceptual).
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Figure 4: Visualization of thematic analysis (source: authors) 

 

Sentiment Analytics 

Sentiment analysis is the systematic identification, extraction, quantification, and study of affective states and 

subjective information through the use of natural language processing, text analysis, computational linguistics, 

and biometrics (subjective information). Sentiment analysis is extremely useful in social media monitoring, on 

any specific matter or subject. The researchers, nowadays, are performing it to gain an overview of the wider 

public opinion behind certain topics. In this paper we have utilized the sentiments to understand that how others 

(mainly consumers) are finding it.  

 

 
Figure 5: Twitter-sources of tweets (source: authors) 

 

Just to understand the sources of Twitter users, who are involved in in posting Tweets, a popular form of User 

Generated Contents (UGC). A place location was recorded and a world map was created in the Twitter users. 

Figures 5, indicating most of users were form Middle-East European subcontinent. A few were form upper and 

lower North America. This indicates the reliability of the data posted on twitter.  
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Figure 6: Bar Chart of Sentiments of Stakeholder (source: authors) 

 

In Figure 6, the bar chart of tweets made either positive or negative is presented. A small number of negative 

tweets have been found, they are almost zero. Most of the tweets found on the twitter were moderately positive. 

Also, a range number of tweets falling into the category of very positive. Positive sentiments indicate the 

welcome and acceptance step of the environmental policies of Grecotel. 

 

Conclusion 

This study analyzes the five annual policy documents and sentiments from Twitter to understand the different 

ways and means to prepare, develop, and implement the better environmental policies. It was found that most of 

the people consider their policy as a positive and were as a result of the policies. The paper identifies three 

crucial aspects of the policy – water, sustainability, energy, consumption, farm, recycled, fluorescent, 

environment, and savings. 

CAQDAS was employed to learn the concerns and focus of environmental policies and procedures of Grecotel 

hotel chain in Greece. In total, 219 tweets were downloaded to achieve the research objectives. The data was 

analyzed through the thematic analysis which allows modifications as per the need of the research. Five 

different documents were downloaded for the purpose of this study. These policy documents and twitter based 

posts were then analyzed. The method of thematic analysis was adopted due to its innate ability to felicitate the 

inquiry of the human experiences in objective settings.  

Data was analyzed in six steps as illustrated by Braun & Clarke (2006) The data set (policy document from 

Grecotel and UGC downloaded from Twitter) revealed that the organizations is considering a lot about 

environmental policies. Qualitative data analysis software was employed for meticulous efficacy by adding rigor 

to the study. For better visualization of the results, Word Cloud and Tree Map was generated, based on 

frequency and percentage of words. This paper discusses the analysis of environmental policies of Grecotel, 

which is one of the large players in hospitality business in Greece. Thematic analysis is commonly used 

approaches of research in social sciences. It means that measuring the frequency of different categories and 

themes is possible in thematic analysis and importance of different words can be interpreted in different ways. 

Some of the other concerns are: fluorescent (colors of curtains, wall paints and electricity equipment for saving 

electricity consumption), areas (mobile free zones, organic food zone – for making it socially acceptable), 

training (they focused that training for all the employees are very essential), and performance. 

Just to understand the sources of Twitter users, who are involved in in posting Tweets. A place location was 

recorded and a world map was created in the Twitter users. Most of the tweets found on the twitter were 

moderately positive. Positive sentiments indicate the welcome and acceptance step of the environmental policies 

of Grecotel. 

 

Limitations of the study 

The findings on environmental policies and practices are limited to the information available on their website 

(www.grecotel.com). Sometimes business demonstrates a different philosophy to implement and share with 

other parties. However, the results of sentiment analytics are verifying their concerns and philosophies are same 

for implementing and delivering. Another important limitation is that the information on websites are subject to 

change at any time. Also, a comparative analysis was not performed, due to limitation of the data.  
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Abstract: The links between Continuing Professional Development (CPD) and productivity, service quality, job 

satisfaction, motivation and employee retention have been recognized from HR professionals and scholars; but 

are these linked adequately recognized in action as well, especially during the pandemic? This study focuses on 

internal marketing and CPD in the hotel sector; a survey among 4* and 5* hotel employees was designed and 

implemented in spring 2021 with its main focus on in-company training practices and relative perceptions. The 

quantitative study was designed and implemented in the popular tourism destination of Crete, Greece with a 

sample of 177 hotel employees. In brief, results confirm the high perceived importance of in-company training, 

lifelong learning and CPD and their positive impact on employee productivity, service quality and satisfaction 

but also on external customer satisfaction and ultimately company effectiveness and profitability. An interesting 

but also worrying finding was that a significant number of hotel businesses have not implemented induction 

training programs or any other training programs for their personnel during the pandemic, although the latter –

mainly due to underemployment- created significant opportunities towards this direction. When training 

programs were offered for hotel employees, the most popular themes were safety and health issues with an 

emphasis on the pandemic, marketing and management issues, customer service and complain management. 

From the employees’ side, the importance of internal marketing orientation is indisputable, though it is 

considered that there is significant room for improvement in terms of training and CPD practices in the hotel 

market. Moreover, online training courses that became even more available and popular during the pandemic 

may constitute a solution to under-employment caused during the pandemic and a significant opportunity for 

hotel companies to upskill or reskill their personnel to remain competitive in the post-pandemic era.  
 

Keywords: internal marketing, hotel employees, training, professional development 

 

1. Introduction 

UNWTO, in its press release in 28/1/2021 (UNWTO, 2021), refers to 2020 as the worst year in the history of 

tourism, with 1 billion less international tourist arrivals and losses 11 times bigger than those caused due to 

2009 crisis. Due to ongoing restrictions to mobility in the same year, the share of the travel & tourism sector to 

global GDP decreased to 5.5% (compared to 10.4% in 2019) while 62 million jobs were lost, representing a 

drop of 18.5% (WTTC, 2021a). As WTTC (2021A) notes, the threat of job losses remains as many jobs are 

currently supported by government retention schemes and reduced hours, which without a full recovery of 

Travel & Tourism could be lost.  

For the -highly dependent on tourism- Greek economy, the pandemic has already had a severe economic impact 

for the period 2020- 2021. WTTC (2021b) in its most recent annual report the total Travel & Tourism GDP was 

reduced by 49.1% in 2020 while the total contribution of Travel & Tourism to GDP and employment was 

reduced by 61.1% and 7.9% respectively compared to 2019. 

In the hotel sector, the negative impact of the pandemic started to become obvious in March 2020, with 

occupancy decreasing substantially. As proposed in Grant Thornton’s relative report (2020), the pandemic has 

caused an unprecedented level of disruption to the global hotel industry, as a combination of local lockdowns 

and travel restrictions resulted in many hotels having to close temporarily or operate at a fraction of their 

available capacity. As for the hotel sector in Greece, Pantziou (2021) based on data provided from the Athens – 

Attica & Argosaronic Hotel Association, reports that in 2020 the pandemic led to a revenue loss of 700 million 

euros for Attica’s hotels. According to the association, following the outbreak of the pandemic, a large number 

of hotels kept their premises closed, severely affecting occupancy rates that – based on the TRI (Total Room 

Inventory) methodology -reached only 19.7 percent. Inbound tourism from the American and Asian markets 
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was practically non-existent in 2020, along with business, MICE (meetings, incentives, conferencing, 

exhibitions) and cruise tourism.  

In this context and given that under-employment was a key feature of the period, the pandemic -apart from the 

difficulties caused- could provide a window of opportunity for hotel managers and employers to upgrade the 

skills of their personnel by implementing or extending Continuing Professional Development (CPD) programs 

by in-company training seminars. As noted by McKercher (2020), hotels could take advantage of the low 

business season to train staff online and support staff development. As high performance employees and the 

human factor broadly are considered valuable assets for any service providing company, hotels should strive to 

retain them during the pandemic; after all these employees will be the ones to contribute toward firms’ 

performance recovery once the crisis is pacified (Hao, Xiao, & Chon, 2020).  

Internal marketing orientation and organizational adaptability skills are prerequisites for this to happen. Kaurav, 

Paul & Chowdhary (2015) and Abzari, Ghorbani & Madani (2011) studied the application of internal marketing 

practices in the hotel sector, thus confirming its crucial role. Based on the respective literature, there are three 

major ways in which internal marketing is implemented: a) internal communication, b) education and training 

and c) internal market research (Huang & Rundle-Thiele (2014). These three dimensions, if applied effectively, 

can have positive impact in employee attitudes and behaviours (Bowers & Martin, 2007; Bruhn & Georgi, 

2000).  

 

2. Literature Review 

From the demand side, the pandemic posed new challenges for the hotel sector, not only because hotel 

customers changed their staying habits but also because the majority of them believe that the use of various 

technologies in service delivery will be necessary in the COVID-19 environment in order to minimize human 

contacts (e.g. service robots, contactless transactions, digital menus for mobile devices via QR codes, 

contactless digital payments, keyless entry, touchless elevators, etc.) (Gursoy et al., 2020). Indisputably, this 

new setting causes new challenges for the hotel industry and of course increased training needs for its 

employees. 

From the supply side, the pandemic forced great changes to Human Resources in the hotel sector. Although it 

can be hopeful that change will only bring growth and adaptation (Van Rooyen, Mission & de Beer, 2021), in 

terms of employment conditions for hotel employees, Chi, Saldamli, & Gursoy (2021) found that working-from-

home can be a double-edged blade, that leads to both positive and negative employee behavioral outcomes and 

that working-from-home can magnify the effects of absorption on burnout. Employee-centred HRM practices 

and agile HRM system can be even more effective during a crisis like COVID-19 while HRM practices 

designed to support personal/family life can be more relevant during the crisis (Agarwal, 2021).   

Baum (2015) recognizes the importance of education and training in order to achieve evolvement of every 

human skill. Its positive impact in organizational effectiveness and productivity has also been highlighted 

(Dessler, 2006). CPD helps human resources to become more productive and remain competitive (Brinia & 

Klepkou, 2016); it also assists in the implementation of organizational values and goals. McKenna & Beech 

(2008) and Lyons, Young, Hanley & Stolk (2016) provide a list of benefits that company training has to offer: 

• helping recently-hired employees to learn and perform more efficiently the requirements of their job 

placement 

• improving performance levels of existing employees and keeps them equipped with new highly 

specialized skills 

• leading to increased productivity through less mistakes and less time to perform duties 

• saving management time and reduces costs since less resources are needed to correct mistakes 

• contributing positively to retention rates of personnel 

• contributing substantially to attract and retain talented employees  

• facilitating flexibility and application of change management and total quality management,  

Better company performance, as measured by product or service quality, new product development and 

customer satisfaction is also linked with personnel training and professional development (Harel & Tzafrir, 

1999); Nickson, 2006; Kotey & Folker, 2007). Employees recognize and value the importance of professional 

growth and commitment to lifelong learning, as it can increase job satisfaction and motivation (Breen, 2002; 

Nickson, 2006) and lead to higher retention rates. Feelings of competence and self-efficacy can with their turn 

lead to increased levels of job satisfaction (Hartline & Ferrell, 1996). The importance of training has also been 

linked with feelings of competence and self-efficacy of the employees (Mzimela & Chikandiwa, 2017) but also 

with organizational commitment (Taormina, 1999).  

 

3. Research questions and methodology  

Eaglen, Lashley, & Thomas (2000) proposed that there is lack of focus on training and professional growth with 

emphasis on the field of tourism. Although education and training cannot be the answer to every business or 

performance problem not therapy for every HR issue (Forrest, 1990), Aragón-Sánchez, Barba-Aragón & Sanz-
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Valle (2003) support that companies often examine training and education in terms of their cost aspect instead 

of taking into account their value and importance. Continuous changes and technological advances entail that 

employees who are not trained will remain with inadequate knowledge and skills and this is definitely going to 

have an impact on various aspects of company performance (Mzimela & Chikandiwa, 2017).  

Based on the above mentioned data and literature, it was considered interesting to study in-company training 

and CPD practices in the context of the pandemic with a special focus on 4* and 5* star hotels, which are 

expected to have higher levels of customer orientation, given the services they offer and the market segments 

that they are addressing. Thus, the main pillars of the designed study were three:  

a) to identify the extent to which employees in the hotel sector have previous training experiences and support to 

their professional growth and development; the evaluation of training experiences and the identification of 

training fields are among the primary research goals, 

b) to evaluate perceived impact and utility of in-company training and CPD for hotel employees, the company 

per se and external customers, with emphasis on service quality and satisfaction of both internal and external 

customers, 

c) to highlight critical aspects, priorities or perceived difficulties for hotel/ tourism professional to apply training 

and CPD practices in the context of the global pandemic that has created an unprecedented turbulence in the 

market.  

The study took place among 4* and 5* hotels employees based in the region of Crete, one of the most popular 

tourism destinations in Greece, where tourism plays an important role for the local economy. In Crete there were 

128 5* hotels and 330 4* hotels operating in 2020.  

A structured questionnaire with 17 questions was the main tool of the present study. The method of self-

completion was chosen and a relative link-invitation was sent to every 4* and 5* hotel operating in Crete, in 

order to be completed by members of the personnel. After its pilot testing and improvement, the questionnaire 

took its final form in March 2021 and was finally completed by 177 respondents. SPSS was used for data 

analysis.  

 
4. Findings  

The sample profile had the following characteristics: 51.2% were men, 38.2% were in the age group of 41-50 

y.o. while 23.6% belonged to the age group of 31-40 y.o.; 35% of respondents held Bachelor degree while 

another 29.3% held a post-graduate degree. As for their professional experience, 41.5% of the respondents were 

working for a period up to 10 years, 27.6% had working experience ranging from 11-20 years while 24.4% had 

working experience ranging from 21-30 years. 26.8% of the participants were working as hotel managers of 

directors, 21.1% were working as marketing or sales agents while 13% were working as reservation agents. 

Among the total sample, i.e. 177 hotel employees taking part in the present survey, 30.5% had no training or 

CPD experience from their current employer. For the rest of the sample who had training experiences from their 

current employer, the themes of training included: measures to avert the diffusion of COVID-19 (63,4%), 

customer service and complain management (44.7%), health and safety issues (40.7%), leadership, 

communication and emotional intelligence (33,3%), management and operations (32.5%), marketing and sales 

(25.2%), service quality (19.5%), ICT and social media (17.9%).  

As for perceived importance of in-company training and CPD for service quality, almost half of the respondents 

consider it high (48%) while an additional percentage of 28.5% considers it extremely high. Similar percentages 

were shown for its importance for customer satisfaction (31.7% and 45.5% respectively) and even higher for 

company profitability (52.8% and 37.4% respectively), employee motivation (47.1% and 43.9% respectively) 

and team work (40.6% and 44.7% respectively). More than half of respondents (60.3%) claimed that their 

employer puts emphasis to training and CPD, 21.9% stated that they disagree with this statement while another 

17.9% claimed neutral by stating that they neither agree nor disagree. Surprisingly, 21.2% of the respondents 

that they were not offered any initial/induction training programs when they were hired from their current 

employers.   

Training and CPD programs can have positive impact on company image (89.5%), environmental friendly 

practices (65%), employee commitment (79.8%) and employee retention (78.9%). CPD programs can play a 

crucial role for feelings of competence and self-efficacy of hotel employees, as 89.5% agreed with this 

statement. The impact of the pandemic on HR and CPD issues was also studied with 26% stating that there was 

limited or no positive impact and 23% stating that their employer did not cease the opportunity of the pandemic 

to invest in its human capital.  

Correlation analysis among variables showed significant correlations between perceived importance of training 

for service quality and customer satisfaction (Pearson r = 0,842, p<0,001) and CPD practices and attributed 

importance of employee professional growth (Pearson r  = 0,835, p<0,001), impact on revenues and profitability 

(Pearson r  = 0,786, p<0,001), employee commitment and retention (Pearson r  = 0,796, p<0,001), impact on 

profitability and service quality (Pearson r  = 0,696, p<0,001) and impact on profitability and customer 

satisfaction (Pearson r  = 0,683, p<0,001). 
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5. Main conclusions and practical implications  

The present study showed that a significant percentage (30.5%) of hotel employees in hotel units of Crete 

receives no training from their current employer, a finding that is particularly worrying if we consider that the 

period of the pandemic was a golden opportunity for hotel businesses to invest on professional development of 

their personnel and their upskilling or reskilling. This lost opportunity can be attributed to increased uncertainty 

caused by the unprecedented crisis of the pandemic in the hotel market and a kind of entailed inertia for any 

growth and investment initiative. In parallel, lack of appropriate organizational culture could be the cause for 

not implementing CPD programs. Lack of access opportunities cannot be considered as an excuse in the period 

of the pandemic when a number of training programs and seminars went online and were offered even at lower 

prices. For the majority of respondents who have had training opportunities with the encouragement and support 

of their employers, the most common themes of training programs included COVID-19 safety measures, 

customer service and marketing orientation. The great majority of respondents acknowledge the importance of 

CPD and training programs for skill upgrade, increased levels of service quality, employee satisfaction and 

retention, enhancement of organizational commitment and ultimately customer satisfaction and company 

profitability. This was among the first studies examining HR and CPD issues in the light of the pandemic. 

Especially for hotel units offering premium services and addressing to higher income market segments, it was 

expected that the importance of CPD and training would be even more embedded in organizational culture and 

practices.  
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Abstract: 

An increasing number of tourists are making online hotel bookings using third-party booking sites. Thus, 

understanding consumers’ booking intention has become increasingly important and requires constant and 

updated research. The study aims to contribute to the ongoing research and investigates the effect of website 

trust, trust towards hotel and perceived value on consumers’ booking intentions. A total of 162 valid online 

questionnaires were collected from travellers who have used at least once a third-party booking site to make 

hotel reservations. For the purpose of the study a multiple linear regression model was developed and tested. 

Findings show that perceived value and trust towards hotel influence positively consumers’ booking intention. 

Trust to website was not found to have any significant effect showing that third-party booking sites have 

established their reputation as trustworthy sites. Hotels should communicate that low prices are not associated 

with poor quality and develop strategies to build trust and long-lasting trustful relationships with consumers.  

 

 

Keywords: online hotel booking, intention to book, trust to websites, trust towards hotel, perceived value 

 

Introduction: 

The number of Internet users gradually increases and in May 2021 is estimated to be 5.168.780.607 (Internet 

World Stats, 2021). The rapid spread of the Internet has changed consumers’ behaviour, who turned to the 

Internet for making purchases (Jou & Day, 2021) especially the tourism industry, with its intangible products 

and services, that are intrinsically suited to Internet practices (Vrana & Zafiropoulos, 2011; Zafiropoulos et al., 

2006). In 2018, from the 148 million online travel bookings, 82% were made via website or mobile applications. 

From these online travel bookings 39% are hotel bookings, 37% airplane bookings and 17% packaged tours 

bookings. In 2019, 57% of all hotel bookings were made online (Wptravelbooking, 2020).  As an increasing 

number of tourists are making their hotel bookings online third-party booking sites like Booking.com, 

Hotels.com, TripAdvisor were established giving customers benefits for making their bookings (Kim et al., 

2017). Moreover, as more travellers use their mobile devices to book hotels online the major third-party booking 

sites adopted online mobile presence to meet customers’ raising demands (Ozturk, 2016). 

A number of previous studies have investigated the factors that influence consumers’ intention to use third-party 

booking sites for hotel reservations. Jou & Day (2021) used five quality factors, namely: Safety and Security, 

Website functionality, Fulfilment and Responsiveness, Information Content and Quality and Customer 

Relationships. Huang (2018) investigated the role of website Usability, Communication, Price value and Trust 

on consumers’ decision to book hotel online. According to the findings, trust and price value have an influence 

on the decision to book hotel online while communication and website usability have no influence. Da Costa 

(2017) took into consideration website characteristics, 
e-word of mouth, electronic trust and homophily and found that trust in the websites is influenced by the 

feedback given by previous consumers. Website quality is the most influential factor for both electronic trust 

and purchasing intentions of the consumers. The Technology Acceptance Model and Intention Model were 

integrated by Augustine & Adnan (2020) in their effort to find out whether perceived price, website trust and 

online reviews effect consumers’ decision when making an online hotel booking. Their research shows that all 

three factors have a significant relationship with consumers’ booking intention. Trust was identified as a 
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mediator to purchase intention by Shukla & Rodrigues (2020). Trust was found to be influenced by the ease of 

online booking process (Flexibility), the believability of booking website (Credibility), sense of safety evoked 

while booking online (Safety) and customer’s anticipation of a pleasant stay at a hotel (Likelihood of Good 

Experience). A different perspective was investigated by Boer (2021) who examined the effect of image style 

and of typing errors in online hotel reviews on helpfulness, transaction trust, review trust and purchase intention. 

The results of the experiment showed that typing errors had a negative effect on all dependent variables. 

However, for image style, only an effect on purchase intention was found.  

The aforementioned studies focus on certain countries and areas and on different factors that may vary due to 

cultural differences or to technology acceptance level. Nowadays, COVID-19 has brought changes in the travel 

accommodation and it seems that the pandemic is accelerating the shift to digitalization. According to 

Constantin, Saxon and Yu (2020) travellers are looking for flexibility and are willing to make last-minute 

bookings as the situation evolves. This paper aims to contribute to the subject of consumers’ booking intention, 

that has become increasingly important and requires constant and updated research. The paper is structured as 

follows. The next section discusses website trust, trust towards hotel and perceived value. This is followed by 

the methodology used to form the model under investigation. Findings of statistical analysis and validation of 

the proposed model follows. Conclusions, implications and recommendations for future research are given at the 

end of the paper.  

 

 

Literature Review: 

Website trust 

Trust is one of the most significant features of human interaction, commercial relationships and activities. 

According to Everard & Galletta (2006) it refers to a positive belief about the reliability and dependability of a 

person or an object. In the electronic environment trust has been extensively discussed in two forms: trust 

toward internet technology and trust toward an online seller. McKnight & Chervany (2001) used the term trust 

to e-vendor, where the term encompasses both the website and the store owner.  Thabet & Zghal (2013, p.4) 

claimed that a few studies have examined trust in the website and defined website trust as “the willingness of the 

user to depend on a merchant website on the basis of certain beliefs or expectations arising from the 

competence, the integrity and the benevolence perceived in this website”. Bauman & Bachmann (2017) stressed 

the importance of website trust, since consumers develop trust to a company according to their experience when 

interacting with the company’s website. If consumers’ perception of the website is that the company will fulfil 

all transactional obligations according to the consumers’ expectations, then consumers are more likely to 

develop trust (Bart, Shankar, Sultan, &Urban, 2005). Website trust is crucial as it forms consumers’ attitudes 

toward online shopping (Al-Debei et al., 2015). 

Previous studies tried to investigate website trust and booking intention. Baki (2020) claim that high level of 

trust toward the website increases loyalty and these consumers are more likely to make a purchase. Li et al. 

(2017) suggested that website trust significantly and positively influences online booking intentions. This 

finding is in accordance with the findings of Kim et al. (2017) who found that trust toward third-party online 

booking sites and trust toward hotels, has positive impact on individuals’ intention to book. Amer (2021) found 

that website trust affects online booking intentions. Furthermore, high-experienced consumers tend to have 

higher website trust.  

So, the following hypothesis is constructed: Website trust positively influence consumer’s intention to book  

 

Trust towards Hotel 

Trust in e-commerce depends also on the web vendors (McKnight & Chervany, 2002). Before making a 

booking consumers need to know all the necessary information to avoid the uncertainty that stems from 

information asymmetries due to moral hazard problems and hidden information (Horvath et al., 2021; Pavlou et 

al., 2007). Hotels need to provide detail information consistent with the website’s promises and thus present a 

trustworthy image on booking websites (Kim et al., 2017).  The promise of the hotelier may be explicitly stated 

(Ratnasingam, 2012). Kim, Kim, & Kim (2009) claimed that trust builds when consumers have confidence in 

provider's integrity and reliability. Successful fulfilment of a hotel booking means that a hotel delivers a room 

identical to the one promised on booking, protects the consumer's monetary and private information and has 

known in advanced guarantee policies. Trust is formed of the consumers’ perception of benevolence, 

competence, and integrity of the vendor (Othman et al., 2013; McKnight et al., 2002). 

The role of trust on intention to book has gained a lot of attention from researchers. Broeder & Remers (2018) 

who investigated the role of trust on Airbnb booking claimed that a higher level of trust leads to a higher 

booking intention. Kim et al. (2017) found that trust toward hotels is influenced by online reviews and has 

positive impacts on consumers’ intention to book. Ponnapureddy et al. (2016) using multiple regression analysis 

proved that trusting the hotel is positively and significantly related to intention to book.  



 

151 
 

So, based on the above the following hypothesis is constructed: Trust towards hotel positively influence 

consumer’s intention to book  

 

Perceived Value 

Value creation is a part of companies and organizations objectives and statements and a key factor to their long-

term success (Sweeney & Soutar, 2001). The concept of value is of great importance when analysing sellers-

buyers’ relationships (Ulaga & Chacour, 2001). How consumers perceive value is very personal and subjective 
(Ali, Omar & Amin, 2013) and according to Parasuraman et al. (1985) only the consumer can evaluate whether 

a service of product provides value or not. Itani Kassar & Loureiro (2019) stressed the fact that the same service 

of product may be perceived to hold different value among consumers. Zeithaml (1988, p. 14) defined perceived 

value as “consumer's overall assessment of the utility of a product (or service) based on perceptions of what is 

received and what is given”. Perceived value is widely discussed as a trade-off between price and quality 

(Sweeney & Soutar, 2001). The value for the consumer is maximized when the benefits are more than any 

related costs as search, time, price or even psychological cost (Slater & Narver, 2000) and consumers wish to 

make transactions with the companies who offer maximum value (Kim et al., 2012). 

Perceive value is the most critical determinant of consumers' decision making (Peng et al., 2019) and plays a 

vital role in behavioural intentions (Eggert & Ulaga, 2002). Ponte et al. (2015) examined the influence of 
perceived value and perceived trust on consumers’ intention when shopping for travel products. Perceived value 

was found as the main antecedent of online purchase intention. The greater the perceived value of items on the 

travel website to consumers, the greater their intention to shop. These findings are also in line with the findings 

of Agag et al. (2019) who investigated consumers’ willingness to book hotels through perceived website trust 

and perceived value and confirmed the positive role of these variables on their booking intentions. Kim et al. 

(2017) found that price and quality affect perceived value, which is positively related to individuals’ intention 

toward a third party online booking site. In this study the following hypothesis is made: Perceived value 

positively influence consumer’s intention to book 

 

 

Methodology: 

Research Model 

This study examines consumers’ intentions to book a hotel room using a third-party website. To measure 

consumer’s intention, the variables: trust to website, trust towards hotel and perceived value were used. The 

questionnaire was created by adopting variables and items from previous studies in order to increase the 
reliability and validity of the study. Five point Likert scales were used for the measurement. Trust to website, 

trust towards hotel and perceived value were adopted from Kim et al. (2017) and Intention to book was adopted 

from Bilgihan et al. (2015).  

The questionnaire was first written in English, as all variables and items were originally in English. Then it was 

translated to Greek and then back-translated into English (Brislin, 1970) in order to ensure that the Greek 

version communicates the same content as the English one. A pilot survey was contacted to test the 

questionnaire and few adjustments were made.  

The research model is presented at Figure 1.  

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The research model 

 

Sample and Data Collection 

The target population for this study is limited to the users of third party online booking sites, who have used for 

at least once a booking site. The survey was conducted using an online questionnaire. The questionnaire was 

created with Google Forms and posted to social media of the researchers, containing participation instructions 

and a hyperlink to access the online survey. Users willing to participate the survey were redirected to the online 

questionnaire. Thus, a convenience sample was drawn for the survey. 

Trust to 

Website 

Trust towards 

Hotel 

Perceived Value 

Intention to 

book  
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The online survey was available between 1st of April and 15th of May 2021. A total of 162 fully completed and 

usable responses were gathered after excluding those with missing values or inconsistent responses. SPSS 26 

was used for the analysis.  

 

 Table 1: Sample description. 

 

  Frequency Percentage% 

Gender Male 76 46.9% 

Female 86 53.1% 

Age 18-30 34 21.9% 

31-40 62 38.3% 

41-50 42 25.9% 

51+ 24 14.8% 

Higher Level of 

education 

Secondary education 20 12.3% 

Post-secondary education 26 16% 

Bachelor 48 29,6% 

Master 44 27,4% 

Ph.d 24 14.8% 

 

 

Table 1 presents the demographic characteristics of the sample. 46.9% of the participants are men and 53.1% are 

women. It can be argued that the sample is quite representative in relation to the Greek population. Out of the 

162 responders, 21% are between 18-30 years old, 38.3% are between 31-40, 25.9% are between 41-50 and 

14.8% are 51 years old and older. Regarding their higher level of education 33.3% have finished secondary or 

post-secondary education, 25.9 % of the total respondents had a bachelor degree whereas 40.7% had a 

master/Ph.d degree 

 

 

Findings: 

The sample of the study is quite experienced in online bookings using third-party websites. As it is evident from 

Table 2, 16% of the respondents have made 1-2 hotel reservations online bookings using third-party websites, 

17.3% 3-4 reservations, 25.9% 5-6 reservations, 24.7% 7-8 reservations, and 16% over 9 reservations.  

 

Table 2: Users’ experience. 

 Number of bookings Frequency Percentage% 

Experience in online 

bookings using third-

party websites 

1-2 26 16% 

3-4 28 17.3% 

5-6 42 25.9% 

7-8 40 24.7% 

9+ 26 16% 

 

Cronbach alpha was used to examine the reliability of the questionnaire.  As it is evident from table 3 Cronbach 

alpha of all variables is above the threshold level 0.7. Overall, the measures in this study are reliable.  

 

Table 3. Reliability test of all variables 

 Cronbach alpha No of items 

Website trust 0.886 3 

Trust towards Hotel 0.916 6 

Perceived value 0.783 4 

Intention to book 0.927 4 

 

In order to examine the significance of the factors affecting the intention to book a hotel through a web site a 

linear multiple regression model has been employed. Intention to book is the dependent variable of the model 

and Perceived value, Trust towards Hotel and Website trust the independent variables. The last variable is not 

statistically significant (Tables 4, 5) and the equation obtained by the above model is:  

 

Intention to book = -3.167 + 0.411 · Trust towards Hotel + 1.548 · Perceived value 
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indicating that the Perceived value contributes more than the Trust towards Hotel on the Intention to book a 

hotel. 

 

Table 4. Model summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .951 .905 .902 .35563 

Predictors: (Constant), Perceived value, Trust towards Hotel 

Dependent Variable: Intention to book 

 
Table 5. Model statistics 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) -3.167 .280  -11.322 .000 

Trust towards Hotel .411 .101 .283 4.067 .000 

Perceived value 1.548 .155 .696 10.001 .000 

 
Discussion and Conclusions: 

The majority of travel bookings are nowadays made online and an increasing number of tourists are making 

their hotel bookings online using third-party booking sites like Booking.com, Hotels.com, TripAdvisor etc. 

Therefore, it is important to understand what influences consumers to making bookings using third-party 

booking sites. To achieve this objective, this study proposes a research model that takes into consideration 

website trust, trust towards hotel and perceived value as factors influencing the intention to book a hotel using 

third-party booking sites. The findings show that trust towards hotel and perceived value influence customers’ 

intention to book a hotel. This finding is partially in line with the findings of Kim et al. (2017) who found that 

trust toward third-party online booking sites, trust toward hotels and perceived-value, have positive impacts on 

individuals’ intention to book.  It seems that consumers have already been convinced about the benefits of using 

third-party websites to make their bookings and they do not worry about the honesty of the websites and the 

information that the website provides. Moreover, they believe that the websites are concerned about their 

customers. As time goes by third-party booking sites have established their fame and reputation to people 

conscience as trustworthy sites. Thus, they overcome transactional risk and online uncertainty and are willing to 

make hotel bookings using third-party websites. Perceived value plays the most significant role as found also by 

Kim et al. (2017). Consumers may book a hotel when they perceive that the hotel offers good value for the price 

and the expected value of staying at the hotel is very high. Hotels should communicate to potential customers 

that low prices are associated with great value not with poor quality. 

Trust towards hotel has also a significant impact on intention. Hotels should take this into consideration and try 

to develop long-lasting trustful relationships with consumers. Online reviews are very helpful in this context and 

previous studies have proved that reviews influence consumers’ future booking decisions (Chan et al., 2017; El-

Said, 2020; Ghosh, 2018) and especially reviews with negative opinions (El-Said, 2020; Ghosh, 2018; Tsao et 

al., 2015). Thus, hotels should treat online reviews as their top priority and encourage consumers to share their 

positive personal experiences on the social media and the third-party’s website they have used to make the 

booking. Hotels should also find methods to expose users to reviews in order facilitate consumers’ decision-

making processes. It is also crucial for the hotel’s image to develop a recovery strategy and address negative 

online reviews and customers’ complaints.   

This research encounters limitations. The data was collected in Greece. Thus, the study gives evidence for 

consumers’ intentions to book a hotel room using third-party websites, and may not be applicable to populations 

of other countries. The sample of the study is a convenience sample, so the findings could not be generalized.  

Future research is needed in order to incorporate additional independent variables, like online reviews and to 

collect a larger dataset with broader participation of different demographic characteristics, since the sample of 

this study consists of rather well educated individuals.   
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Abstract: 

The paper’s objective is to study how the 5* hotels are using their corporate website as a public relations tool. 

It attempts to answer the three following questions: (a) how are the 5* hotels using their corporate website for 

this purpose? (b) what differences are there between the ones located in Greece and those located worldwide? 

and (c) what differences are there between the chain and non-chain hotels? The research method used was that 

of content analysis, conducted on the corporate websites of a sample of 360 hotels. The study reveals that the 5* 

hotels in general are using their website as a PR tool, although they do not take full advantage of its potentials 

according to the theory. It also shows the hotels located worldwide and the chain hotels are focusing more on 

their presentation and the information dissemination, whereas the ones located in Greece and the non-chain 

hotels more on the customers’ involvement and the two-way communication. 

Keywords: Public Relations, Websites, Hotels, Greece 

1. INTRODUCTION 
In the last decades, internet has become the primary source of information for travelers around the world 

affecting their behavior as consumers significantly (Bai, et al., 2008; Xiang and Gretzel, 2010). Corporate 

websites can help hotels with multiple ways. Through them, hotels can promote their products, locations and 

services to the customers, improve their image, even cultivate relationships with them (Buhalis and Law, 2008). 

Therefore, the corporate website is one of the most important marketing, communication and public relations 

(PR) tools (Bingley, et al., 2010), and it is critical for a hotel to maximize its efficiency (Bai, et al., 2008; Wang, 

et al., 2015; Ali, 2016). 

The purpose of today’s PR is to improve the image and the reputation of a company, as well as to establish a 

dialogic communication and develop long-lasting relations with its publics (Kent and Taylor, 2002; Seitel, 

2017). Although many studies that examine hotel websites from marketing perspective have been already 

published, according to author knowledge there is no published paper that examined these websites as a means 

of PR.  

This paper aims to describe and compare how the 5* hotels are using their corporate website as a PR tool in 

order to communicate and cultivate relationships with their customers. The paper focuses on 5* hotels, since 

they usually implement the best management, marketing and PR practices (Stylos and Vassiliadis, 2015), which 

could also be utilized as an exemplar for lower stars hotels. The hotels located in Greece have been chosen, 

because the country is among the most popular tourism destinations worldwide and has many 5* hotels with 

high level of infrastructure and services. 

The paper continues with a short review of the relevant literature, the research questions. and the methodology 

used. The presentation and the analysis of the findings are followed. It finishes with the conclusions, the 

limitations of the research and the suggestions for further research. 
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2. REVIEW OF LITERATURE 

In recent years, the online media are heavily used by travelers for booking, finding offers or contacting with 

hotels (Phelan et al., 2013) and most hotels highly invest on them (Hsu, 2012). Although websites do not have 

the interactivity and the immediacy of the social networking sites, they can offer many advantages to a 

company, including hotels (Leung and Tanford, 2016; Ferrer-Rosell et al., 2020). Hotels can control the content, 

the time and the manner of their uploads or present information about their mission, history, activities, 

achievements or promotional offers, and all these in a favorable and cost-effective way (Zeng et al., 2010; 

Whiting and Williams, 2013). Through their websites, they can also communicate directly and frequently with 

their customers and cultivate dialogic relations with them (Macnamara and Zerfass, 2012; Tsimonis and 

Dimitriadis, 2014). These advantages make the corporate website a very effective PR tool. However, the current 

research has examined hotels websites only from the marketing, not the PR perspective. 

A coding instrument initiated by Waters et al. (2009) and followed by other researchers (e.g. Bortee and Seltzer, 

2011; Men and Tsai, 2011; Haigh et al., 2013; Kotzaivazoglou, 2017), was used to examine the way profit and 

nonprofit organizations used their Facebook profiles as a PR tool, including hotels (Kotzaivazoglou et al. 2021). 

It is divided in three categories, namely disclosure, information dissemination and user involvement. According 

to these researchers, the same instrument with some modifications could also be used effectively in order to 

examine corporate websites. The paper is focused on the hotel industry and especially the 5* hotels, because 

they are usually more innovative and provide better services and amenities than those with lower stars (Stylos 

and Vassiliadis, 2015). So, the first research question that this study seeks to answer is: 

RQ1: How are the 5* hotels using their corporate website as a PR tool? 

Previous studies also suggest the investigation and comparison of the use of the online media to different 

countries around the world. This paper compares the websites form the hotels located in Greece to those located 

worldwide. Research (Triantafillidou and Yannas, 2014; Kotzaivazoglou, 2017) showed that Greek companies 

in general use online media as a means of PR extensively. A focus on the hotels in Greece seems to be 

interesting, since the country is highly touristic and has many 5* hotels (Kasimati, 2016). The second question 

of the study is the following: 

RQ2: What differences are there between the hotels located in Greece and those located worldwide in the way 

they use their corporate website as a PR tool?  

Previous studies (Yeung and Law, 2004) found that the websites of the chain hotels are superior to those of the 

non-chain ones. This is probably due to the fact that the former are usually better known than the latter, have the 

support of their headquarters and enjoy the customers’ reliance to the brand (Ivanova and Ivanov, 2015). 

However, another study (Kotzaivazoglou et al, 2021) showed that the chain and non-chain hotels follow more or 

less similar practices concerning the management of their Facebook profile. Therefore, it also seems to be 

interesting to examine whether there are any relevant differences between the chain and non-chain hotels. This 

questioning leads to the third research question of this study, namely: 

RQ3: What differences are there between the chain and non-chain hotels in the way they use their corporate 

website as a PR tool? 

3. METHODOLOGY 
The content analysis method was used in a sample of 360 5* hotels, randomly selected from the internet 

reservations platform ‘Booking.com’. 180 of them are located in Greece and 180 worldwide, and were selected 

from the platform’s most popular destinations, 18 hotels from 10 countries, i.e. Brazil, France, Germany, Italy, 

Japan, Russia, Spain, UAE, UK and USA. Among the 360 hotels, 154 were chain and 206 non-chain hotels. Τhe 

coding instrument used, was based on previous studies for organizations’ Facebook profiles (Waters et al., 2009; 

Bortee and Seltzer, 2011; Men and Tsai, 2011; Haigh et al., 2013; Kotzaivazoglou, 2017), already tested for its 

validity and reliability. The main categories remain the same and only a few modifications were made in some 

variables in order to better meet the needs of this study. 

The research was conducted between September and November 2020. Two coders conducted the analysis 

independently in a sample of 15% of randomly selected hotels (n=54). The intercoder reliability was assessed by 

the Holsti formula (1969) and showed 89% category agreement, a percentage that is considered high. The 

coders continued to code the remaining hotels independently. A t-test of independent samples and the SPSS 

program were used to identify statistically significant relationships between the compared hotels. Only the 
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statistically significant relationships at a significance level of a=0.01 are taken into account in the forthcoming 

analysis. 

4. PRESENTATION OF RESEARCH FINDINGS 
The findings and the statistical analysis of the study (see Table 1) are presented according to the research 

questions. 

Table 1. The findings and the statistical analysis of the research  

 Hotels in 

total 

(n=360) 

Hotels located 

in Greece 

(n=180) 

Hotels located 

worldwide 

(n=180) 

Statistical 

Difference 

Chain 

hotels 

(n=154) 

Non-chain 

hotels 

(n=206) 

Statistical 

Difference 

Disclosure 

Description 97.50% 95.56% 99.44% -0.04** 98.05% 97.09% 0.01 

History 33.61% 21.11% 46.11% -0.25*** 41.56% 27.67% 0.14*** 

Mission Statement 18.06% 15.56% 20.56% -0.05 25.97% 12.14% 0.14*** 

Link to Facebook 95.56% 94.44% 96.67% -0.02 95.45% 95.63% -0.08 

Logo 99.17% 98.33% 100.00% -0.02* 100.00% 98.54% 0.133 

Link to Twitter 49.17% 41.11% 57.22% -0.16*** 62.99% 38.83% 0.24*** 

Link to Instagram 92.22% 87.78% 96.67% -0.09*** 93.51% 91.26% 0.02 

Link to YouTube 35.28% 29.44% 41.11% -0.12** 45.45% 27.67% 0.18*** 

Link to Pinterest 20.83% 23.89% 17.78% 0,06 20.78% 20.87% -0.02 

Information dissemination 

News Links 33.06% 21.11% 45.00% -0.24*** 48.70% 21.36% 0.27*** 

Photo Posted 100.00% 100.00% 100.00% 0 100.00% 100.00% 0 

Video Files 28.89% 22.78% 35.00% -0.12** 42.86% 18.45% 0.24*** 

Audio files 0.00% 0.00% 0.00% 0 0.00% 0.00% 0 

Reviews 16.67% 10.56% 22.78% -0.12*** 24.68% 10.68% 0.14*** 

Press releases 19.44% 6.67% 32.22% -0.26*** 37.66% 5.83% 0.32*** 

Promotional offers 65.28% 58.89% 71.67% -0.13** 79.22% 54.85% 0.24*** 

Information about 

achievements/awards 

45.83% 45.00% 46.67% -0.02 42.86% 48.06% -0.05 

Involvement 

Email to hotel 90.00% 98.89% 81.11% 0.18*** 83.77% 94.66% -0.11*** 

Phone number 99.72% 99.44% 100.00% -0.01 100.00% 99.51% 0 

Message board 63.06% 80.56% 45.56% 0.35*** 55.19% 68.93% -0.14** 

Calendar of events 5.83% 9.44% 2.22% 0.07*** 4.55% 6.80% -0.02 

Reservation function 100.00% 100.00% 100.00% 0 100.00% 100.00% 0 

***, **,* Indicate a level of statistical significance of 1%, 5%, 10% respectively. 

RQ1: How are the 5* hotels using their corporate website as a PR tool? 

The findings show that, as far as disclosure is concerned, 99.17% of the 5* hotels display their logo and 97.50% 

describe their services and amenities on their website. 95.56% have a link to their Facebook page, 92.22% to 

their Instagram feed, 49.17% to their Twitter feed, 35.28% to their YouTube channel and 20.83% to Pinterest. In 

addition, 33.61% present information about the hotel’s history and 18.06% about its mission statement. 

Concerning information dissemination, all (100%) hotels, without exception, post photographs, 28.89% video 

files and none of them audio files on their website. 65.28% of the examined hotels have promotional offers, 

45.83% information about the hotel’s achievements or awards and 33.06% information about their news, 

whereas 19.44% post press releases and 16.67% allows its users to post a review about the hotel.  

Regarding user involvement, the study indicates that all (100%) hotels provide an online reservation function, 

99.72% give a contact phone number, 90% provide an email address and 63.06% a message board, while only 

5.83% of them post a calendar of events. 

RQ2: What differences are there between the hotels located in Greece and those located worldwide in the way 

they use their website as a PR tool?  

The findings for the disclosure category show that 98.33% of the 5* hotels located in Greece use their logo and 

95.56% have a description of their services and amenities, whereas 94.44%, 87.78%, 41.11%, 29.44% and 

23.87% have a link to their Facebook page, Instagram, Twitter, YouTube channel and Pinterest respectively. 

21.11% present the hotel’s history and 15.56% its mission statement. As far as the hotels located worldwide is 

concerned, all of them (100%) present their logo and 99.44% describe their services and amenities. 96.67% have 
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a link both to their Facebook page and Instagram feed, whereas 57.22%, 41.11% and 17.78% to their Twitter 

feed, YouTube channel and Pinterest respectively. 46.11% present the hotel’s history and 20,56% present their 

mission statement. 

With regards to information dissemination indicate that all (100%) the examined hotels, both located in Greece 

or worldwide, post photos and none (0%) of them audio files on their website. 58.89% of the hotels that are 

located in Greece post information about promotional offers and 45% about their achievements and awards, 

whereas 22.78% upload video files and 21.11% their news. 10.56% of them allow customers to write a review 

and 6.67% upload press releases. 71.67% of the hotels located worldwide post information about promotional 

offers, 46.67% about their achievements and awards and 45% their news. 35% of them upload video files and 

32.22% press releases, while 22.78% of them allow their visitors to post a review. 

Concerning involvement, the findings indicate that all (100%) of the examined hotel offer the option for 

booking through their website. Furthermore, 99.44% of the hotels located in Greece provide a contact phone 

number, 98.89% an email address and 80.56% a message board, whereas 9.44% post a detailed calendar of their 

events. On the other hand, all (100%) of the hotels located worldwide provide a contact phone number, 81.11% 

their email address and 45.56% a message board, while only 2.22% of them post a calendar of events. 

The statistical analysis displays significant differences at the statistical level of 0.01 in 10 out of the 22 

variables. The hotels located worldwide share their history, provide links to their social networking cites such as 

Twitter and Instagram, post their news and press releases or allow their visitors to post a review more frequently 

compared with the hotels located in Greece. On the contrary, the second ones give the opportunity for 

communication through their email address or message board and have a calendar of their events more often 

than the hotels that are located worldwide.  

RQ3: What differences are there between the chain and non-chain hotels in the way they use their website as a 

PR tool? 

Compared the chain and non-chain hotels, the findings regarding disclosure reveal that all (100%) of the chain 

hotels display their logo and 98.05% describe their services and amenities; 95.45%, 93.51%, 62.99%, 45.45% 

and 20.78% have a link to their Facebook page, Instagram, Twitter, YouTube channel and Pinterest 

respectively; 41.56% present their history and 25.97% state their mission. 98.54% of the non-chain hotels 

display their logo and 97.09% describe their services and amenities; 95.63%, 91.26%, 38.83%, 27.67% and 

20.87% have a link to their Facebook page, Instagram, Twitter, YouTube channel and Pinterest respectively; 

27.67% of them present the hotel’s history and 12.14% its mission statement. 

Concerning information dissemination, the findings of the study indicate that all (100%) the hotels post photos 

and none (0%) audio files on their corporate website. 79.22% and 48.70% of the chain hotels post promotional 

offers and news, whereas 42.86% of them provide information about their awards or achievements and upload 

video files, 37.66% post press releases and 24.68% give customers the option to write a review. As regards to 

the non-chain hotels, 54.85% of them provide information about promotional offers and 48.06% about awards 

or achievements; 21.36% post news about them, 18.45% upload video files, 10.68% offer the option to write a 

review and 5.83% of them post press releases. 

The findings in the category involvement show that all (100%) of the examined hotels give to their visitors the 

option to book online. All (100%) chain hotels also provide a contact phone number, 83.77% an email address 

and 55.19% a message board, while 4.55% of them post a calendar of their events. On the other hand, 99.51% of 

the non-chain hotels provide a contact phone number, 94.66% their email address and 68.93% a message board, 

whereas 6.80% of them post a calendar of events. 

The t-test of independent samples indicate differences at the statistical level of 0.01 in half of the 22 variables 

examined. Specifically, the chain hotels share their history, state their mission, have a link to their Twitter feed 

and YouTube channel, and share news about them more frequently than the non-chain ones. They also upload 

video files, press releases, promotional offers and give the option to their visitors to post a review more 

frequently than their counterparts. However, the non-chain hotels provide a contact email address and message 

board more often compared with the chain ones. 

5. DISCUSSION OF RESEARCH FINDINGS 
The research findings reveal that the 5* hotels in general use their corporate website as a PR tool quite 

efficiently. However, according to the theory (e.g. Waters et al., 2009; Kotzaivazoglou, 2017), there seem to be 
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room for improvements. For example, the presentation of the hotel’s history and mission or the upload of news, 

videos, promotional offers or achievements and awards could improve the image of the hotel and lead to a 

dialogic communication and relationships development with its customers (Leung and Tanford, 2016; Wang and 

Kubickova, 2017).  

The research indicates many statistically significant differences between the hotels located in Greece and those 

located worldwide. It seems that the latter present themselves and disseminate information about them more 

effectively than the former. These findings confirm older studies which concluded that in many cases the Greek 

hotels are not taking full advantage of their websites’ potentials (e.g. Vrana, et al., 2004; Zafiropoulos, et al. 

2006). However, the hotels that are located in Greece better emphasize to involvement than their counterparts, 

which helps them to achieve a two-way communication and cultivate relationships with their customers.  

This study also records many statistically significant differences between the way the chain and non-chain hotels 

use their corporate websites as a PR tool. Again, the first ones present themselves or disseminate information 

better compared to the second ones. These findings are in line with previous studies which concluded that the 

websites of chain hotels are superior to the websites of non-chain hotels (e.g. Yeung and Law, 2004). This may 

be due to the fact chain hotels are usually bigger (Azzone, et al., 2001), have better business organization (Perry, 

2001) and dispose more resources to information technology (Siguaw, et al., 2000). However, similarly with the 

previous findings, the non-chain hotels have better score in the involvement category which, as mentioned 

above, could help a hotel to establish a dialogic communication and develop better relations with the travelers. 

6. CONCLUSIONS, RESEARCH LIMITATIONS AND SUGGESTIONS FOR FURTHER RESEARCH 
This paper describes and compares the way the 5* hotels are using their corporate website as a PR tool. It also 

emphasizes to the differences between the hotels located in Greece and those located worldwide, as well as 

between the chain and non-chain hotels.  

The study reveals that the 5* hotels in general use their corporate website as a PR tool, although they do not take 

full advantage of its potentials according to the theory. It also shows many differences between the hotels 

located in Greece and those located worldwide. The second ones are focusing more on their presentation and the 

information dissemination, whereas the first ones more on the customers’ involvement and the two-way 

communication. Similar conclusions were found concerning the comparison between the chain and non-chain 

hotels. 

A limitation of the present study is that it is concentrated only on 5* hotels selected from the most popular 

destinations of the internet reservations platform ‘Booking.com’. Hotels with lower stars or other destinations 

are not included. Another limitation is that qualitative aspects, such as the quality or the level of professionalism 

of the content uploaded, are not examined.  

The widespread of online media and its potentials as communication and PR tools make them attractive for 

further research (Wang, 2015). In this context, it would be interesting to examine and compare how other hotels 

with lower stars or boutique hotels are using their corporate websites from the PR perspective. It would also be 

interesting to study qualitative characteristics of hotels’ websites and their level of professionalism or 

investigate the impact of these practices on travellers. Finally, similar studies can be conducted in other online 

media, such as Instagram or YouTube. 
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Abstract: 

It is already known that job satisfaction is a significant feature not only in the private but also in the public 

sector (Kumari & Pandey, 2011; Inayat & Jahanzeb Khan, 2021). It shows the person’s perception of their job 

and their well-being which will lead to the proper and more prosperous operation of the business or even the 

public organization (Loan, 2020). Job satisfaction is often studied in the international bibliography and 

presented as one of the most important factors leading to business and organization flourishing and success 

(Locke, 1995; Shaju & Subhashini, 2017). There is a variety of studies that have been carried out regarding the 

subject on a national and international level with a small number of them on Police personnel (eg. Khizar & 

Mustafa, 2016; Lokesh, Patra & Venkatesan, 2016). The amount of scientific findings in Greece and especially 

regarding the Police staff are extremely limited (Alexopoulos et al., 2014; Salamoura, Ntamposis & Gaki, 

2020). The main object of this study is to establish the meaning of “job satisfaction” and the way to measure it 

while at the same time it examines the factors that determine its meaning as well as its impact on a public 

organization. The primary quantitative research focuses on a sample of 136 police officers who completed the 

JSS questionnaire of Spector (1985) translated and modified according to his guidelines in Greek. The research 

findings indicate that overall job satisfaction can be characterized as high (M = 135.90, SD = 32.33) while 

higher levels of satisfaction were detected by supervision, the relationship with the colleagues and the nature of 

the work while to a lesser extent the respondents expressed their satisfaction with the promotional opportunities 

and the privileges - benefits. Overall satisfaction also presents strong positive significant relationships with all 

distinctive dimensions. The factors that outweighed all others in predicting overall job satisfaction were 

opportunities-promotion (b = .169), privileges - benefits (b = .169), remuneration - salary (b = .158) and 

working conditions (b = .153). On the contrary, the relationship with colleagues (b = .104) and supervision (b = 

.110) were proven to have the lower influence. Additionally, higher ranking officers present higher levels of job 

satisfaction (M = 144.6, SD. = 33.67) as well as those who have an additional master’s degree (Μ = 164.3, SD. 

= 38.06) and those with less than 10 years of experience (Μ = 160.80, SD = 40.15). To conclude, this research 

could potentially help the authorities to plan interventions and shape strategies towards the efficient operation of 

police forces especially during the Covid-19 crisis, while at the same time comparing those outcomes with 

similar findings from international literature. 
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References: 

 

Alexopoulos, E. C., Palatsidi, V., Tigani, X., & Darviri, C. (2014).  Exploring stress levels, job satisfaction, 

and quality of life in a sample of police officers in Greece. Safety and health at work, 5(4), 210-215. 
 

Inayat, W., & Jahanzeb Khan, M. (2021). A Study of Job Satisfaction and Its Effect on the Performance 

of Employees Working in Private Sector Organizations, Peshawar. Education Research 

International, 2021. 

 
Khizar, U., & Mustafa, D. J. (2016). Relationship between personality traits and job satisfaction of police 

officers in Punjab, Pakistan. International Journal of Business and Social Science, 7(7), 109-113. 
 

mailto:ouraniagouna@gmail.com


 

165 
 

Kumari, G., & Pandey, K. M. (2011). Job satisfaction in public sector and private sector: A 

comparison. International Journal of Innovation, Management and Technology, 2(3), 222. 

 
Loan, L. (2020). The influence of organizational commitment on employees’ job performance: The 

mediating role of job satisfaction. Management Science Letters, 10(14), 3307-3312. 

 
Locke, E. A. (1995). The micro-analysis of job satisfaction: Comments on Taber and Alliger. Journal of 

Organizational Behavior, 123-125. 
 
Lokesh, L., Patra, S., & Venkatesan, S. (2016). Job satisfaction among police personnel: a socio-

demographic study. Global Journal of Interdisciplinary Social Sciences, 4(5), 56-62. 
 

Salamoura, M., Ntamposis, V., &Gaki, E. (2020). The Implementation of Internal Marketing in Public 

Sector Organizations: The Case of Job Satisfaction at Chios Police Department. In Strategic Innovative 

Marketing and Tourism (pp. 861-870). Springer, Cham. 
 
Shaju, M., & Subhashini, D. (2017). A study on the impact of job satisfaction on job performance of 

employees working in automobile industry. Journal of Management Research, 17(2), 74-83. 
 

 

 

 

 

  



 

166 
 

Study of opinions, attitudes, expectations and intentions of the use of 

neuromarketing from primary educational units 

 

 

 

Panagiotidou Athanasia  
International Hellenic University, Thessaloniki, Greece, at.panagiotidou@gmail.com  

 

Assimakopoulos Constantinos 
International Hellenic University, Thessaloniki, Greece, casim@ihu.gr 

 

Panagiotidis Nikos 
University of Ioannina, Thessaloniki, Greece, panagiotidissnikos@gmail.com 

 

 
 

 

 

 

 

Abstract: 

Modern requirements, technological developments and constant challenges could not leave the field of 

education unaffected. In order to ensure their survival and development, educational units need to follow an 

appropriate strategic planning that is governed by the principles and philosophy of marketing. However, due to 

the constant competition, the educational units are called upon to constantly upgrade their services by 

introducing innovations and securing resources for the realization of their goals. One such innovation is the 

introduction and application of neuromarketing in education. Neuromarketing techniques and methods enable 

teachers to understand what is going on in their students' brains during the educational process. In this way they 

adjust their teaching according to the abilities of the students, improving the quality of the provided teaching 

and on the other hand the educational unit increases its level of competitiveness by offering a new, innovative 

service. The role of teachers in the application of neuromarketing is very important, as its implementation is 

done by them. The purpose of this study is to study the knowledge, attitudes, expectations and intentions of the 

use of neuromarketing by primary education units. The sample consisted of 122 primary school teachers and 

more specifically 68 teachers and 54 kindergarten teachers. The results of the research showed that teachers 

have a moderate level of neuromarketing knowledge but show a positive attitude wishing to use the results in 

their teaching while at the same time they have high expectations from its application in education. 

Keywords:: marketing, neuromarketing, teachers, education 
 

Purpose 

Education today has to face many challenges and solve many problems that arise due to the constant social, 

economic and political changes. It is therefore called upon to introduce innovations using new techniques and 

methods in order to successfully meet modern requirements. Modern requirements and ongoing challenges have 

led to the need to combine knowledge from different sciences, and therefore different methods and technologies 

are employed to provide solutions to major issues - problems in education. These so-called "hybrid" areas of 

research include the use of neuromarketing in education (Ababkova & Leontieva, 2018). But, what is 

neuromarketing and how could be applied in education? 

Numerous definitions of neuromarketing and its purpose have been formulated in the literature. Neuromarketing 

is identified as a new field of research that is recognized by both academia and business world. Its purpose is to 

gather objective information about the brain's reactions when a person comes in contact with a marketing 

stimulus using the tools of neuroscience (Murphy, Illes & Reiner, 2008). 

Although there are many different approaches to the concept of neuromarketing in the literature, it is obvious 

that in these definitions there is an interaction, as one seems to complement the other (Fortunato, Girald & De 
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Oliveira, 2014). In most research, neuromarketing is defined as a field of research that connects the sciences of 

marketing and neuroscience in order to understand consumer behavior in the following way: to identify the 

connection between areas of the brain that are activated by the stimulus associated with the marketing and the 

bodily reactions caused in order for them in turn to be linked to the respective processes that take place in these 

areas on a cognitive, psychological and emotional level (Lee, Broderick & Chamberlain, 2007; Murphy et al., 

2008). 

To this end, various types of classifications of neuromarketing techniques have been proposed. Such a 

classification refers to those that directly measure changes in electric and magnetic fields and to those that can 

be measured through metabolic manifestations induced by this energy (Bočková, Škrabánková & Hanák, 2021). 

Another classification distinguishes techniques into those that measure metabolic activity, those that measure 

the electrical activity of the brain, and those that do not measure the electrical activity of the brain (Bercea, 

2013). It is worth mentioning that the use of these techniques has both advantages and disadvantages. The 

neuromarketing techniques most commonly used in practice are: Electroencephalography (EEG), 

Magnetoencephalography (MEG), Functional magnetic resonance imaging (fMRI), Eye Tracking, Body 

response etc. (Cherubino et al., 2019). 

The international literature on the use of neuromarketing in education is at a very early stage and therefore 

extremely limited and refers mainly to it at theoretical level. Some research efforts have been made on an 

experimental level and relate to the application of neuromarketing in higher education. 

Τhrough the application of neuromarketing in education it is possible to obtain a continuous feedback on what 

happens to students during teaching which ultimately contributes to the continuous improvement of the quality 

of the educational process in order to adapt as much as possible to the individual requirements of students 

(Ababkova & Leontieva, 2018). In addition, a new educational service is offered which contributes to the better 

marketing of the educational unit. 

The issue of ethical issues arising from the application of neuromarketing and the exploitation of the results 

arising from it has preoccupied many researchers since the first years of the emergence of neuromarketing. 

These ethical issues in the field of neuromarketing refer essentially to the principles that should govern the 

application of neuromarketing in the field of marketing and research in order not to violate the rights of both 

consumers and businesses (Isa, Mansor & Razali, 2019). Despite the benefits that the application of 

neuromarketing can offer in understanding purchasing behavior, it, like any other science, has its disadvantages. 

One of the most important disadvantages - challenges it has to face is the issue of ethical issues that arise during 

its implementation. The ethical issues associated with neuromarketing in a more general context relate to issues 

of security and confidentiality, avoidance of harm to vulnerable groups and honest management of the results of 

research activity (Shahriari et al., 2020). Two key points for which he was accused marketing was a) that 

through it advertisers could find the "buy button" (buy button) of consumers so that they can direct their markets 

and b) the loss of consumer autonomy (Isa et al., 2019; Shahriari, Feiz, Zarei & Kashi, 2020). 

The purpose of this research is to investigate and study the knowledge / views, attitudes and intentions of using 

neuromarketing by teachers of primary schools. 

The research questions are: 

1. What is the cognitive background application of neuromarketing to primary school teachers? 

2. What are the teachers' views on the effectiveness of the application of neuromarketing in educational 

practice? 

3. What is the degree of acceptance or not of the use of neuromarketing by teachers? 

4. What are the expectations created by the application of neuromarketing in the educational process? and 

5. What are the intentions of teachers to expand their field of knowledge regarding the use of neuromarketing? 

Research methods 

For the purpose of this research it was chosen to use the quantitative approach, where it uses numerical data for 

the purpose of statistical processing through a suitable software which is SPSS, version 23.0. 
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The sample of the research consisted of 122 primary education teachers in Greece. A questionnaire was 

developed for the collection of research data in relation to the objectives of the research. 

 The questionnaire was based on the study of Eser, Isin and Tolon (2011) on the perceptions of academics, 

neurologists and marketing professionals about neuromarketing. It includes six sections with the first referring 

to the teachers' knowledge about neuromarketing, the second to their views, the third to their attitudes, the fourth 

to their intentions to use, the fifth to their expectations and finally, the sixth refers to the demographics of the 

respondents. A 5-point Likert scale (where 1 = Strongly Disagree, 5 = Strongly Agree) was used to measure the 

answers to emphasize the intensity of the choices and to be able to compare them. 

The questionnaire selected to conduct this survey was tested for reliability. Reliability refers to the extent to 

which the questions of a questionnaire that measure a particular attribute have an internal coherence or 

correlation both with each other and with the attribute itself. The reliability analysis showed that the Cronbach's 

alpha reliability coefficient was greater than 70% for all subscales of the questionnaire resulting in a high degree 

of internal consistency reliability. 

Prior to the final distribution of the questionnaires, it was deemed appropriate to conduct a pilot phase in order 

to verify whether it is effective, to identify any weaknesses and errors and to make the necessary corrections. 

The selection of the respondents was made in order to have similar characteristics to the final sample of the 

research while these respondents did not participate in the conduct of the research. The questionnaire was 

judged to be appropriately sized, legible and understandable by the respondents. 

Results 

Demographics 

From the sample of 122 teachers, 87 (71,3%) were female and 35 (28,7%) were male. As for the age, 39 (32%) 

were up to 30 years old, 36 (29,5%) were 31-40, 29 (23,8%) were 41-50 and 18 (14,8%) were over 50 years old. 

Moreover, 54 (44,3%) were kindergarten teachers and 68 (55,7%) were primary school teachers. Regarding the 

ages of service, 44 (36,1%) had up to 5 years, 32 (26,2%) had up to 10 years, 23 (18,9%) had up to 15 years and 

similarly 23 (18,9%) had more than 15 years. 

Subscales 

Regarding the subscale Knowledge, the knowledge of the teachers shows an average of 2.81 (S.D. =. 953) and 

can be characterized as slightly below average, while the teachers to a greater extent stated that they know about 

the effectiveness of neuromarketing tools in educational units (M. = 3.12, S.D. = 1.196). 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

1. I know what neuromarketing is 122 1 5 2,99 1,072 

2. I have participated in research on 

neuromarketing in the past. 
122 1 5 2,32 1,062 

3. I know the use of neuromarketing 

tools in educational units 
122 1 5 2,80 1,088 

4. I know about the effectiveness of 

neuromarketing tools in educational 

units 

122 1 5 3,12 1,196 

SUBSCALE KNOWLEDGE 122 1,00 5,00 2,8094 ,95349 

Valid N (listwise) 122 
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As for the subscale Attitudes, the total attitudes of teachers shows an average of 3.88 (S.D. = .771) and can be 

characterized as above average while teachers to a greater extent stated that they will use the results of research 

on neuromarketing in their teaching (M. = 4.02, S.D. = .828) 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

13. I want to adopt the use of 

neuromarketing tools in my teaching. 
122 2 5 3,77 ,870 

14. I will use the results of 

neuromarketing research in my 

teaching. 

122 1 5 4,02 ,828 

15. I will share with my other 

colleagues the benefits of 

neuromarketing in educational units. 

122 2 5 3,84 ,882 

SUBSCALE ATTITUDES 122 1,67 5,00 3,8798 ,77147 

Valid N (listwise) 122 
    

 

Regarding the subscale Intentions, the total intentions of teachers show an average of 3.99 (S. D. = .754) and 

can be characterized as above average while teachers to a greater extent stated that they have the desire to train 

in the basic concepts of neuromarketing in educational units (M. = 4.05, S.D. = .748). 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

16. I will participate with particular 

interest in the future in the use of 

neuromarketing applications for 

educational units. 

122 2 5 3,96 ,765 

17. I would like neuromarketing to 

spread to schools. 
122 2 5 3,98 ,862 

18. I have the desire to train in the 

basic concepts of neuromarketing in 

educational units. 

122 2 5 4,05 ,748 

19. I have the desire to train in 

neuromarketing tools for educational 

units. 

122 2 5 3,98 ,895 

SUBSCALE INTENTIONS 122 2,00 5,00 3,9918 ,75442 

Valid N (listwise) 122 
    

 

The subscale "Opinions" of teachers shows an average of 3.12 (S.D. = .529) and can be characterized as 

mediocre while teachers to a greater extent stated that their participation in neuromarketing applications is 

extremely interesting (M. = 4.03, S.D. =.781). 

In addition, the subscale "expectations" of teachers shows an average of 3.88 (S.D. = .757) and can be 

characterized as above average while teachers to a greater extent stated that they expect to make important 

decisions for the development of education in Greece through the use of neuromarketing tools (M. = 3.92, S.D. 

= .849) but also how they expect the upgrade of the quality of education through the application of 

neuromarketing (M. = 3.91, S.D. = .793). 
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Demographics correlations  

The one way anova test showed that women have more knowledge about neuromarketing (M. = 3.01, S.D. = 

.878) than men (M. = 2.31, S.D. = .965). In addition, men show increased views on neuromarketing (M. = 3.33, 

S.D. =  .489) compared to women (M. = 3.03, S.D.  = .524) while women It was found that they show more 

attitudes regarding neuromarketing (M. = 4.04, S.D. =. 620) compared to men (M. = 3.48, S.D. =. 954). 

Furthermore, women seem to have more intentions to use neuromarketing (M. = 4.18, S.D. =. 586) compared to 

men (M. = 3.54, S.D. =. 926) while again women were found to have more expectations from the use of 

neuromarketing in education (M. = 3.04, S.D =. 570) compared to men (M. = 3.49, S.D. = .994). 

younger teachers have more knowledge about neuromarketing (M. = 3.24, S.D. =. 883) followed by teachers 31-

40 years old (M. = 3.03, S.D. = .831), 41-50 years old (M. = 2.54, S.D. =. 765) and over 50 years old (M. = 

1.88, S.D. =. 879). In addition, older people have a wider range of views on neuromarketing (M. = 3.51, S.D. =. 

308) followed by teachers aged 41-50 (M. = 3.47, S.D. =. 456), those 31-40 years old (M. = 2.94, S.D. =. 495) 

and those younger than 30 years (M. = 2.83, S.D. =. 437) while teachers 31-40 have more intentions for the use 

of neuromarketing (M. = 4.23, S.D. =. 549) followed by those under 30 (M. = 4.17, S.D. =. 497), those 41-50 

years old (M. = 3.76, S.D. =. 730) and those over 50 years old (M. = 3.50, S.D. = 1.207). Finally, teachers aged 

31-40 (M. = 4.11, S.D. =. 465) have more expectations from the use of neuromarketing, followed by those under 

30 (M. = 4.05, S.D. =. 527), those 41-50 years old (M. = 3.70, S.D. =. 778) and those over 50 years old (M. = 

3.35, S.D. = 1.218). 

Kindergarten teachers have more knowledge about neuromarketing (M. = 3.21 S.D. =. 714) compared to 

teachers (M. = 2.49, S.D. =. 100) while teachers show a wider range views on this (M. = 3.35, S.D. =. 502) 

compared to kindergarten teachers (M. = 2.82, S.D. =. 400). In addition, kindergarten teachers have an increased 

number of intentions to use neuromarketing (M. = 4.16, S.D. =. 597) against teachers (M. = 3.86, S.D. =. 839) 

while again have more expectations from the use of neuromarketing (M. = 4.07, S.D. =. 555) compared to 

teachers (M. = 3.74, S.D. =. 861). 

Teachers with less than 5 years of experience have more knowledge about neuromarketing (M. = 3.24, S.D. =. 

851) while teachers with more than 15 years of experience have a wider range of views (M. = 3.49, S.D. =. 326) 

and the one with previous service up to 15 years (Μ. = 3.48, S.D. =. 482). In addition, more intentions for the 

use of neuromarketing were stated by teachers with up to 10 years of service (M. = 4.22, S.D. =. 564) and then 

those who have up to 5 years (M. = 4.18, S.D. =. 486) while teachers who serve in education have an increased 

number of expectations for up to 10 years (M. = 4.11, S.D. =. 491) and then up to 5 years (M. = 4.05, S.D. =. 

498). 

 

Correlation between subscales 

The Pearson r correlation showed that there is a correlation between knowledge and opinions (r = -.429, p < 

0.01) which means that the higher the level of knowledge of teachers about neuromarketing, the less negative 

the views about it. In addition, there is a correlation between knowledge and attitudes (r = .435, p < 0.01), 

knowledge and intentions (r = .428, p < 0.01), knowledge and expectations (r = .412, p < 0.01) which means that 

the higher the level of knowledge, the more positive the attitudes, the more the intentions and the expectations. 

Moreover, there is a correlation between attitudes and intentions (r = .854, p < 0.01) and attitudes and 

expectations (r = .797, p < 0.01) which means that the higher the level of attitudes, the more the intentions and 

the expectations. In addition, there is a correlation between expectations and intentions (r = .844, p < 0.01) 

which means that the higher the level of expectations the more the intentions. 

Discussion 

The application of neuromarketing in the field of education is an innovation. As can be seen from the findings of 

the present research, teachers seem to be looking for new techniques and methods in order to improve the 

quality of teaching and learning and therefore have a positive attitude towards neuromarketing. Younger 

educators in particular seem to be more willing to adopt neuromarketing techniques and methods. Although 

research on neuromarketing in education is still extremely limited, However, there are studies that emphasize 

the benefits of neuromarketing in education and in particular the increase of student participation levels in the 
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educational process (Ababkova & Leontieva, 2018). In the future it is necessary to do more research on 

neuromarketing and in particular to explore the views of educators and other levels of education. 
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Abstract: 

This paper presents a quantitative study that examines the Intentions of young consumers to buy online 

ecological cosmetics. The consumers are aged from 18 to 35 years old people residing at the central Macedonia 

district in Greece. The Theory of Planned Behaviour was employed to examine consumers’ intentions to buy 

online ecological cosmetics. An effort to expand the TPB model was made by the addition of Past Behaviour. 

As consumers in Greece were obliged to stay at home for a long period of time the examination was restricted to 

online purchasing. The results of this study verified the ability of TPB to examine Purchase Intentions. Further, 

Past Behaviour was found able to add to our understanding of young consumers’ intentions to purchase online 

ecological cosmetics.  

 

Keywords: Theory of Planned Behaviour, Ecological Cosmetics, Online buying 

 

INTRODUCTION  

For more than three decades, environmental awareness of consumers has been reflected in sustainable 

consumption behaviors (Han et al., 2009). Consumers seek to buy environmentally friendly products (Kilbourne 

et al., 2009; Laroche et al., 2001) for the benefit of future generations, while satisfying their personal needs 

remains high in their purchasing behavior. Their primary concern (Verbeke et al., 2007) is the sustainability and 

balancing of the ecosystem, as well as the creation of profits - benefits from the purchases they make (Vermeir 

and Verbeke, 2008). 

Over the past years, the literature on environmental products has focused mainly on food (e.g. Chen, 2007; 

Yadav, 2016). There has been scan research on the understanding consumers purchasing behaviour with regards 

to green consumption of personal care products (Cervellon and Carey, 2014; Kim and Chung, 2011). 

Nowadays, the market for green and organic cosmetics is expanding globally. Furthermore, although there are 

many studies regarding consumers’ attitudes and purchase behaviors regarding organic products only few of 

them focus on the ecological cosmetics and endeavor to gain an insight into the factors affecting consumers’ 

purchase intentions (Paul et al., 2016). In addition, literature concludes that less attention has been paid on 

online shopping behavior in the context of green cosmetics, although online shopping is growing rapidly and 

especially with the cause of covid-19. Therefore, there is a need to study online shopping behavior in the green 

cosmetics sector. The literature of the present study consists of the review of some theoretical models and 

approaches of consumer behavior for ecological cosmetics and the relationship with ecological awareness, 

perceived behavioral control and other factors arising from the literature. 

This study examined the ability of the TPB determinants (attitude, subjective norms, perceived behavioral 

control and past behavior) along with consumer previous online buying to explain consumers’ intentions to 

purchase ecological cosmetics.  

This paper is structured as follows. First, a brief background is presented along with the scope of this paper. 

Moreover, hypotheses are developed and the methodology of the research is elaborated. Finally, the findings are 

presented and discussed, and future research avenues are proposed, followed by managerial implications. 

 

THEORETICAL BACKGROUND AND HYPOTHESIS DEVELOPMENT 

Ecological Cosmetics  

Following ICAP (2017) sector analysis, in this study cosmetics are considered to be skin care products (face and 

body cosmetics, soaps, sunscreens, bath products, shaving products, deodorants and depilatories), hair care 

products (shampoos, creams and hair dyes, styling products), make up products (for face, eyes, lips and nails) 

and fragrances.  

Natural cosmetics are products that contain at least 95 percent of raw natural materials and cannot contain any 

animal-derived ingredients. Organic cosmetics also refer to beauty products made with organic and natural 

ingredients, which have been certified by the authorized certification programs (Statista, 2020). 

mailto:adelis@ihu.gr
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As consumers become cautious of potential toxicity in cosmetics, market segments offering products 

manufactured using natural and organic ingredients and essential oils are likely to report strong growth. 

Additionally, consumers are becoming more aware of the impacts of their beauty decisions on the environment 

and are trying to purchase more sustainable products. This reveals an inevitable shift of the beauty market not 

only to natural and organic but also to "clean" and "green" beauty (Statista, 2020). 

Although the concept of ecological cosmetics has become main stream among companies and consumers, 

especially on social media, there is not a uniform and formal definition yet. Nonetheless, ecological cosmetics, 

in addition to their essential functions, aim to protect the environment, minimize pollution, use renewable 

resources responsibly, and protect animal welfare and species. They can basically be used without harming the 

environment. 

 

Theory Planned Behavior (TPB)  

The Theory of Planned Behavior (Ajzen, 1991) focus on the examination of behavioral intentions as a 

prerequisite of actual behavior and these intentions are determined by consumer attitudes, subjective norms and 

perceived behavioral control. As a conceptual framework, TPB theory has been applied to organic food 

selection (Paul and Rana, 2012) and to several studies investigating recycling behaviors (Davis, et. al, 2006) and 

green market intentions (Chen and Tung, 2014; Zhou et al., 2013; Chen and Peng, 2012; Mostafa, 2007).  

Hee et al. (2011), who based on the TPB model, conducted a survey in the United States of 202 consumers on 

consumers' intentions to buy organic personal care products. Previous experiences as a predictor of buying 

intention and perceived behavioral control as a coordinator of the intention-buying relationship were considered 

to yield an improvement in the TPB model. 

A study by Bachleda et al, (2012) conducted online to a randomly selected list of 269 employees of three 

Moroccan government institutions and three Moroccan universities, on sun care products, suggested that the 

TPB is able to explain and predict the sun care purchases among consumers in Morocco. 

The findings of Ghazali et al (2017), from 317 consumers in Malaysia, revealed that most of the relationships 

that link core consumer values with the attitude have been supported against the repurchase of cosmetics with 

organic elements. In contrast, social value was not important in predicting attitude. Similarly, the effect of the 

subjective rule on the repurchase of intentions was not argued. In terms of ranking in relation to predicting 

repurchase intention, attitude was the most important predictor followed by perceived behavioral control, 

product knowledge, hedonistic value, environmental value and safety value. 

Analyzing the factors that influence green consumer behavior in the cosmetics industry in Indonesia, Wilson et 

al. (2017), in a survey of 260 consumers concluded that attitudes and perceived behavioral control had a positive 

impact on behavioral intention, while perceived behavioral control had a positive impact on green consumer 

behavior. 

Schill et al. (2019), in a sample of 658 consumers, found that both environmental and technological beliefs have 

a broader impact on intentions. 

From the above bibliographic sources it appears that the consumer purchase intentions for ecological cosmetics 

are influenced by factors such as consumer attitudes towards the purchase of ecological cosmetics, the 

subjective norms that exerts social pressure on the consumer to buy or not buy, the perceived control of the 

behavior, as well as the previous purchases of ecological cosmetics. Therefore the following hypotheses were 

set: 

 

RESEARCH HYPOTHESIS  

 

H1: Subjective Norms (SN) affects Purchase Intention to buy online ecological cosmetics 

H2: Attitude (AT) affects Purchase Intention to buy online ecological cosmetics 

H3: Perceived Behavioral Control (PBC) affects Purchase Intention to buy online ecological cosmetics 

H4: Consumer’s Past Behavior (PB) affects Purchase Intention to buy online ecological cosmetics 

The conceptual model of the above hypotheses can be seen in figure 1.  

 

 
Figure 1.Conceptual model 
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Methodology 

The present research concerns the primary data collection process on the investigation of the attitudes and 

behaviors of consumers aged 18 to 35 years, for the online purchase of ecological cosmetics in the Region of 

Central Macedonia, in Greece. One thousand seven hundred ninety-eight (n=1,798) consumers participated in 

the study through an online survey with the help of a structured questionnaire. The research was conducted in 

December 2020–January 2021. The questionnaire had the demographics section and a section with the measures 

of Subjective Norms (SN), 4 items, Attitude (AT), 6 items, Perceived Behavioral Control (PBC), 7 items, Past 

Behavior (PB), 1 item, and Purchase Intention (PI), 3 items. The sampling method was the quota sampling. The 

interviewees were divided into small groups. Each group undertook a prefecture in the Central Macedonia 

Region (Greece). The sample size of each prefecture was proportional to the population of the prefecture (data 

from Hellenic Statistical Authority). Then, using internet (due to Covid-19 Governmental restrictions) a 

conveniently chosen but analogous to the population sample was approached. The variables although well 

known in the literature were also tested to avoid con-linearity and cohesion. Factor analysis was used. The KMO 

was found to be 0,921 which is of an adequate level. The Bartlett's Test of Sphericity p-value is less than 0,001. 

The above mentioned items had sufficient loadings (greater than 0.6) to their theoretical respective latent 

variables (SN, AT, PBC, PI) and the variance of the construct variables described almost 66% of the total 

variance.  
 

Table 1. KMO and Bartlett's Test(a) 

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. ,921 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 21063,475 

df 190 

Sig. ,000 

a  Based on correlations 
 

Table 2. Total Variance Explained 

  Component Initial Eigenvalues(a) Rotation Sums of Squared Loadings 

    Total % of Variance Cumulative % Total % of Variance Cumulative % 

Rescaled 1 21,615 41,499 41,499 4,294 21,469 21,469 

  2 5,382 10,333 51,832 3,762 18,809 40,278 

  3 4,204 8,072 59,904 2,738 13,689 53,967 

  4 3,422 6,571 66,475 2,393 11,963 65,929 

Extraction Method: Principal Component Analysis. 
a  When analyzing a covariance matrix, the initial eigenvalues are the same across the raw and rescaled 

solution. 
 

Table 3. Latent Measures Parameters after factor 

  Cronbach’s Theoretical 
Range 

Theoretical 
Median 

Mean Std. Deviation 
  alpha 

AT 0.862 6-42 24 32.40 6.20 

SN 0.827 4-28 16 17.28 5.54 

PBC 0.890 7-49 28 33.88 9.33 

PI 0.929 3-21 12 13.20 4.84 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a  Rotation converged in 6 iterations. 

 

The AT, SN, PBC, and PI have no collinearities and are distinguished to each other. Cronbach’s alpha found 

more than 0,82 for all cases. Hence, all metrics has been tested.  

 

Multivariate Regression Analysis 

Multivariate regression analysis was used to identify the effect of the independent variables (AT, SN, PBC, PB) 

over the dependent one (PI). The method of approach was the stepwise multivariate regression so the model was 

built successively by inserting the variables one by the other. However, firstly the adequacy of the error terms 

and the evaluation of the model is performed. From the table below it can be seen that the four independent 
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variables explain almost 50% of the total variance of the PI. It is also found that the F value is statistically 

significant. The Adjusted R2 is marginally adequate (Adjusted R2>0,5). Additionally, the t-values are greater 

than |1,96| and hence their p-values <0,05. Finally, the linearity-multicollinearity coefficients (Tolerance and 

Variance Inflation Factor) are also sufficient (Tolearance>0,6 and VIF<5). The linearity problem is limited here 

as the correlations between every two independent variables are less than 0,6 which is also a sign of 

independency between them. As this work is part of a greater effort we anticipate that the final model will be 

more robust and have improved indexes (R2 and Adjusted R2). 

 

Table 4. Model adequacy 

Model R R2 Adjusted R2 

Std. Error of 

the Estimate 

Change Statistics 

R Square Change F Change df1 df2 Sig. F Change 

a ,552a ,304 ,304 4,03808 ,304 786,275 1 1796 ,000 

b ,624b ,389 ,389 3,78442 ,085 249,825 1 1795 ,000 

c ,660c ,436 ,435 3,63861 ,046 147,752 1 1794 ,000 

d ,714d ,0,509 ,508 3,43955 ,060 214,649 1 1793 ,000 

a. Predictors: (Constant), PBC, b. Predictors: (Constant), PBC, SN, c. Predictors: (Constant), PBC, SN, AT, d. Predictors: 

(Constant), PBC. SN, AT, PB 

 

Table 5. Regression extraction 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Correlations 

Collinearity 

Statistics 

B Std. Error Beta Zero-order Partial Part Tolerance VIF 

d (Constant) -2,022 ,455  -4,444 ,000      

PBC ,150 ,010 ,289 14,392 ,000 ,552 ,322 ,241 ,698 1,433 

SN ,200 ,018 ,229 11,393 ,000 ,524 ,260 ,191 ,697 1,434 

AT ,134 ,015 ,171 8,677 ,000 ,488 ,201 ,145 ,720 1,389 

PB ,992 ,068 ,271 14,651 ,000 ,492 ,327 ,246 ,820 1,220 

a. Dependent Variable: Purchase Intentions 

 
The final multivariate model that describes the effect of the AT, SN, PBC, and PB over PI is:  

 

Purchase Intentions = -2.022 + 0.171 Attitudes + 0.229 Subjective Norms + 0.289 Perceived Behavioral Control 

+ 0.271 Past Behaviour  

 

This multivariate equation shows that the Perceived Behavioral Control affects Purchase Intention mostly 

compared to the others. However, the weight of SN, PBC, PB are comparable to each other and it is AT that has 

a weaker effect on PI. From table 5 we have used the standardized coefficients as the items that determine the 

independent variables are not equal. Figure 2 presents the simple proposed model with the weights of the 

relations between SN, AT, PBC and PB over PI. All relationships are positive which gives a proportional effect 

on PI.  
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Figure 2. Final model 

 

Discussion and Conclusions 

The paper proposes a well-known conceptual model that determines some causes over PI when young people 

buy online ecological products. Paul and Rana, (2012) proposed TPB for organic food selection and this study 

gave the initial boost to our conceptual model. Moreover, green market intentions (Chen and Tung, 2014; Zhou 

et. al, 2013) are affected by consumers’ attitudes, subjective norms and perceived behavioural control. The latter 

has also been verified regarding ecological cosmetics herein. The online buying method was imposed by the 

covid-19 conditions and this makes this study to differentiate from others.  

The results of this study indicate that young consumers in Greece who feel they have the control over online 

buying ecological cosmetics, who have purchased in the past, who feel social pressure to do so and they have 

positive evaluations of this type of behavior are expected to be more willing to buy online ecological cosmetics.   

The expanded (by the addition of past behavior) TPB model was able to explain half of the variance in young 

consumers’ intention to buy in online ecological cosmetics. This model might be a solid basis to expand further 

the conceptual model by the incorporation of the Technology Acceptance Model (Davis et al. 2006) as the 

behavior under examination incorporates technological aspects. Further, other factors either regarding the online 

buying, such as the impact of social media, or the ecological attributes of the cosmetic products such as general 

environmental concern or the health aspect of the cosmetics use might be examined in future research.  

The simplicity of the model is a limitation of this study. However, the large sample and the first results 

presented in this paper are promising.  

Based on an expanded model that will include technology acceptance variables, social media engagement and 

intrinsic variables of the consumers the stakeholders of the online ecological cosmetics could design a more 

sophisticated and effective policy for this market nest.  
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Abstract 

Although the world community and international organizations advocate for gender equality in terms of equal 

rights and opportunities in all areas of society, in the fields of economics, politics, management and decision-

making, the international literature has found many inequalities. This paper aims to investigate how gender 

diversity in top management of Greek Public Sector is a differentiating factor for the implementation of Quality 

Management initiatives. Quality Management is an essential for the organizations, profit and nonprofit, focusing 

on their effectiveness and sustainability. Building on Deming's philosophy of quality management, a 

questionnaire on Deming’s Management Method was used to examine, among other things, how gender 

diversity is related with the implementation of quality management in Greek public sector. The results indicated 

that gender diversity is an important factor that is positively associated with quality management initiatives. The 

relationship between gender diversity of Greek public sector executives and the application of Deming's 

Management method is reflected in the results of its key factors. The results highlighted a significant difference 

between the male and female administrative executives regarding the implementation of Deming's Management 

method key factors. More specifically, the results revealed that females were significantly differentiated from 

males regarding the implementation of “Deming on People”, “Deming on Leadership” and “Deming on 

Education & Training”. Specifically, the results of this study contributes to a better understanding of how 

gender diversity influences the way in which women in leadership positions in public sector organizations apply 

quality management features with all the consequences. This paper demonstrates the need for a comprehensive 

research program on gender diversity and Quality Management in Public Sector Globally. 

 

Keywords: Gender diversity, Public Sector, Deming Management Method 
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1. Introduction 

As we live in an increasingly interconnected global environment, the effect of diversity characteristics such as 

tenure, race, experience, and gender at leadership positions - although they are relatively homogeneous so far, 

when compared to the societies within they operate-, is inevitable. Gender diversity, in positions of 

responsibility and decision-making is a 'contemporary subject' that is increasingly attracting the interest of the 

scientific community, as evidenced by the ever-increasing number of relevant scientific articles on the specific 

subject. The fact that women occupy more and more leadership positions, where we have been used to seeing 

exclusively men so far, raises a growing interest in the potential differentiation in their effectiveness, ability and 

their ultimately appropriateness for these positions(Klettner, Clarke, & Boersma, 2016; Moreno-Gómez, 

Lafuente, & Vaillant, 2018). 

Research has shown two opposing schools of thought, regarding women in leadership roles. On the one hand 

equity theory constitutes a view, according to which the woman is considered to be identified with the male and 

historical male model, is one of the characteristics which until now is responsible for organizations 

effectiveness. This theory argues that women and men share a similar approach to management and aims to 

provide identical rules and opportunities for men and women (Gibson, 1995).  

On the other hand, a growing body of literature suggests that when women are at the forefront of leadership, 

their organizations' performance and profitability improve. Examples of start-ups and innovative women-led 

businesses prove this (Pisoni & Bielli, 2015).In addition, although men show more confidence regarding the 

leadership skills, women show greater ability. It is precisely these differences in the contribution of male and 

female in the field of management that lead to the theory of complementary contribution, and seek to recognize 

the value of these differences.A comprehensive study on 95 cases that analyzed the gender differences among 

leadership executives indicated that organizations with increased gender diversity presented more revenue, 

market share and profits(Moreno-Gómez, J.; Lafuente, E.; Vaillant, Y., 2018).For complimentary contribution 

theory, effectiveness is based on models that are unique to male and female, and expected characteristics and 

attitudes vary by gender. A substantial amount of literature tends to argue that complimentary contribution 

theory prevails over equity theory (Gibson, 1995). 

The purpose of this study was to investigate whether the gender of administrative executives in the Greek public 

sector is related with the implementation of quality management in their organizations. The hypothesis to be 

tested was the following: 

1. The level of quality management is independent of the gender of administrative executives of Greek public 

sector. 

Additionally, our study extends the literature on board gender diversity and adds on to the existing literature, 

focusing on the impact of gender diversity on senior management and its effectiveness and gives us valuable 

information with practical application. Analyzing gender diversity on organizations' senior management is 

increasingly drawing the attention of the scientific community and the policy-makers to better allocate and 

utilize human resources for the best performance of their organizations. 

2. Literature Review 

Quality management literature argues that management practices and consequent performance are primarily the 

responsibility of senior management that takes the relevant strategic decisions (Deming W. , Out of the Crises, 

1986; Adams, Hermalin, & Weisbach, 2010). Moreover, according to the upper echelon theory, each 

organization is a reflection of its senior management consisting of its administrative executives. In particular, 

managers' attitudes, towards the situations that they face, are inextricably linked to their perceptions and 

therefore their choices and decisions are largely influenced by their profound knowledge and the theory that 

they possess (Moreno-Gómez, Lafuente, & Vaillant, 2018; Deming W., 1994).The composition of the 

administrative team of an organization is likely to influence its performance. This is also one of the main 

reasons why organizations of the same category, operating in the same external environment, exhibit different 

levels of performance (Waldman, Javidan, & Varella, 2004).  

One of the factors that influence the effectiveness of organizations is diversity. Diversity in administrative 

executives is related to their heterogeneity in terms of age, gender, nationality, experience, knowledge, skills 

and preferences. Much of the literature focuses on the specific dimension of the diversity of top management 

team, the diversity of gender (Conyon, Mallin, & Dalton, 2003; Daily & Dalton, 2003). The issue of gender 

diversity raises two types of concerns: ethical and economic. Each concern raises two different issues: the issues 

of equal opportunities and equal representation. With regard to the ethical approach to equality of opportunities 

it is argued that all persons, with the requisite capability, should have the possibility of equal opportunities to 

participate in leadership positions and not be excluded due to their gender. The economic approach to equality 

of opportunities demonstrates that the systematic non-selection of the most capable personnel for the top 

management, on the basis of gender, adversely affects the financial performance of the organization (Brammer, 

Millington, & Pavelin, 2007).This exclusion from top management employees with valuable skills, on the basis 

of gender, leads to an unequal distribution of human resources in an organization, excluding key executives 

from key decision-making roles (Westphal & Milton, 2000). The requirement for greater equity of 
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representation, in top management, is directly related to financial benefits and overall efficiency for the 

organization (Biggins, 1999). 

This under-representation of certain groups and specifically here women, in decision-making positions, gives 

rise to ethical concerns that have historically stemmed from positions of school of thoughts (Linková, 2017). 

According to the literature, different approaches to the selection of women in leadership positions were 

recorded. One of them considers leadership to be a male biological discretion. The basic assumption of this 

approach is that leadership is biologically determined and inherent to men and is therefore effective only when it 

comes from male species (Appelbaum, Audet, & Miller, 2003). Another approach recognizes the role of gender 

in society, as a key factor in leadership. Stereotyped male behaviors and values are still considered important for 

leadership in a corporate environment, in relation to more supportive (female) behaviors and are preferred in 

leadership positions to a higher degree (Kolb, 1999).Finally, there are remnants of the "old boys' network" that 

show institutional impediments to stopping the growth of women in the organization and preventing them from 

top management. It is therefore obvious that gender diversity in leadership positions needs to be examined 

beyond the quality and competence of senior executives, by firstly evaluating and wiping out the external factors 

that procced to inaccurate predictions about women's capabilities (Harris, Grappendorf, Aicher, & Veraldo, 

2015). 

A significant amount of research leads to the conclusion that gender diversity in leadership positions is a 

positive asset for organizations. This is because gender diversity and their different perspectives help to better 

understand the heterogeneous environment of their organization (Keiser, Vicky, Kenneth, & Catherine, 2002). 

In addition, organizations exploiting in a constructive way the different abilities and cognitive patterns, offered 

by gender diversity, achieve more creative and innovative results (Ostergaard, Bram, & Kari, 2011). Also, 

diversity can provide more effective problem solving, as approaching those from different perspectives can 

provide more alternative and integrated solutions (Carter, Simkins, & Simpson, 2003). Finally, after reviewing 

decision-making theories, it can be seen that the numerical superiority of men in senior management can lead to 

more risky decisions than those with more balanced gender equality. On this basis, we predict that quality 

management is likely to be better in organizations with balanced top management. 

The current research is focused on the quality management in public organizations and whether can it be applied 

better by gender. Quality Management is regarded as a holistic management philosophy that seeks to continually 

improve products and processes and overall organizational performance, as well as fulfill customer expectations, 

through participation of everyone in the organization. Researchers have observed increased efficacy, 

performance improvement, quality and excellence characteristics for organizations applying the principles of 

Quality Management (Chen C., Anchecta, Lee, & Dahlgaard, 2016). In addition, Quality Management improves 

human resource’s satisfaction, performance, effectiveness and loyalty (Arunachalam & Palanichamy, 2017; 

Tang, Chen, & Wu, 2010), encourages their participation in decision making, and reduces absenteeism from 

their work (Sila, 2018; Putri, Yusof, Hasan, & Darma, 2017). These adjustments to the overall functioning of 

organizations that implement Quality Management, in turn, lead to increased financial performance. Improving 

quality can have a positive impact on market share and return on investment while maximizing their profits 

(Liu, Pei, Liu, Cheng, Zhou, & Pardalos, 2017; Sampaio, 2017). 

Many researchers have concluded that quality management have led Small Medium Enterprises to make great 

progress in innovating their products and processes and maintaining a consistent level of quality, operating 

standards, products and services, as well as their performance and success in entering and staying in the markets 

(Abbott, Barraket, Castellas, Hiruy., Suchowerska, & Ward-Christie, 2019; Akanbi, Oyedolapo, & Steven, 

2019; Kumar, Khurshid, & Waddell, 2014; Lin & Chai, 2012). Following the successful impact of the 

implementation of quality management in the industrial sector, the health sector has also adopted quality 

management practices. The health sector worldwide has been implementing quality management initiatives 

since 1999 to ensure the quality of services provided and minimize costs by reducing fluctuations in results and 

identifying opportunities to improve clinical outcomes and cost-effectiveness. Furthermore public sector has 

been facing the challenge of stagnant or deficient economies for decades, with ever-shrinking resources and 

ever-increasing demands from citizens, society and the private sector. Since 1980, efforts have been made to 

reform the public sector to make services and products less costly and more efficient, responding to the ever-

changing needs of citizens. While this was not an easy task, the quality philosophy has been adopted by many 

governments worldwide and the implementation of quality practices such as TQM, Lean and Six sigma has led 

to positive results in process improvement, participatory management, effective collaboration with suppliers, 

and citizen satisfaction (Gomes, Small, & Yasin, 2019; Rodgers & Antony, 2019). 

Important quality management models, such as EFQM and Malcolm Baldrige, have leadership as their main 

pillar (Escrig-Tena, Garcia-Juan, & Segarra-Ciprés, 2019; Farris, 2017). In addition, leadership as the key factor 

of Deming's philosophy of quality and its management method is responsible for the effectiveness of the method 

(Deming W. E., 1986). The role of a leader in Deming's philosophy for quality management, Baldrige Quality 

Model and EFQM is one of prime importance. The leader is responsible for the overall day to day running of an 

organization, the accountability ranges from strategic planning and implementation, human resources, handling 
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of financial issues, interaction with stakeholders and the ultimate interaction of the whole system. Leaders 

provide strategic direction, tools and resources to all employees and are key motivators towards high 

performance. They are responsible to clearly spread to all employees their vision and values and give detailed 

image of the goals and objectives of the organization in order to achieve its mission (Qazi Naeem Alam, Aziz, 

Siddiqua, Anis, & Qazi, 2019; Calvo-Mora, Domínguez-CC, & Criado, 2018; Cook-Huffman & Snyder, 2017). 

Since effective leadership and decision-making in top management are key factors of quality management, this 

study investigated whether the gender of the administrative executives of Greek public sector influences the 

implementation of quality management in their organizations. 

In a brief review of private sector research on diversity, (Jackson, Joshi, & Erhardt, 2003)gender is considered to 

be the most studied aspect of diversity, in comparison with age and functional background. Although a 

significant number of research has investigated the synthesis of the top management teams in the private sector 

and its relationship to organizational performance, there is a small number of surveys examining the 

composition, the characteristics and the functioning of the team of administrative executives in the public sector 

(Miller & del Carmen Triana, 2009; Finkelstein & Hambrick, 1990). For this reason we believe that with this 

study, we make an important contribution to the very small number of studies that examine gender diversity and 

quality management in public sector. 

Research Methods 

Participants 

The questionnaire was completed by 334, throughout of a population of 2721 Head of Departments and 

Directorates of the Greek Ministries and the Regional Administration, voluntarily. The population was selected 

from the organization charts of the Greek Ministries and Regional Administrations, through the web page 

www.ypes.gr, the season 2017-2018. In accordance with previous research methods (Huck, 2004), a sample size 

of 334 is adequate for our findings to be generalizable and representative of all Head of Departments and 

Directorates of Greek Public Administration. According to the findings of this study one hundred forty five of 

the participants were men (43.4%) and one hundred eighty nine were females (56.6%). All had full-time 

working experience. 

Questionnaire 

The questionnaire that was used was developed by Kriemadis and Sioutou (2017) and based on the philosophy 

of W. Edwards Deming regarding Quality Management. The five-point Likert scale questionnaire consisted 

of:a) 55 closed questions related to Deming’s 14 Points for Quality Management and provided specific 

information concerning the management practices on Greek Public Administration according to Deming’s 

Management Method, b)4 questions related to the perception of the administrative executives related to the 

performance of Greek Public Administration organizations and c)9 closed questions related to the demographic 

characteristics of the respondents. 

The questionnaire yielded the following 5 key factors: 

• Deming on People 

• Deming on Leadership 

• Deming on Training and Education 

• Deming on Suppliers 

• Deming on Systems 

The coefficient alpha (α) of the scale was found to be greater than 0.70.The content validity of the questionnaire 

was determined by a panel of six experts, including academics and professionals in the fields of strategic 

management, organizational excellence, quality management, public administration and research. The construct 

validity of the questionnaire was proved by applying a varimax rotated principal components exploratory factor 

analysis. 

Results 

From the analysis it is shown that key factors of Deming on People, Deming on Leadership and Deming on 

Education and Training were implemented primary from females. 

More specifically as it is presented at the following table it was found that:  

• Significantly higher score in “Deming on People” had female, U=11303, p<.01. 

• Significantly higher score in “Deming on Leadership” had female U=13244, p<.01. 

• Significantly higher score in “Deming on Education& Training” had women, U=11209.5, p<.01. 

• It was not found significant difference in “Deming on Suppliers” among participants with different 

gender, U= 13078.5, p>.05. 

• Finally it was not found significant difference in “Deming on Systems”, U= 12788.5, p>.05. 
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Table 1. Deming’s Management Method Factors and Gender Information 

Deming on People 

Gender Mean (SD) Median (IQR) Mann - Whitney U 

Men 3.46 (0.74) 3.56 (3.11 ─ 4) 

11303** 
Women 3.70 (0.58) 3.78 (3.33 ─ 4.06) 

Deming on Leadership 

Men 3.25 (0.76) 3.41 (2.82 ─ 3.65) 

13244** 

Women 3.41 (0.67) 3.41 (3.06 ─ 3.82) 

Deming on Education & Training 

Men 2.89 (0.78) 3 (2.38 ─ 3.5) 
11209.5** 

Women 3.17 (0.79) 3.13 (2.75 ─ 3.63) 

Deming on Suppliers 

Men 2.63 (0.83) 2.57 (2 ─ 3.29) 
13078.5 

Women 2.71 (0.92) 2.71 (2 ─ 3.29) 

Deming on Systems 

Men 2.86 (0.65) 2.8 (2.6 ─ 3.2) 
12788.5 

Women 2.96 (0.64) 3 (2.4 ─ 3.4) 

*p<.05; **p<.01; ***p<.001 

Discussion 

Based on the findings of this study, gender diversity of administrative executives in the Greek public sector is 

related with the implementation of quality management in their organizations. Female have been proven to have 

applied Quality Management to a greater extent, since their mean scores are higher than those of their male 

counterparts, on three out of five key factors of Deming Management Method, which were Deming on People, 

Deming on Leadership and Deming on Education and Training. This is in accordance to the literature which 

indicates that females in decision-making positions are proved more democratic, effective in problem solving 

and decision making, with increased administrative ability. Females in top management tend to focus more on 

human resources, are more supportive, consultative, and more efficient in interpersonal relationships. They help 

to improve inter-departmental relationships, develop an open working climate and encourage employees’ 

participation and initiatives (Ruiz-Jiménez & del Mar Fuentes-Fuentes, 2016). Furthermore, studies have shown 

that females have better educational level than males (OECD, 2017) and that organization with qualified 

females in their management positions, at an equal proportion with men, are more efficient. Finally, as females 

place greater emphasis on education, as managers they invest more in training of their employees and encourage 

and support the continuing education of their human resource (Nielsen & Madsen, 2019; Hunt, Prince, Dixon-

Fyle, & Yee, 2018). 

Concerning the key factor “Deming on People”, the female administrative executives seem to inform human 

resources that the ultimate goal of their organization is to improve the quality of services provided. Additionally 

they ensured for the human resources a quality work environment and the necessary guidance, resources, tools 

and ethical support. Furthermore, they reserve for organization’s employees an environment of free expression 

and honest communication, without criticism and barriers that prevent human resources from performing their 

job effectively. Finally female managers empowered, and encouraged employees to participate in decision-

making process and facilitated interaction between departments reducing competitive relationships, more their 

male colleagues (Deming, 1986). 

Regarding the key factor “Deming on leadership” the female administrative executives seems to develop and 

implement a Quality Vision and Strategy in their organization and inform all human resources that the ultimate 

goal is to improve the quality of services provided by constantly improving the processes and systems. The 
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female administrative executives searched for the causes that caused the errors found and took actions to 

eliminate these causes and integrated quality control techniques into each stage of the design of the service 

provided and delivered, taking into consideration customer requirements in the process of developing or creating 

a service. Last but not least the female administrative executives invested resources in research and education 

and established quality culture throughout the organization, preparing for future challenges, more than their 

male counterparts (Deming, 1986). 

Furthermore, according to the key factor “Deming on Education and Training”, female managers appeared to 

provide training to all levels of human resources in order to continually improve their work, to effective use of 

statistical methods for decision making, to help human resources adapt to change and continually improve the 

administration system and in Quality Management. Also, they provided training to leadership to be aware of the 

policies, the strategies and the way the organization works, to establish quality improvement teams to 

continually improve the organization's processes and to use interdepartmental teams to build interaction and 

reduce competitive relationships between departments, more than their male counterparts (Deming, 1986). 

Regarding the key factor, “Deming on Suppliers”, although no significant difference among participants was 

found, females seemed to procced in choosing suppliers, relying primarily on quality of the services more than 

males. Female managers developed long-term partnerships with suppliers and used quality statistics to ensure 

that suppliers meet quality standards and claimed from suppliers to devote time to improve the quality of their 

own products and services, more than their male counterparts (Deming, 1986). 

Finally, the factor "Deming on systems", although no significant difference among participants was found, 

female managers seems more convinced that they are responsible for: a) removing pathogens caused by the 

system, b) dealing with errors of services with the belief that they are responsible to find an effective way of 

managing them, c) focusing on quality and not just on achieving numerical goals and d) evaluating the 

organization’s operating procedures by focusing more on them (and not the people who implement them), more 

than their male counterparts (Deming, 1986). 

A possible explanation for the observed results could be the female stereotype according to which females are 

characterized as "communal" (Eagly & Karau), compassionate, kind, empathetic, helpful and generous and 

appear to be primarily concerned with other people's welfare. Men are stereotyped as more practical, with more 

dominant, offensive, ambitious, independent and confident characteristics. These characteristic have 

traditionally been lined up with leadership roles. However, in recent decades, a new kind of leadership (i.e. 

charismatic and transformational leadership, Bass, 1985, 1998) appeared which has its roots in quality 

management. It has been under constant debate that female, due to their stereotype, have a competitive 

advantage over men as leaders (Duehr & Bono, 2006). 
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Abstract 
 

Neuromarketing is growing rapidly in the market, influencing advertising, product design and 

development, and pricing, as well as enhancing communication between consumers and businesses 

more widely. In this research review, we examine the use of neuromarketing as an innovative method 

for achieving objective outcomes that indicate internal consumer behavior information. We'll cover 

cutting-edge neuromarketing techniques that enable businesses to examine the effects on consumer 

behavior, advertising, pricing, product distribution, and decision making. Neuromarketing utilizes 

neuroimaging technologies (fMRI, EEG, MEG, etc.) to control the activated areas of the brain and 

generates data that may appear to be inaccurate at first glance, raising doubts about their utility in 

marketing. However, upon closer examination, these data based on targeted studies demonstrate that 

they can unlock the consumer's hidden information and indirect correlations in order to evolve the 

consumer. Researchers are paying particular attention to emotions and unconscious processes using 

these cutting-edge imaging tools to map the brain areas engaged when exposed to marketing stimuli. 

At this point, we'll discuss the different ethical concerns that have arisen, including the invasion of 

consumer privacy and autonomy, among others. Finally, and based on the foregoing, we will conclude 

that we must proceed cautiously with the development of marketing via neuromarketing applications, 

bearing in mind not only profit and market development, but also the ethically correct application of 

tools to safeguard human ideals of liberty and individuality. 
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Abstract  

 

The present paper, recognizing the importance of job crafting, focuses on the study of the components of job 

crafting and particularly on the exploration of their relationship with work engagement in the hospitality 

industry. Based on the theoretical framework, research questions were formulated, which investigate the effect 

of job crafting components on work engagement. To examine the aforementioned relationship and later to 

answer the purpose of the research, a quantitative methodological approach was performed, where a structured 

questionnaire was designed with questions arising from the literature review. The questionnaire was distributed 

via e-mail to executives and employees of the hotel businesses in Greece. 108 completed questionnaires were 

collected and the resulting data were analyzed using the IBM SPSS Statistics 23 statistical package. The study 

establishes the existence of correlations between the elements of job crafting and work engagement. These 

findings suggest a field of action for human resource managers as well as future research directions.  

 

Keywords: job crafting, work engagement, hospitality, Greece 
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Abstract: 

Knowledge has been widely recognized as a continuous, dynamic and multidimensional process, involving the 

overlapping acquisition and transfer actions, with significant emphasis on the development of competitive 

advantage and development of organizations in general (Nonaka & Takeuchi, 1995; Haldin-Herrgard, 2000; 

Davenport & Prusak, 2000; Avdimiotis, 2016). With the advent of disruptive technologies in the digitalization 

era, the impact of information technology is commonly cited as a solution not only for knowledge sharing (Siciu 

et al., 2020), but for knowledge acquisition and knowledge diffusion as well. Blockchain is a decentralized and 

distributed database containing and storing sets of digital records and transactions, which are interconnected 

together in a list of blocks by using cryptography. The fundamental properties of blockchain technology are 

immutability, transparency, decentralization (Treiblmaier, 2020) enabling tamper-proof, transparent, and 

cryptographic transactions (Saberi et al., 2019), while its decentralized nature eliminating the need a central 

authority (Xu et al., 2019). Blockchain technology has the potential to have a significant influence on 

knowledge management, particularly knowledge sharing, knowledge transfer and knowledge spillover. 

Knowledge spillover refers to the process of involuntary transfer of knowledge and technology between two or 

more peers. Knowledge spillover is a consequence of knowledge in conjunction with technological development 

and refers to a type of economic externalization (Xu et al., 2019). Marshall (1890) stated that when enterprises 

are concentrated in a geographically limited location, there is a growth of positive external economies. 

Consequently, the knowledge spillover is temporally limited to the space and time where it exists, but it is 

acceptable the fact that knowledge has no boundaries and spillover is meant to be wherever technology is 

accessible and used by peers. Three conditions for knowledge spillover are listed (Marshall, 1890): the 

availability of inputs at the local level, the presence of specialized human capital, and indirect knowledge (e.g., 

knowledge spillover) (Marshall, 1890; Martínez-Climent et al., 2021). The above externalities, described in 

1890, developed in line with the evolution of the economy and society (Giuliani, 2007; Pietrucha & Żlazelazny, 

2019; Martínez-Climent et al., 2021). 

This paper outlines the validation of the Knowledge Spillover Through Blockchain Questionnaire (KSTBQ). 

The KSTBQ was a synthesis of an adequate number of 5-point Likert scaled questions (number of items: 36). 

The contact methodology was based on email, where the respondents completed the questionnaire via Google 

Forms. A total of 122 subjects, 39 (32%) women and 83 (68%) men, participated in this study. Subjects’ ages 

ranged between 18 to 59 years, where the majority of the subjects ranged between 30 to 44 years (SE = 0.055, 

SD = 0.607). In addition, a respective 82% (SE = 0.070, SD = 0.772) of the subjects are familiar with 

blockchain technology and use it either according to their needs, while the other 18% of the subjects are not 

familiar or use blockchain technology. Factor Analysis structure of the Knowledge Spillover Through 

Blockchain Technology Questionnaire was evaluated (SPSS, v. 24.0) using the principal component analysis 

extraction technique. The Kaiser-Meyer-Olkin statistic adequacy assessment was initially performed to 

determine whether factor analysis should be employed to interpret data from the Knowledge Spillover through 

Blockchain Technology Questionnaire. The Kaiser-Meyer-Olkin Measure of Sampling Adequacy was 0.685. 

Factor analysis was conducted to analyze the data because of high Kaiser-Meyer-Olkin ratio. Seven factors were 

generated by factor analysis explaining 79,016% of the knowledge spillover variable. Cronbach's Alpha and 

item-total correlation coefficients were used to examine the reliability of the Knowledge Spillover Through 

Blockchain Technology Questionnaire. All 31 items reached Cronbach's Alpha value of 0.93. Hinton et al. 

(2004) proposed four reliability cut-off points: good reliability (0.90 and above), high reliability (0.70-0.90), 

moderate reliability (0.50-0.70), and low reliability (0.50 and below) (Hinton et al., 2004). 

The results of this study outline that the Knowledge Spillover Through Blockchain Technology Questionnaire is 

a reliable and valid questionnaire. Reliability statistics (Cronbach’s Alpha = 0.93) is high. The preliminary 

results of the factor analysis revealed seven general factors regarding the knowledge spillover through 

blockchain network. 
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Abstract: 

In recent years, the information presented to users is overwhelming.  Even if it is about a simple Web search or a 

product buy, the user is bombarded with data. Recommendation systems have been a useful tool to overcome 

information overload. Recommendations typically speed up searches and make it easier for users to access 

content they’re interested in. Companies using recommendation systems focus on increasing sales, as a result of 

very personalized offers and an enhanced customer experience. Recommendation systems are a big sub-domain 

of the data mining field and they are at the core of giant online services such as Amazon, Netflix and YouTube. 

In this paper we will examine the most popular approaches starting from the primitive strategies, such as 

collaborative and content-based filtering and continuing with hybrid recommender systems, which combine two 

or more recommendation techniques to gain better performance with fewer of the drawbacks of any individual 

methods. Additionally to these hybrid approaches, we will propose a new one, which is based on the Pareto 

Frontier theory. 

 

Keywords:: Personalization, Recommendation system, Content Based Filtering, Collaborative Filtering , 

Hybrid Approach, Matrix Factorization, Pareto Frontier 

 

 

Introduction 

Information overload has turned into a big problem for the online user/client. Every time a user/client goes 

online, he has to decide which search result is more relevant to his needs, which product to buy, which movie to 

watch, which news to read etc. The Personalization procedure provides content and services tailored to 

individuals based on knowledge about their preferences and behavior (Brusilovsky et al., 2007) and nowadays it 

is considered to be a mandatory task for the companies in order to keep their clients satisfied. 

On the other hand, information overload could be a huge profit opportunity for the companies. E-commerce and 

retail companies are taking advantage of the power of data and boosting sales by implementing recommendation 

systems on their websites. Recommendation Systems are software tools that predict and suggest items that is 

worth recommending as user might like them or may want to choose them (Soediono, 1989). They help visitors 

to make choices among a huge variety of items, converting visitors into customers. Amazon is one of the first 

companies that applied large scale personalization online, increasing tremendously its profits. It makes 

personalized suggestions for items to be purchased, instead of random or popular or on discount products. 

According to (Singh et al., 2021),  “A recommender system, or a recommendation system (sometimes replacing 

'system' with a synonym such as a platform or an engine), is a subclass of information filtering system that seeks 

to predict the "rating" or "preference" a user would give to an item”. By information filtering, one can prioritize 

the information and efficiently present the relevant information to the user avoiding the information overloading 

problem.  

Recommendation systems are not only used by retail companies and e-commerce. There is a variety of 

applications that need and use a recommendation system: typing a message on the mobile phone, the correct 

words are recommended by the messaging app, words that have been learned intelligently in the past. Microsoft 

Word also proposes words as the user types. YouTube recommends next videos and Netflix next movies to be 

watched.  

There is a huge trend of proposing and this trend derives from the todays information and data overload. In this 

paper we will explore the techniques that have been used for designing and building a recommendation system 

and we will propose a new one.  

 

Fundamental recommendation systems techniques 

The common architecture for recommendation systems consists of the following components(Google 

Developers, Accessed 2021-07-10) :  
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• Candidate generation: at this stage, a first huge set of “items” is getting limited to a smaller subset of 

candidates. For example, the candidate generator in YouTube reduces billions of videos down to 

hundreds or thousands. The model needs to evaluate queries quickly, given the enormous size of the 

initial data. 

• Scoring: this stage scores and ranks the candidates in order to select the set of items to display to the 

user. Since this model evaluates a relatively small subset of items, the system can use a more precise 

model relying on additional queries. 

• Re-ranking: the system must take into account additional constraints for the final ranking. For 

example, the system removes items that the user explicitly disliked or boosts the score of fresher 

content. Re-ranking can also help ensure diversity, freshness, and fairness. 

 

Candidate generation 

In order for the system to choose a subset of relevant candidates among the whole set of items, three common 

approaches are used: 

a) Content-based Filtering (CB) 

b) Collaborative Filtering (CF) 

c) Hybrid Approach  

 

Similarity Measures 

Every approach firstly maps each item and/or its features to a vector in a common space 𝐸 = ℝ𝑑. Similar items, 

such as “Dramatic Movies” that are usually watched by the same user, end up close together in that space. The 

notion of "closeness" is defined by a similarity measure.  

A similarity measure is a function 𝑠: 𝐸 × 𝛦 → ℝ, that takes a pair of vectors and returns a scalar, measuring 

their similarity. The vectors for the candidate generation can be used as follows: given a query vector  𝑞 ∈ 𝐸, 

the system looks for vectors (items) 𝑥 ∈ 𝐸 that are close to 𝑞, that is, items with high similarity 𝑠(𝑞, 𝑥). 

To determine the degree of similarity, most recommendation systems rely on one or more of the following 

(Google Developers, n.d.): 

• Cosine: This is simply the cosine of the angle between the two vectors, ,  𝑠(𝑞, 𝑥) = cos(𝑞, 𝑥) . 
• Dot Product: The dot product of two vectors is s(𝑞,  𝜒) = ∑ 𝑞𝑖  

𝑑
𝑖=1 𝜒𝑖 .  

• Euclidean distance: This is the usual distance in Euclidean space, 𝑠(𝑞, 𝑥) = ‖𝑞 −  𝜒‖ =   [∑ (𝑞𝑖 −𝑑
𝑖=1

𝜒𝑖)2]
1

2. A smaller distance means higher similarity.  

 

Content-Based Filtering - CB 

Content-based filtering uses the similarity between items to recommend items similar to what a user likes. Using 

a similarity measure, items in the same neighborhood on the 𝐸 = ℝ𝑑 space can be identified and suggested to 

the user.  

Using the Euclidean distance measure, a query item q = [1, 4, 5] and a set of items (𝑥1,, 𝑥2,𝑥3) = ([2, 3, 2], [1, 0, 

0], [4, 5, 1]), the model will calculate the similarity of q with all items and will select the one with the smaller 

distance from q, which means ItemA (Karagiannakos, 2021). 

• ItemA → s(q, 𝑥1) = 3.31 

• ItemB → s(q, 𝑥2) = 6.43 

• ItemC → s(q, 𝑥3) = 5.09 

Content-based filtering does not require other users’ data, as the predicted recommendations are user-specific. 

The filtering keeps only the items that are close enough to the items previously selected by the user, based on 

the item properties that were kept in his profile. Thus, these techniques scale up the system to handle many 

users. Content-based filtering is user-independent since this system only requires analyzing the items and user 

profile for recommendations (Fayyaz et al., 2020). In the example of Figure 1, a Drama is recommended to the 

user, because in his profile is kept the information that he liked a Drama movie before. 
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Figure 8: Content Based Recommendation System 

 

Collaborative Filtering - CF 

To address some of the limitations of content-based filtering, collaborative filtering uses similarities between 

users and items simultaneously to provide recommendations. The collaborative filtering models can recommend 

an item to user A, based on the interests of a similar user B. CF follows a simple principle: The recommended 

items to a client are based on the inputs or actions of other “similar” clients. 

Memory-based CF 

User-based CF: the system looks at similar users and recommends items that they like. 

Item-based CF: the system finds similar items based on ratings given by other users and recommends these 

items.  

The similarity between users or items based on the ratings can be formulated using a similarity measure 𝑠(𝑞, 𝑥). 

 

Model-based CF 

These methods are based on machine learning and data mining techniques. The goal is to train models to be able 

to make predictions. One advantage of these methods is that they are able to recommend a larger number of 

items to a larger number of users, compared to memory-based methods. They have large coverage, even when 

working with large sparse matrices. The most important technique for model-based CF is the Matrix 

Factorization (Karagiannakos, 2021).  

 

Some limitations of Content-Based and Collaborative Filtering methods 

Cold-start problem: The cold-start problem occurs when it is not possible to make reliable recommendations 

due to an initial lack of ratings. We can distinguish three kinds of cold-start problems: new community, new 

item and new user. The last kind is the most important in RS that are already in operation. The cold-start 

problem is often faced using hybrid approaches (Kim et al., 2010);(Loh et al., 2011). 

Sparsity: When users do not rate various items, the user-item array turn out to be inadequate and large. When 

users rate very few items on the internet, the RS faces problem to recommend properly as very few information 

about users’ preferences is available to the system (Gabrani et al., 2017).  

Overspecialization: System recommends items according to user profiles. It doesn’t recommend unexpected 

items which aren’t mentioned in user’s profile. So user doesn’t get any new kind of recommendations which 

might be interesting. This issue is known as overspecialization problem (Gabrani et al., 2017). 

Side features for query/item inclusion: Side features are any features beyond the query or item ID. For movie 

recommendations, the side features might include country or age. Including available side features improves the 

quality of the model. Deep neural network (DNN) models can address this limitation, by easily incorporating 

query features and item features (due to the flexibility of the input layer of the network), which can help capture 

the specific interests of a user and improve the relevance of recommendations (Google Developers, Accessed 

2021-07-10). 

 

Hybrid approach 

Hybrid RSs follow a blended approach that covers all other basic approaches to achieve some synergy among 

them (Soediono, 1989). Such a system that combines two techniques, attempts to use the advantages of one 

approach to fix the disadvantages of the other one (Sharma & Singh, 2016). For example, CF and CB 

approaches can be used together to avoid the new-item problems of CF techniques. In literature, there are many 

different ways proposed to create a hybrid system by merging two or more basic approaches. Most commonly, 

collaborative filtering is combined with some other technique in an attempt to avoid the ramp-up (cold-start) 
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problem (Bobadilla et al., 2013). Some of the combination methods that have been employed are (1) Weighted 

(2) Switching (3) Feature Combination (4) Mixed and other techniques (Burke, 2002).  

1) Weighted: A weighted hybrid recommender is one in which the score of a recommended item is 

computed from the results of all of the available recommendation techniques present in the system. For 

example, the simplest combined hybrid would be a linear combination of recommendation scores. The 

P-Tango system (Claypool et al., 1999) uses such a hybrid. It initially gives collaborative and content-

based recommenders equal weight, but gradually adjusts the weighting as predictions about user ratings 

are confirmed or disconfirmed. 

2) A Switching hybrid builds in item-level sensitivity to the hybridization strategy: the system uses some 

criterion to switch between recommendation techniques. The DailyLearner system (Billsus Daniel & 

Pazzani Michael J., 2002) uses a content/collaborative hybrid in which a content-based 

recommendation method is employed first. If the content-based system cannot make a recommendation 

with sufficient confidence, then a collaborative recommendation is attempted. This switching hybrid 

does not completely avoid the ramp-up problem, since both the collaborative and the content-based 

systems have the “new user” problem.  

3) Feature Combination: Another way to achieve the content/collaborative merger is to treat 

collaborative information as simply additional feature data associated with each example and use 

content-based techniques over this augmented data set. For example, (Basu et al., 1998) report on 

experiments in which the inductive rule learner Ripper was applied to the task of recommending 

movies using both user ratings and content features, and achieved significant improvements in 

precision over a purely collaborative approach. 

4) Mixed: Where it is practical to make large number of recommendations simultaneously, it may be 

possible to use a “mixed” hybrid, where recommendations from more than one technique are presented 

together. The PTV system (Smyth and Cotter 2000) uses this approach to assemble a recommended 

program of television viewing. It uses content-based techniques based on textual descriptions of TV 

shows and collaborative information about the preferences of other users. Recommendations from the 

two techniques are combined together in the final suggested program. 

Proposed Method 

In this paper we propose a new hybrid approach based on the Pareto Frontier (Debreu, 1954) theory. The same 

notion is referred in Computer Science literature as Skyline Operator (Sidiropoulos et al., 2016) and (Borzsony 

et al., 2001). We can explain how this works by presenting an example from (Borzsony et al., 2001). Assume 

that we search to book a cheap hotel nearby the sea. For each hotel we have the cost and the distance from the 

sea. So, each hotel is characterized by the vector (cost, distance). It is difficult to combine these two attributes 

because we cannot convert the distance into money or vice versa. The skyline or the Pareto frontier consists of 

the set of hotels (generally the set of objects) that none of them is absolutely worst from any other one. In Figure 

9 we present a hypothetic case. 

In a more formal way the Pareto frontier, P(Y), can be described as follows. Consider a system with function 

𝑓: 𝑋 → ℝ𝑚 where X is a compact set of feasible decisions in the metric space ℝ𝑚, and Y is the feasible set of 

criterion vectors in ℝ𝑚 , such that 𝑌 = {𝑦 ∈ ℝ𝑚: 𝑦 = 𝑓(𝑥), 𝑥 ∈ 𝑋}. We assume that the preferred directions of 

criteria values are known. A point 𝑦′′ ∈ ℝ𝑚 is preferred to (strictly dominates) another point 𝑦′ ∈ ℝ𝑚, written as 

𝑦′′ ≻ 𝑦′. 

The Pareto frontier is thus written as: 

𝑃(𝑌) = {𝑦′ ∈ 𝑌: {𝑦′′ ∈ 𝑌: 𝑦′′ ≻ 𝑦′} = ∅} 

Our method uses the Pareto Frontier (or skyline operator) in order to combine the results of the available 

recommendation techniques. In this way we overcome the drawbacks of hybrid methods such as the arbitrary 

selection of weights.  
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Figure 9. Hotels Example 

Now let’s explain how our method can be used in regard to recommendation systems. Assuming that there is a 

set of Hotels (A, B, .., K), we have to derive a subset of them and recommend it to the user. Recommendation 

Method 1 produces the (hypothetical) scoring of column 2 in Table 10. We have to arbitrary select that the 

system will recommend the hotels with score greater than 60. Recommendation method 2 produces another 

scoring (column 3) with different recommendations than method 1. If we had to combine the results of the two 

methods with a weighting approach, we would need to set arbitrary weights for each method. In this example we 

tested the sets of weights (0.5, 0.5), (0.2, 0.8) and (0.8, 0.2). Each weighting combination produces different 

ranking and recommends different sets of hotels. We can see that hotel “H”, which is the top recommendation 

by method 1, remains out of the recommendation set by the 2nd weighting scheme. Hotel “I”, which is also top 

recommendation by method 1, remains out of the recommendation set by the 1st and 2nd weighting schemes. 

Also, hotel “E” is the top recommendation by method 2, but it is out of the recommendations by the 3 rd 

weighting combination. In Figure 10 we present graphically the computation of the Pareto frontier. As it is 

obvious, the method guarantees that the top recommendations from each method will remain in the 

recommendation set. 

 
Hotel 

Name 

Rec. 

Method 1 

Rec. 

Method 2 

In 

Pareto 

Front 

Hypothetic 

Score with 

W1=0.5, 

W2=0.5 

Hypothetic 

Score with 

W1=0.2, 

W2=0.8 

Hypothetic 

Score with 

W1=0.8, 

W2=0.2 

A 14 56 
 

35.0 47.6 22.4 

B 22 7 
 

14.5 10.0 19.0 

C 30 44 
 

37.0 41.2 32.8 

D 44 63 
 

53.5 59.2 47.8 

E 50 88 X 69.0 80.4 57.6 

F 60 86 X 73.0 80.8 65.2 

G 88 85 X 86.5 85.6 87.4 

H 90 50 X 70.0 58.0 82.0 

I 90 22 X 56.0 35.6 76.4 

J 78 54 
 

66.0 58.8 73.2 

K 80 74 
 

77.0 75.2 78.8 

Table 10. Example with Hotels recommendation 
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Figure 10. Pareto Frontier computation for Table 10 data3. 

Conclusion 

Basic recommendation systems have been used by big companies for a long time now and they continue to get 

more complex and perfected by retail and content giants. They have evolved their methods, in order to manage 

the exponential increase of data and scale up. They need effective ways to expose users to content they may not 

have otherwise found, which in turn can forward larger business goals like increasing sales, advertising 

revenues, or user engagement. Our proposal moves on the direction of improving the hybrid recommendation 

systems capability of producing more accurate product proposals, personalized to the desires of the customer.  

Our next goals include the extension of our experiments to real big data on the Weighted approach, and the 

comparison to other hybrid methods, like Switching and Feature Combination. Moreover, we intend to improve 

the Pareto Frontier accuracy by using more specialized dominance relation definitions. There are plenty of 

unexplored options for hybridization for research and implementation for the recommendation systems and our 

intention is to explore some of them. 
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Abstract: 

Background 

Sustainability in fashion is a concern of utmost significance as the industry is under spotlight due the high 

carbon footprint, vast amounts of natural resources used and pollution on waterways due to dyes and chemicals 

used. To overcome the environmental impact of fashion to a certain extent, so-called green/eco-friendly 

products made from sustainable, recycled materials are being manufactured and marketed. Unfortunately, 

sustainable approaches applied to related business practices (e.g. using sustainable materials and dyes, recycling, 

upcycling practices etc.) are limited and their sales constitute only a very limited part of the overall fashion 

market that is mainly driven by fast-fashion companies. To increase the demand for such eco-friendly products 

is not straightforward as they usually cost more to make, thus are more expensive than common alternatives 

produced by such fast-fashion companies. The current literature suggests that there may be links between 

environmentally conscious behaviour and displaying social status (Guo et al. 2020, Braun Kohlová and Urban 

2018). Conspicuous environmentally friendly behaviour such as wearing green/eco-friendly garments and 

brands is considered as an instance of conspicuous prosocial behaviour, thus can be explained within the 

framework of the Costly Signalling Theory (Griskevicius et al. 2010; Whitfield, 2011). Traditional approaches 

associate status with luxury consumption, yet several studies argue that activating status motives can lead people 

to shy away from luxury and instead choose green alternatives and self-sacrifice (Maynard, 2007; Griskevicius 

et al. 2010; Groening et al. 2018). Using the social status display tendencies of consumers, relevant fashion 

products, labels and communication campaigns may be designed. Eco-labels in the fashion industry emerge as a 

viable and important tool to improve sustainability practices within this context. Despite wide applications of 

eco-labels in a variety of industries, most studies carried out in the literature so far have focused on 

understanding the impact of eco-label use on creating credibility, assurance, branding, and willingness to pay 

more (Chekima et al., 2016). Conversely, eco-labels’ role in motivating green purchase intention has been 

commonly overlooked especially within the fashion context.  

 

Aims 

Within this context, this study aims to: 

• identify how green product choice can function as a signalling tool in a fashion consumption context 

• identify the role of eco-labelling in green fashion product choice and conspicuous prosocial behavior 

• test for the effect of gender and income on green product choice, and proposed relationships between 

variables 

 

Design/Methodology 

A 3 (small/large/no eco-label) by 2 (price difference low / high) experimental study that incorporates a 

questionnaire is being conducted on a sample of 480 from the general public in the UK through Amazon 

Mechanical Turk, online groups and social media groups. The participation to this study is voluntary and the 

consent of respondents is being obtained prior to the study by presenting them an information sheet and consent 

form that provides the details of the study. The study collects information on: 

• Attitudes towards green fashion products 

• General attitudes towards environmental concerns (Environmental consciousness) 

• Pro-sociality  

• Gender, age, education, and income levels  

The respondents will randomly be shown three alternative (small/large/no eco-label) product web pages and 

relevant visuals and they will be asked to answer the questionnaire regarding their perceptions and attitudes. The 

collected data will be analysed using SPSS (binary logit regression, ANOVA). 

mailto:g.aydin@uel.ac.uk
mailto:k.le@uel.ac.uk
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Originality/Value 

Studies on eco-labels based on prosocial behaviour are quite scarce. Further studies are required to understand 

the evolving consumer behaviour given the recent pandemic in addition to the increasing concerns regarding the 

global warming and environmental problems created by the fashion industry. Thus, this is one of the first studies 

carried out within this context that can influence future research on sustainable fashion. 

 

Keywords: eco-labels, fashion marketing, sustainability, green labelling, sustainable fashion 
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Abstract 

Purpose 

The purpose of our paper is to shed light on the coexistence of two opposite concepts, namely: value co-creation 

and value co-destruction, as well as to identify their drivers. 

Design/methodology/approach 

This paper explores existing literature on value co-creation and value co-destruction to show their coexistence 

which has remained unclear throughout the prior research. 

Findings 

Given the environmental changes, it is obvious that value co-creation and value co-destruction occur at the same 

time in all contexts whether virtual or physical. In line with this, we propose two models composed of the most 

important elements giving rise to and fueling the two above-mentioned concepts. 

Theoretical and Practical implications 

Our work contributes to the prior literature by discussing the coexistence of two contradictory concepts, 

identifying their main components, and hence extending DART model. It also gives insights to practitioners on 

the main elements to consider while participating in a value co-creation activity to avoid value co-destruction 

and thus conflict. 

Originality/value 

The present paper shows that value co-creation and value co-destruction may coexist in different contexts and 

this coexistence should be taken into consideration by actors to successfully co-create value which should be 

done through favoring the essential value co-creation drivers. 

Keywords: Value co-creation, Value co-destruction, DART model, Covid-19, coexistence 

Introduction 

Throughout the literature the concepts of value co-creation and value co-destruction (i.e., the highs and lows of 

value) have been vastly investigated by researchers in different contexts (e.g., management, finance, social 

media, co-creation platforms, education, etc.). However, environmental changes clearly show the coexistence of 

value co-creation and value co-destruction whether in the physical context or the virtual one which leads to 

integrating and considering a variety of constructs other than those proposed by Prahalad and Ramaswamy 

(2004) related to DART model to successfully co-create value and avoid its co-destruction. This idea has not 

been investigated abundantly by prior research and thus little is known about their coexistence and their 

components. 

Therefore, this paper aims to discuss theoretically the coexistence of these two contradictory concepts, namely 

value co-creation and value co-destruction and extend DART model which represents the core and basis of 

value co-creation. 

mailto:fatiha.boukouyen@gmail.com
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Value co-creation and value co-destruction 

The concept of value co-creation was coined for the first time by Prahalad and Ramaswamy (2004) in their 

seminal article “Co-creation experiences: The next practice in value creation”, through which they highlighted 

the four pillars of co-creation that is based on interaction, namely: Dialog, Access, Risk-Benefits, and 

Transparency (DART). Then, the concept was adopted by Service-dominant logic and Service-Logic, which 

both investigated it at all its facets. In fact, value co-creation means a process during which actors collaborate to 

create value together (Boukouyen, 2020; Leclercq et al., 2016). It could take place in the physical world 

(Dollinger et al., 2018; Elsharnouby, 2015; Schüler et al., 2020) but also in the virtual world (Boukouyen, 2020; 

Kohler et al., 2011; Nambisan & Baron, 2009) which becomes the new normal nowadays with the emergence of 

Covid-19 pandemic. Five key elements constitute the basis of value co-creation (Figure 1): 

 

 

Figure 11: Value co-creation basic concepts (Boukouyen, 2020) 

 

Referring to Figure 1, the five key concepts of co-creation are interrelated as one constitutes the key element of 

the other and leads to its appearance which is clearly shown in the example of co-creation platforms. According 

to Boukouyen (2020), co-creation platforms involve and could not function without actors or co-creators (i.e., 

the organizers of a co-creation activity and the participants). These actors live an experience in these platforms, 

which allows them to create value that yields their engagement. However, if they do not receive any value, then 

they disengage from the platform, which reflects value co-destruction. Their experience on these platforms 

results in value creation which makes the concept of experience a key element of co-creation. The value 

generated concerns the benefits that co-creators can gain, namely: hedonic, economic, pragmatic, cognitive, 

personal, and social (Füller, 2010; Ryan & Deci, 2000; Verleye, 2015). 

If value can be co-created, it can also be co-destructed. Value co-destruction means misusing resources 

intentionally or accidently which causes a negative outcome for at least one of the actors involved (Plé & 

Chumpitaz Cáceres, 2010; Plé, 2017). The first scenario related to accidental value co-destruction can occur, for 

example, in co-innovation where customers’ lack of new technologies’ knowledge may, at the same time, lead 

the company to miss the opportunity of overcoming its competitors and customers to feel frustrated as they 

integrated all their resources in creating something innovative (Plé & Chumpitaz Cáceres, 2010). Concerning 

the second scenario of intentional value co-destruction, for instance, it can occur in co-creation platforms where 

some brands tend to use participants’ rejected ideas for their own benefit and hence make profit, whereas the 

participants whose ideas were exploited without their approval get nothing and recognize that they were being 

used (Boukouyen, 2020). 

Value co-destruction can be a result of different behaviors such as opportunism in its destructive role and 

Machiavellianism which stands for a manipulative and amoral personality driven by distrust in others and a 
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desire for status and control (Boukouyen, 2020; Ertimur & Venkatesh, 2010; Hill, 1990; Hutter et al., 2015; Plé, 

2017; Wathne & Heide, 2000; Williamson, 1975). Through value co-creation, actors get mutually a variety of 

benefits (i.e., hedonic, economic, pragmatic, cognitive, personal, social; Boukouyen, 2020; Verleye, 2015) 

according to their motivations (i.e., voluntary or chosen in the sense that the person has freely adopted them / 

non-voluntary or innate to the person in a way that the environment where they lived in, helped to create them 

involuntary; Boukouyen, 2020). To get value co-created, collaboration and cooperation are prioritized even in 

competition or coopetition contexts. Unethical behaviors should be framed, mitigated, and controlled to avoid 

value co-destruction. For instance, Wathne and Heide (2000) suggested four solutions to manage opportunism in 

interfirm relationships, namely: monitoring of partners’ behavior or its outcome, administering incentives, 

selecting the appropriate cooperative partners, and socialization to incite the partner to internalize the principal’s 

goals. In terms of co-creation platforms, where opportunism has two roles (constructive and destructive), 

Boukouyen (2020) recommended framing opportunism in a balanced way, avoiding favoring an actor’s interests 

over those of another, and involving totally or partially participants in the predetermination of their benefits.   

However, value co-creation and value co-destruction may coexist. For example, co-creation platforms which are 

virtual platforms dedicated to a variety of contests and stand for a place where actors (i.e., brands, participants, 

platform) act together to create value, contain an interactional model that could be cooperative (e.g., My 

Starbucks Ideas, Lego Ideas), competitive (e.g., InnoCentive), or coopetitive (e.g., Club Makers, eYeka, 

Creads). Referring to Boukouyen (2020), co-creation platforms composed of a coopetitive interactional model 

are characterized by simultaneous cooperation and competition, participants worldwide submit their ideas 

regarding a contest on the platform and have the possibility to get feedback from their peers who can browse 

their ideas on the community space. Participants who win achieve their well-being by generating their expected 

benefit(s) (i.e., value co-creation). However, participants who did not win may be victims of some specific 

opportunistic behaviors, namely: theft of ideas (i.e., participants’ ideas are stolen by their peers) and spoliation 

(i.e., exploitation of participants’ rejected ideas by brands) – apart from those who can face other opportunistic 

behaviors such as destructive feedback, cheating, mutual learning, favoritism, and failure to respect co-creation 

approach – which lead to their ill-being because of not generating any value or benefit (i.e., value co-

destruction).  

The coexistence of value co-creation and value co-destruction can also be found in B-to-B relationships. For 

instance, Ford and Lear corporation’s strategic alliance (Wathne & Heide, 2000), ended up with a financial loss 

for Ford (i.e., ill-being) and a financial gain for Lear Corporation (i.e., well-being). Moreover, in this crisis time 

of Covid-19, the whole world has known a high level of value destruction. 

However, in such crisis times value can be created as what is happening for the educational field, where e-

teaching and e-learning have been the new normal. Thus, this coexistence of these two contradictory concepts 

(i.e., value co-creation and value co-destruction) should be taken into consideration by actors or co-creators, 

more importantly, through prioritizing transparency (in terms of data, privacy, and process; Shelton, 2021), trust 

(the core element of every interaction that could be maintained through cooperation, collaboration, and 

increased through transparency), and the other abovementioned pillars which are dialog, access, as well as risk-

benefits balance and avoiding value co-destruction drivers, namely: misuse of integrated resources, opportunism 

in its destructive side, Machiavellianism, information asymmetry (having more or better information than the 

other actor; Bergh et al., 2019), secrecy (preventing the other party from knowing something; Lane & Wegner, 

1995), and dishonesty (acting immorally; Ayal & Gino, 2011) as we propose in (Figure 2). 
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Figure 2: Coexistence of value co-creation and value co-destruction and their components 



Conclusion 

The present paper shows theoretically the evolving and essential drivers of value co-creation and value co-

destruction and sheds light on their coexistence. It also extends the DART model (Prahalad & Ramaswamy, 

2004) by adding the following constructs: collaboration, cooperation, and trust and proposes the model of value 

co-destruction highlighting the drivers fueling it. Furthermore, our two proposed models of value co-creation 

and value co-destruction could be applied in all contexts. 

On one side, our paper opens new research perspectives to explore and investigate. On the other side, it gives 

insights to practitioners on the main elements to consider while participating in a value co-creation activity. 
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Introduction: 

During the past twelve years (2006-2018) the international sponsorship spending skyrocketed more than 

70% making clear that it is pervasive for the overall population and a key element for marketers drawing in clients 

through traditional and experiential marketing systems (Skandalis et al., 2019). The developing marketing 

communications context has given both the impetus and the shift in the significance of sponsorships in coordinated 

marketing methodologies. Within the overall sponsorship system, the most renowned classification is beyond question 

sport sponsorship, which addresses around 70% of all sponsorship activities and which is extending at a speed of 

around 4% for every year (Eddy & Cork, 2019). In the year 2020, international sport sponsorship spending was $28.92 

billion and is expected to advance to $89 billion until 2024 (Gough, 2020). 

Whilst ostensibly much sponsorship research is as yet centered around sports viewed as ‘’standard’’ like 

football, enthusiasm has built up in those considered as less standard, for example, ‘’extreme sports’’ and ‘’martial 

arts’’ (Polus-Thiry & Redei, 2012). The differentiation among ‘’standard’’ and ‘’non-standard’’ is logically pertinent 

because of issues, for example, the reasonable assets engaged with the relevant sports, amateur as opposed to 

professional status, fame across nations, and so forth. One encouraging vehicle for sport sponsorship – with a critical 

develop – is the segment of participant-based sport, which might hold a larger piece of the sport business than 

onlooker-based sports (Kim & Kaplanidou, 2019). A notable participant-driven sport is Taekwondo, the Korean 

military martial art which has been an Olympic event since 1988. Taekwondo has been multiplied universally and is 

forming into a ‘’standard game’’, reaching approximately 70 million members in 204 countries, whereas the amount of 

young people who join Taekwondo training grows each year, with 380,000 applying for the Taekwondo belt on an 

annually premise (Lee & Kim, 2015). Taking into account the expanded spending and significance of participant-

driven sport, we have to reconsider sponsorship to consider these progressions and clarify the wide scope of variables 

which might influence participants’ reaction, instead of spectators, to sponsoring companies, which might be ignored 

to a certain extent by past research. As a phase towards further understanding the effects of sponsorship on sport 

members, the present study explores an entire of predecessors and results related to sport sponsorship’s adequacy. 

Literature Review  

One among numerous qualities of present-day sport is its capacity to spur individuals enthusiastically and 

connect with them inwardly (Cornwell, 2019), which has made sport a helpful apparatus for consumer-driven 

marketing. Sponsorship evaluation is an issue of contention in the literature, with the recommendation that current 

methodologies disregard to address or appreciate the full effects of sponsorship activities. A critical piece of the 

current sponsorship studies is coordinated through the perspective of sport viewers. However, there is a need to 

fathom event participants’ reaction to sponsoring companies as well (Eddy & Cork, 2019). It is pivotal to comprehend 

that there is some verification to suggest that there are likely disparities between how participants and viewers manage 

sponsorship. McKelvey et al. (2012) argue that the effectiveness of event sponsorship is dependent on the prerequisite 

for a critical enthusiastic relationship with the event or the sport, which is more significant when vigorously taking part 
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in the sport (rather than essentially spectating the sport event). In favor of this argument, past examinations found that 

sport participants had significantly higher paces of sponsor review contrasted with past explores on viewers 

(Papadimitriou et al., 2016). Papadimitriou et al. (2016) furthermore pointed out that athletes show significantly more 

grounded relations with events than either volunteers or viewers. Especially, participants would have a more profound 

perception of the benefits of, and need for, sponsoring, and hence show a more important degree of purchase intentions 

(McKelvey et al., 2012; Papadimitriou et al., 2016). Therefore, it is reasonable to recommend that participants most 

likely deal with sponsorship in an unexpected manner in comparison to viewers and that outcomes from attitudinal and 

cognitive investigations of viewers cannot be generalizable to participant frameworks, along these lines requiring 

subsequent work on participants. 

The Elaboration Likelihood Model (ELM) contends that people will dedicate more cognitive exertion (for 

example, elaboration) toward assessing circumstances that are actually applicable (Petty & Cacioppo, 1981). This 

individual importance is reflected in the idea of contribution. Researchers have conjectured that exceptionally 

elaborate people will utilize a central processing route and accordingly focus more while assessing advertisements 

pertinent to their utilization advantages (Petty et al., 1983). Whereas unique conceptualized in a purchasing 

circumstance, this hypothesis has been expanded to content utilization in the sport sector, where Gwinner and 

Swanson (2003) contend people low in association have an aloof relationship with a sport or team. These people 

probably utilize a peripheral route while assessing a sponsorship plan. People who are exceptionally engaged with the 

sector notwithstanding, have a functioning relationship with the sport or team and will probably utilize a central 

processing route in assessing an advertisement including the sports enterprise. This elaboration will lead engaged 

consumers to expand a more noteworthy intellectual exertion assessing the sponsorship relationship (Deitz et al., 

2009).  

The beliefs about sponsorship factor includes the manner by which an individual sees the points of 

sponsorship deals (Harvey, 2001). In view of Attitude Theory, Madrigal (2001) argued that supporters make positive 

or negative convictions concerning the advantages of sport sponsorship: people may value the advantages of 

sponsorship, in other words, offering help to the team, making a sports event conceivable, advancing the sports event, 

providing help to the community and so forth. Moreover, others believe that sport sponsorship is a means of survival. 

This view leads a behavioral entity (for example, sponsorship) to a positive assessment (Madrigal, 2001). Under this 

component, no irregularity exists in the mind of people when companies additionally endeavor to advance their 

products. This view prompts positive appraisal of sponsorship. Interestingly, others might relate sponsorship with 

commercialization (Yun et al., 2020). These people might be of the belief that the unique motivation behind the 

reason companies take part in activities connected to sponsorship is to yield bigger income and they believe 

sponsorship to be a determinant that changes the nature of sport to advance commercial benefits (Cheong et al., 2019). 

Subsequently, they may be more disposed to make negative convictions with respect to sponsorship and, thusly, non-

positive attitudes towards sponsoring associations (Koronios et al., 2020).  

Sponsor motivation is a different line of sponsorship study that has concentrated on whether customers view 

sponsor motivation as either being genuine, for society; or self-serving, for benefit. The current research recommends 

that organization sponsorships are probably going to be regarded with some doubt. Consumer impression of extend of 

truthfulness of sponsor’s motivation is a pivotal piece of sponsorship reaction, and it ought not to be viewed as a fixed 

consumer insight (Rifon et al., 2004). In spite of the fact that consumers are probably not going to have a particular 

information on what the sponsor really decides to accomplish, they will in general make interferences about the 

inspirations of the sponsor regardless (Rifon et al., 2004). Consumers consider the assumed inspiration of 

organizations (for example, to profit the sport club or to profit the organization) that sponsor causes and that the idea 

of the apparent inspiration is a factor in what the sponsorship means for their purchase intentions (Barone et al., 

2000). Earlier examination has recognized consumer attributions of a sponsor’s motivation as a vital determinant of 

the appeal of a sponsorship, to such an extent that sponsors perceived to be sincere in their sponsorship and propelled 

by benevolence will accomplish predominant sponsorship results than sponsors seen as absolutely persuaded without 

help from anyone else self-promoting, marketing-orientated considerations (Barone et al., 2007).  Since truthfulness 

has been discovered to be a significant indicator of more elevated-level sponsorship impacts (Olson, 2010), practically 

no past study has endeavored to join this factor into an all-encompassing sponsorship system, as a critical forerunner 

of sport sponsorship adequacy.  

Regarding the literature of sports psychology, two sorts of emotions have been given more attention, 

basking-in-reflected-glory (BIRG); and cutting-off-reflected-failure (CORF). Both emotions seem to be driven by the 

desire to keep a beneficial self-identity (Wann & Branscombe, 1990). BIRG is the improvement self-image which is 

cultivated by expanding one’s relation with a beneficial other like a triumphant athlete; CORF is the conservation of 

self-concept by expanding the distance among oneself and a fruitless other like a losing competitor/team. According 

to Dalakas et al. (2004), since sports consider a reasonable distinction between winners and losers, they demonstrate a 

setting in which BIRG and CORF inclinations effectively arise. Because of sport sponsorship, a sports team’s 

performance might be a significant factor in audience’s assessments of the sponsor’s products and brands (Ngan et al., 

2011; Pope et al., 2009) and might even decide audiences’ assessments and behaviors towards the sponsor’s products 

and brands. This exploration concentrated on the conceivable positive or negative overflow impact of a sport 

participant’s performance on his assessments and behaviors towards the sponsors of the event. 
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In the literature of marketing, behavior has been a broadly examined variable since research shows that 

arrangement of a positive attitude towards a brand assumes a crucial part in improving the brand value and brand 

loyalty. Attitude is likewise characterized as ‘’a learned inclination to react in a reliably favorable manner concerning 

a given object’’ (Fishbein & Ajzen, 1975, p.6). Within the sponsorship literature, there are two manners by which the 

attitude towards a sponsor brand is assessed. Initially, research has glanced into people’s attitude towards the sponsor 

brand. Secondly, a few investigations have looked into the attitude towards the sponsorship program in general. This 

is especially significant in light of the fact that the way the customers view the sponsorship program overall might 

affect their perspectives about the sponsor which might thusly impact their purchase behavior of the sponsor’s brand. 

As per Gwinner and Swanson (2003), consumers general impression of a sponsor could be named as attitude towards 

a sponsor brand. As per Visentin et al. (2016), attitudes toward sponsor brands can affect the way people see the event 

(Ruth & Simonin, 2003). Research has utilized the theory of planned behavior to clarify the connection between the 

attitude towards the sponsors and the consumers’ behavioural purposes. 

Sponsor awareness is an overall acknowledged component used for getting to the sufficiency of a 

sponsorship program (Walsh et al., 2008). Efficient sponsor attention is crucial to construct brand value and to derail 

from the snare demonstration techniques of competitors (O'Reilly et al., 2007). The concept of brand awareness 

insinuates a customer’s ability to recognize the brand under different conditions and includes brand recall and brand 

recognition execution (Keller, 2003). Brand review is connected to the customer’s ability to recuperate from memory 

the brand name with no notification of item classification or various brands, whilst brand recognition (moreover 

named as “supported recall”) relates to the purchaser’s ability to review previous exposure to a brand when given 

brand prompts. Crompton (2004) argues that sponsorship awareness identical to the first stage in the arrangement of 

sponsorship benefits, considering the wat that to be fruitful with target crowds, sponsorship ought to at first be known 

to exist (Farrelly et al., 2006). Particularly, if awareness is not at first achieved, sponsors cannot meet their subsequent 

objectives. As per this view, later explorations have focused on that sponsorship awareness cis an important fragment 

in consumer’s behaviors toward the sponsors and purchase purposes (Schlesinger & Gungerich, 2011). Regardless, 

the outcomes of sponsorship awareness have not been precisely explored in contemplates using real team’s sponsors, 

which is critical in perceiving the way sport sponsorship functions in the brain of the consumer. 

Estimating the returns of sponsorship ventures remains a difficult task for the majority of marketers 

(Crompton, 2004; Jensen & Cobbs, 2014). The theory of reasoned action (Ajzen & Fishbein, 1980) created behavioral 

purposes as a significant forerunner to real behavior. Behavioral purposes are estimated to examine the real 

acceptance of a product or service in the market (MacKenzie & Lutz, 1989). Purchase intention was clarified as the 

consumers’ judgment on the off chance that they will try to buy an advertised brand in the future (MacKenzie & Lutz, 

1989). Studies carried out in numerous businesses created the role of purposes as a predecessor to the real behavior 

(Trivedi, 2020). The connection between sports event sponsorship and purchase purposes have been established by 

earlier scientists in the field (Madrigal, 2000; Pitts, 1998). Howard and Crompton (1995) created purchase purposes as 

the most valuable markers of the influence of the sponsorship. Late exploration has affirmed that brand love has a 

beneficial and crucial impact on purchase purposes (Fetscherin, 2014; Kudeshia et al., 2016; Pawle & Cooper, 2006). 

The majority of previous exploration has focused on supporters’ expanded purposes for purchasing products 

for organizations that stayed undefined. As such, individuals participating were questioned about their purposes 

generally to behave in a beneficial manner for a business that sponsors their favored team rather than a genuine 

sponsor. In any case, utilizing genuine sponsors might have drawn out divergent answers. Subsequently, this 

investigation broadened past research by including customers’ purchase purpose toward genuine sponsoring firms 

instead of hypothetical sponsors, as an outcome of attitude and making this applicable to the sponsoring model. As per 

the literature, the following model and hypotheses are put forward:   

 

 

 

 

 

 

 

H1: Sport involvement is expected to influence awareness of sponsor  

H2: Beliefs about sponsorship are expected to influence awareness of sponsor 

H3: Sincerity of the sponsors is expected to influence awareness of sponsor 

H4: Satisfaction with performance is expected to influence awareness of sponsor 

H5: Sport involvement is expected to influence attitude toward sponsors 
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H6: Beliefs about sponsorship are expected to influence attitude toward sponsors 

H7: Sincerity of the sponsors are expected to influence attitude toward sponsors 

H8: Satisfaction with performance is expected to influence attitude toward sponsors 

H9: Sponsor awareness is expected to affect participants’ purchase intentions 

H10: Attitude toward sponsors is expected to affect participants’ purchase intentions 

 

Methodology 

A quantitative methodology was used to assess the extent of this study, and questionnaires were obtained 

from Teakwood event participants in Greece. To quantify the structures of interest, the researchers used known scales 

from the marketing literature. A pilot analysis with 35 Greek Taekwondo athletes was performed to ensure the 

precision of the translation. Based on the suggestions of the respondents, the scale objects were modified accordingly. 

The objects were classified on a 5-point scale, with 1 being the least descriptive and 5 being the most descriptive. A 

total of 862 questionnaires were completed and analyzed using SPSS and AMOS, with 109 respondents failing to 

answer questions correctly and being removed from the dataset. 

Results 

A total of 862 males (n=489, 56.7%) and females (n=373, 43.3%) participated in the study, with the majority 

of them being between the ages of 18 and 35 (69.1%). In addition, the correlation among the factors is significant at 

the 99.9% level. SEM is a broad term that refers to a range of mathematical models, computer algorithms, and 

computational methods for fitting networks of constructs to results. Confirmatory factor analysis, confirmatory 

composite analysis, path analysis, partial least squares path modelling, and latent growth modelling are the SEM 

methods used in this research. SEM analysis was used in order to investigate the Hypothesis H1-H10 presented in 

Table 1.  The term should not be confused with the related econometrics definition of linear models or structural 

models of economics.  Explanatory factor analysis applied to identify the factor loadings of our model. Factor’s 

loadings volatile from .583 to 1.314 and results from the Kaiser-Meyer-Olkin test were very high and the chi-square 

test is significant. Moreover, SEM found that two main factors explained the power of purchase intention of 

Taekwondo participants in Greece, sponsor awareness (.906) and attitude toward sponsor (.830). Concluding the 

structural model indicates good fit with the observed data and Chi-square per degree of freedom ratio (χ2=391.475, 

CFI=0.93, RMSEA=0.059). 

 
Table 1: Regression Weights 

   Estimate S.E. C.R. P Label 

Sponsor Awareness <--- Sport Involvement .629 .259 14.183 *** S 

Sponsor Awareness <--- Beliefs about sponsorship .583 .099 21.131 *** S 

Sponsor Awareness <--- Sincerity 1.314 .366 17.355 *** S 

Sponsor Awareness <--- Satisfaction with performance 1.096 .324 5.534 *** S 

Attitude toward sponsor <--- Sport Involvement .903 .141 9.736 *** S 

Attitude toward sponsor <--- Beliefs about sponsorship 1.231 .459 6.937 *** S 

Attitude toward sponsor <--- Sincerity .893 .177 11.234 *** S 

Attitude toward sponsor <--- Satisfaction with performance .644 .095 17.433 *** S 

Purchase Intention <--- Sponsor Awareness .906 .212 13.633 *** S 

Purchase Intention <--- Attitude toward Sponsor .830 .668 8.832 *** S 

       S=support and R= reject 

 

Discussion 

The aim of this study was to inspect sport sponsorship viability in internal crowds, and more specifically in 

participant-driven sports. Participant-driven sport may speak to a bigger portion of the sport business than viewer-

based sports (Kim, Smith & James, 2010). The respondents of this examination were Taekwondo athletes who took 

part in a national scale occasion. The critical commitment of this examination is the formation of a framework upheld 

by theory and data that can be utilized by actual or potential sponsors, to see how to expand the viability of the 

sponsorship deal for the spectators as well as for the participants of the sport event. The implications of this 

examination are that the utilization of the proposed model can help sport associations to show sponsors which factors 

increment awareness of and interest in sponsor products and at last increment sales, both in the short and long term. 

The abovementioned findings were based on a single sport event. Therefore, more research is suggested to empirically 

explore the sponsorship effectiveness in different sports. 
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Abstract: 

Scallions (Allium genus) are complementary vegetable products, which varies in organoleptic properties, taste-

flavour, natural durability as well as quality schemes. Drawn upon these brand attributes, the present research 

was designed to create a comprehensive understanding of brand sensitivity that impacts consumer decision-

making in the horticulture sector. To achieve this, an exploratory sequential mixed-method was applied to 

identify consumers’ concerns, considerations, and valuations in the choice of fresh food products. The first part 

of the survey consisted of face-to-face interviews (n=270) at the point of sales with people buying scallions in 

various markets in Katerini, Greece. The second part of the survey proceeded via a semi-structured interview of 

a producer-farmer in the scallion market. Results of the study suggest the likelihood of buying scallions is 

determined by search, experience, and credence attributes. They also reveal low levels of involvement in 

scallions that also implied a low level of brand sensitivity in the shopping trip. 

 

Keywords: Brand sensitivity, Brand attributes, Fresh food products, Vegetables, Scallions 

 

1. Introduction  

In recent years, consumers have started to genuinely connect to brands when they buy any product (Rubini, 

2010). This fact is the daily challenge of searching out brand products on supermarket shelves for current 

customers. There are multiple branded products in the supermarket, and the decision to buy fresh fruits and 

vegetables (FFV) will help to select branded and non-branded products of their choosing (Kuhar & Juvancic, 

2012), known as “brand sensitivity”. Yet, studies identified that brands are utilized less frequently in that fresh 

agricultural produce than in other products (Kaufman et al., 2000).  

Due to the dynamic nature of consumers who are now more educated and possess higher disposable income, 

there is an increasing demand for convenience, safety and health among FFV. Fresh produce is associated 

frequently with commodity; however, the latest trend in consumer behaviour suggests the need for suitable 

information on how fresh food products are produced. Shopping for healthy foods, especially FFV might be 

hard for the consumers. This is because several attributes of a food brand cannot be discerned due to the 

restricted degree of search attributes (e.g. colour, size, shape, ripeness, crispness, cleanliness) (Grunert et al., 

2004). Some grocery stores have special shelf tags, food labels, or well-known brands that assist buyers in 

identifying healthier choices - for example, credence attributes (e.g. PDO, PGI, GPI, traceability, sustainability, 

pesticide-free, preservative-free) 

The term brand sensitivity has not been included in the research community studying prior similar research in 

the horticulture sector. Therefore, there is a big gap in relation to brand sensitivity, with this study; we attempt a 

first step toward covering. Concerning the consumer decision-making, some questions emerge:  (a) Will 

consumers buy a branded scallion rather than a non-branded one? (b) What is the level of consumer involvement 

in scallions? (c) What scallion attributes influence consumer decision-making? Thus, our aim is to perform the 

brand attributes that affect the brand sensitivity in regard to a consumer purchasing decision on scallions. 

The remainder of the paper proceeds as follows: In the next section, a theoretical background from a review and 

synthesis of relevant literature are outlined presenting brand sensitivity through an emotional and cognitive 

analysis. Following a description of the research method with key results and findings, investigating a consumer 

view first for scallions in search, experience, and credence attributes. Then, a producer-farmer view is examined 

in how to prepare fresh produce in scallions. Finally, limitations and future research are discussed, drawing 

conclusions and offering final remarks. 

 

2. Literature Review 

2.1. Brand Sensitivity  

Brand sensitivity is the extent to which consumers actively consider brand information when making buying 
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decisions (Zablah et al., 2010). In essence, it is the possibility of buying a well-known brand, rather than an 

unknown or generic brand product, relied on differences in product and situation variables (Lachance et al., 

2003). However, consumers with low brand sensitivity would tend to buy unknown brands (Kong & Phau, 

2010). Thus, if the consumer is not sensitive to the brand, he may postpone the purchasing decision, or even 

more, he will select a different brand (Michon & Changeur, 2003) even though sensitivity is not limited to 

purchase decision (Sohier, 2004). In the horticulture sector, fresh food products are sensitive enough (Riezebos 

& Zimmerman, 2005) and consumers select branded FFV when they have no further information (Lindroos, 

2018). Kapferer and Laurent (1992) divided brand sensitivity of consumers into four aspects: (1) emotional 

attachment to brand,  (2) the importance of brand to other attributes, (3) the brand information as a determining 

criterion in the choice process, and (4) priority assigned to the brand in the purchase decision. As a key 

ramification of Zainuddin et al. (2007), brand sensitivity is an analysis of cognitive and emotional elements in 

purchasing fresh foods: 

 

2.1.1. Emotional Elements 

According to Lachance et al. (2003), a major factor affecting brand sensitivity is consumer involvement. 

Although consumers with a high level of involvement in FFV can make strong brand sensitivity (Van Vliet, 

2010), low involvement in buying fruits are shown that are positioned and marketed as a real brand 

(Timmermans, 2014). 

 

2.1.2. Cognitive Elements 

Brand attributes could be divided into the search, experience and credence (SEC) framework according to the 

degree of quality that buyers can discover at different stages (Darby & Kami, 1973, p. 68; Nelson, 1970, p. 312).  

 

Search Attributes (S)  

The complicated type of decision-making implies search for facts begun before the option. Making the decision, 

customers measure various brands and attributes in advance (Ampero & Vila, 2006). Extant research relies on 

product crispness and good quality as the most key attribute on consumers’ shopping trip behaviour (Petrescu et 

al., 2019; Zhllima et al., 2015; Cihat & Terrence, 2012; Shaharudin et al., 2010; Mahaliyanaarachchi, 2007). 

Furthermore, numerous research were revealed to organoleptic properties as a detrimental attribute such as 

tomatoes (Anastasiadis & Van Dam, 2014), carrots (Schifferstein et al., 2019; Lee et al., 2013), cucumbers (Lee 

et al., 2013), and potatoes (Paakki et al., 2016; Leksrisompong et al., 2012).  

To give an illustration, colour is used as an indicator of product crispiness, ripeness, or nutrient content because 

of  its changes may be interpreted as valuable information (Leksrisompong et al., 2012) and subtle colour 

differences have an essential impact on expected food preference and food quality evaluation (Schifferstein et 

al., 2019). The colours of most products generally shifted in the direction of the less chromatic colours, with 

bananas also becoming less greenish and lettuce, cucumber, and red apples all three becoming more yellowish 

over time (Lee et al., 2013). However, when the colour differences are tremendous and atypical for the product 

in the sense that it cannot be related to the usual processes of maturation or decay, the consumer will probably 

conclude that this fresh food product is not a regular product, such as blue potato (Paakki et al., 2016).  

Finally, packaging such as tomatoes can enhance the product's value with its attractive design and unique 

character (Utami et al., 2016). In some cases, however, fresh food product packaging is vague. Although it can 

communicate information to the consumer and make the food more comfortable to handle, it can harm the 

consumers' perception of food as "fresh", resulting in negative brand perception. It is, therefore, vital to 

vegetable processors to take the packaging of their products seriously since inadequate packaging may 

negatively affect sales of their vegetables (Silayoyi & Speece, 2004). 

 

Experience Attributes (E) 

Post-purchase is the final stage of the consumer-decision process that consumers buy the FFV, measure their 

value, and the level of customer satisfaction may be higher than their results (Blackwell et al., 2006). The levels 

of satisfaction were further expressed through specific items such as the quality of FFV (Bakhtiar et al., 2012). 

For instance, flavour-taste perception is a significant factor of FFV in consumer decision-making (Timmermans, 

2014) and may be especially influenced by flavour recognition or flavour intensity (Spence et al., 2010). For 

example, sweetness in fruits has been reported to be a vehicle of liking for pome fruit, such as apples and pears 

(Cliff et al., 2016), stone fruit like nectarines and peaches (Crisosto & Tonutti, 2015), or kiwis (Jaeger et al., 

2013), mandarins (Tarancón et al., 2020; Goldenberg et al., 2015), bananas (Bugaud et al., 2016), and melons 

(Menezes Ayres, et al., 2019). 

 

Credence Attributes (C)  

A Kapoor and Kumar’s study (2015) showed that consumers pay more attention to credence than to search and 

experience attributes during consumers purchasing decisions.  Extant research was focused on credence 

https://www.sciencedirect.com/science/article/pii/S0950329318302933#b0130
https://www.sciencedirect.com/science/article/pii/S0950329318302933#!
https://www.sciencedirect.com/science/article/pii/S0950329318302933#b0125
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attributes such as pears (Asioli et al., 2016), and apples (Lee et al., 2013), tomatoes (Meyerding et al., 2019); 

Skreli et al., 2017; Yin et al., 2017; Anastasiadis & van Dam, 2014; Biguzzi et al., 2014; Bashir, 2012; Bhatta et 

al., 2010; Thøgersen, 2009; Verbeke, 2008) 

Speaking about the production process, there are three different labels on FFV, depending on the method of 

cultivation/production: (Pashova & Radev, 2021): (1) organic [e.g. free of synthetic pesticide (herbicides, 

insecticides or fungicides), genetically modified organisms, and growth regulators], (2) conventional (i.e. 

pesticides, herbicides and fungicides are used in the production of conventional fresh fruits and vegetables to 

protect crops and plants from pests), and (3) genetically modified organisms (GMOs) (i.e. the genetic material 

(DNA) is altered in a way that does not naturally occur through reproduction and/or natural recombination).  

Thereafter, according to European Union (EU) reglementantions, a system of quality labels was established in 

1992:  Protected Designation of Origin (PDO), Protected Geographical Indication (PGI) and Traditional 

Specialty Guaranteed (TSG) to assure the quality of the agri-food products (European Commission, 2021). Food 

producers all across Europe wonder whether the increased use of EU quality schemes (PDO, PGI and TSG) 

would be a conducive tool in marketing strategies or not (Grunert & Aachmann, 2016). In the FFV category, the 

largest number of product names registered under the PDO label in Greece, Italy, Poland, and Spain (Sadílek, 

2020). The local, regional, and traditional brands play a vital role in consumers’ choices (Fernández-Ferrín et 

al., 2018; Profeta et al., 2012). The most consumer attention to, is food origin (Walaszczyk & Galinska, 2020; 

Asioli et al., 2016). Based on a study in the spinach and carrots market, consumers are more eager to pay a 

premium for local spinach over one that was not labelled. This difference highlights consumers’ perceptions of 

“locally grown” as an indicator of safety in their food supply (Nganje et al., 2011).  

Lastly, sustainability (Saba et al., 2019) and traceability (ISO 22005, 2007) information may lead to increased 

consumer trust in credence attributes (Aung & Chang, 2014; Hansstein, 2014; Menozzi et al., 2013; Myae & 

Goddard, 2012), For instance, consumers were eager to pay for organic tomatoes when the credence attribute is 

associated with labels and information (Skreli, 2017; Bashir, 2012; Bhatta et al., 2010; Thøgersen, 2009) due to 

their guarantee of origin and stricter production control (Verbeke, 2008).  

 

 
Figure 1. Conceptual framework of Brand Sensitivity 

 

3. Methods 

The study adopted an explanatory sequential mixed methods design, which integrates the quantitative and 

qualitative methods during the interpretation phase (Draucker et al., 2020) enabling the researchers to 

triangulate results based on both data collections and analyses (Bernard, 2017). First, the quantitative data were 

collected and then proceeded to the collection of qualitative information through semi-structured interviews, 

used to “shed some light on the quantitative findings” (Bryman et al., 2008).  

 

3.1. The quantitative phase of the study 

3.1.1 Participants  

A total of three hundred and nine (309) consumers were interviewed in hypermarkets (4.8%), supermarkets 

(54.8), minimarkets (3.3%), street markets (42.6%), and greengrocers (38.9%) for this study in Katerini city, and 

two hundred and seventy (270) questionnaires were valid. This represents a valid return rate of 87.37% (30.4% 
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males and 69.6% females). Of all of the participants, 48.5% aged between 18 and 24 years old, are holders of a 

university degree (47.8%) and receive an annual family income ranged from 5.000-15.000 euros (39.3%). 

3.1.2 Measurements  

A questionnaire was chosen as the instrument of this study which contained 32 variables in total. Firstly, brand 

sensitivity: M=3.7 (92.5%) was measured using a 7-point Likert scale anchored by (1) = ‘strongly disagree’ and 

(7) = ‘strongly agree’ (Lachance et al., 2003). Secondly, SEC framework - adapted from Nelson (1970 p. 312) 

and Darby and Karni (1973, p. 68): Search attributes - M=3.86 (77.2%), Experience attributes - M= 4.39 

(87.93%), Credence attributes - M= 3.98 (79.68%) and measured by (1) = “not at all important” and (5) = 

“extremely important”. Finally, demographic characteristics: comprising closed-ended questions along with 

using multiple choices (gender, age, education level, annual family income, occupation). 

 

3.2. The qualitative phase of the study 

An in-depth semi-structured interview was conducted for the qualitative research phase with a producer/farmer 

(PF)-oriented in the scallion market in Katerini. The interview was scheduled sending the program in advance. 

Experienced researchers performed the interview face-to-face while an assistant took notes. The interview lasted 

approximately 2 hours.  

 

3.3. Data analyses and mixing the findings 

In the quantitative findings, the analysis revolves around the proposed development model of brand sensitivity 

(Figure 2; for purposes of clarity, the figure visualizes only the model paths explicitly stated in the H1, H2, and 

H3 - Darby and Kami, 1973, p. 68; Nelson, 1970, p. 312). The qualitative findings, on the other hand, were 

based on the production process of the scallions market (Figure 3). Notably, the qualitative phase is drawn upon 

the quantitative phase and the findings are connected in the results. From the above pieces of evidences, this 

study suggests the following hypotheses: 

 

H1 – Search attributes of scallions influence brand sensitivity 

H2 – Experience attributes of scallions influence brand sensitivity 

H3 – Credence attributes of scallions influence brand sensitivity 

 

 

 

Figure 2. Proposed development model of Brand Sensitivity 

 

4. Results 

4.1. Quantitative findings 

Our data demonstrated that consumers revealed a low level of involvement in scallions which also implies low 

brand sensitivity. They are interested in buying a well-known brand, rather than an unknown or generic brand of 

scallions (57.8%). More precisely, consumers indicated that they do not select branded scallions when they do 

not have further information about the allium products (54.9%). This may occur in complementary products 

(47.5%) that consumers do not spend so much time on research in the supermarket trip (49.2%), although they 

purchase FFV daily (51.9%). From the above pieces of evidences, this study suggests the following hypotheses: 

 

As can be observed in Table 1, search attributes associated with appearance (e.g. ripeness, crispness, 

cleanliness) seem to be important for consumers who were especially interested in purchasing an appealing 

scallion.  In contrast with Xian-hui et al. (2017) study, price as an attribute did not reveal a great impact on 
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scallion products related to credence attributes, package and freshness of leaves. But Pearson's correlation 

analysis of “price” as well as “packaging and brand sensitivity showed that there is a statistically significant 

relationship (p<0.05). In terms of the organoleptic properties, there is also a statistically significant relationship 

between “size”, “ripeness” and brand sensitivity, essentially among the attributes “crispiness” (.294) and 

“cleanliness” (.345). Except for “shape” and “colour” (p>0.05), all other organoleptic properties appear that the 

correlation coefficient is strong. 

 

In experience-related attributes, such as “taste”, “flavour”, and “natural durability”, were also pointed out as key 

information for facilitating consumer choice decisions along with brand sensitivity (p<0.05). It appears that the 

correlation coefficient for all three attributes is strong: “taste” (.242), “flavour” (.286), and “natural durability” 

(.274). Hence, in line with Wertheim-Heck’ study (2003), the experience attributes of FFV can enhance brand 

sensitivity. 

 

Finally, Pearson's correlation analysis of credence attributes was also extremely relevant for consumer liking 

expectations. The findings of the PDO, PGI and GPI brands were in disagreement with Velčovská (2018); these 

quality schemes were not low due to sufficient awareness of the EU (p<0.05). It indicates that the correlation 

coefficient is strong for all attributes:  “PDO-PGIO-GPI” (0.254), “traceability” (.253), sustainability (.202), 

pesticide-free (.188), and preservative-free (.204). 

 

 

 

 

Table 1. Brand attributes for allium vegetables (scallions) 

S

E

C 

Attributes 

Not at all 

Important 

Slightly 

Important 
Total 

Moderately 

Important 
Important 

Extremely 

Important 
Total Mean 

Total 

All 

n n % n n n % % N 

S 

Price 50 63 44.85  56 79 22 37.40 57 270 

Packaging 8 19 10.00 34 125 84 77.40 79.2 270 

Colour 18 15 12.22 38 103 96 73.70 78 270 

Size 8 29 13.70 69 113 51 60.74 72.6 270 

Shape 17 32 18.14 87 90 44 49.62 68.2 270 

Ripeness 5 13 6.66 15 139 98 87.77 83.2 270 

Crispness 3 9 4.44 9 67 182 92.22 91.2 270 

Cleanliness 3 8 4.07 18 75 166 89.25 89.2 270 

E 

Taste 3 10 4.81 5 82 170 93.33 90 270 

Flavour 2 13 5.55 22 93 140 86.29 86.4 270 

Natural durability 2 11 4.81 16 96 145 89.25 87.4 270 

C 

PDO-PGI-GPI 11 30 15.18 56 91 82 64.07 75 270 

Traceability 11 36 17.40 55 111 57 62.22 72.4 270 

Sustainability 10 25 12.96 38 105 92 72.96 78 270 

Pesticide-free 8 19 10.00 16 63 164 84.07 86.4 270 

Preservative-free 6 15 7.77 16 81 152 86.29 86.6 270 

 

4.2. Qualitative findings 

Plant Material: Scallions, also known as green onions or spring onions or sibies, (Allium cepa L) produced 

under usual cultivation practices of the PFs in Katerini. The PF uses management practices for consistently 

differentiate products and the appropriate control of the biological variability of the scallion attributes. To 

establish the product’s consistent quality, it seems appropriate to examine the level of control PF have over the 

biological variability of the product. This would create consistency of attributes desired by consumers within 

scallions. If the consistency of a key attribute can be controlled, consumers would anticipate the product to be 

branded accordingly. There are five stages with regards to the production process, which are the following 

(Figure 3): 

 

 

 

 

Soil preparation Sowing Cultivation care Harvesting Packaging and storage 



 

217 
 

Figure 3. The production process in the scallion market. 

 

1st Stage: Soil Preparation: Initially, the production process in scallions starts by preparing the soil. Scallions as 

a product are not very demanding in the soil and therefore thrive in all types of soil.  

- The soil is due to a depth of 20-30 cm, mainly when the soil is brittle.  

- Weeds, stones, and roots from neighbouring trees are removed, adding digested manure in order not to cause 

burns.  

- The surface must be smooth, flat, fluffy, and free of lumps. 

 

2nd Stage: Sowing: The second stage in the production process is sowing.  

- As agricultural equipment is used as a pneumatic machine to sow the scallion seeds.  

- Planted in a fertile and well-worked place in late winter to early spring, at a distance of 50 points. 

 

3rd Stage: Cultivation care: Then, cultivation care is used to grow the scallions (60-90 days after sowing) 

rapidly. 

- Washed with the tap water frequently at intervals of 5 to 7 days, depending on the prevailing weather 

conditions (temperature, humidity, windy winds, and soil moisture) (Kasim, 2009). 

- Fertilized scallions monthly, preserving them green and growing since fertilizers are high in nitrogen. 

 

4th Stage: Harvesting: After sowing from 4 to 6 months, it is time to harvest the fresh scallions.  

- They are harvested by hand with the most common method which involves undercutting fresh scallions, 

pulling them up instantly, and gathering them into bunches.  

- Uprooted when the field is dry and the drying of the leaves has progressed to 50 to 70% placing them in the 

corner of the field, making sure the leaves are on top and the bulbs underneath to protect them from the sun.  

- The leaves are removed at a distance of 3 cm from the bulb and stored in a place with a temperature of 0-70 Co 

or 25-350 Co and low relative humidity. It would worsen the overall market quality of the commodity, making it 

unappealing, as appearance is the most crucial attribute during the purchasing decision of minimally processed 

products (Ragaert et al., 2004). 

 

5th Stage: Packaging and storage: Eventually, scallions are gathered from the crop and transported to the 

packaging and storage.  

- Colour readings were taken before and after storage on scallions per replicate at the white base. 

- According to the law, a bunch of scallions quantify at 150 grams. Bunches are tied together with two green 

rubber bands and cut the large unnecessary sheets,  

- The final packaging is neat and convenient (desired quantity, pick and take capability, prominent organoleptic 

characteristics). According to Brice et al. (1997), a good packaging for onions must ensure that their required 

weight is maintained under transport and storage conditions, that the air around the bulbs is sufficiently 

ventilated to maintain relative humidity within the required range, and that it provides, in many circumstances, 

the means to display legally required and commercially necessary information. 

 

5. Discussion and Conclusion 

The present study attempted to examine the interaction between consumers and scallions that has contributed to 

a classification of attributes according to the ability of the buyer to identify them. The distinction between 

search and experience attributes was made by Nelson (1970, p. 312) while the distinction of the third type of 

credence attributes was suggested by Darby and Karni (1973, p. 68). A conceptual model (Figure 1;2) was 

introduced that suggests the conditions that are likely to increase or decrease consumers’ tendency to select 

branded products versus lesser-known or generic products when choosing scallions otherwise referred to as 

brand sensitivity. The results showed that agricultural marketing has not been evolved enough.  

Based on the quantitative findings, the PF achieves to prepare the suitable quality of his scallion products to 

customers through his invariable production process (see Figure 3). This permits him to control the biological 

variability of the scallions. However, no brand name is applied for the scallion products, only bunches that are 

tied together with two green rubber bands.  In the quantitative findings, on the other hand, low levels of 

involvement in scallions were revealed that also implied a low level of brand sensitivity.  In fact, little research 

is needed in the scallion market since it is a complementary item in their shopping cart. Specifically, according 

to search attributes, buyers search products based on easy criteria prompting them to select the organoleptic 

properties due to appearance. To satisfy the customers, it is necessary to achieve a positive initial image. 

Turning to experience attributes, “taste, flavour, and natural durability”, were identified as the major 

information about consumers. Lastly, in credence attributes, all quality schemes were considered conducive for 

the consumers.  

Although the research has been conducted as complete as possible, some points are up for discussion. The first 
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observation relates to the amount of literature about branding in the horticulture sector as this is a new and 

recently upcoming trend and no sufficient investigation has been done. In particular, this research had to combat 

a lack of literature about the concept of brand sensitivity in the horticulture sector. The second observation 

concerns the absence of information on scallion products. Research attempts at scallions have not been 

investigated yet, providing an originality value for that paper, only by Xian-hui et al. (2017). Therefore, this 

opens up the field for future studies in other fresh agricultural products, mainly vegetables. It could also be 

extended to a group of like products. For example, apart from a research-related to a single vegetable, it could 

also be done on others allium vegetables (e.g. leeks, garlic, chives, shallots, and onions). This would cover a 

whole research group of vegetables besides enveloping a more comprehensive approach to branding fresh 

vegetables.  
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Abstract: 

When the Covid-19 crisis occurred, Greek organisations were confronted with inexplicable uncertainty, being 

almost unable to sustain their non-profit personality. Brand personality is an essential activity, which may assist 

non-profits to understand whether the beliefs of members match their own. Thus, the aim of the present paper is 

to outline the role of crisis management and communication on brand personality within the context of non-

profit organisations (NPOs). To accomplish this, an explanatory sequential mixed-method design was applied to 

triangulate the construct and explore the volunteering and donating perspective. In the first part of the 

methodology, a semi-structured focus group interview was applied with the “OPOTTE: Federation for Families 

with Three Children in Greece”, while in the second one, 213 families with three children were collected via an 

online structured questionnaire instrument. Quantitative and qualitative findings were integrated in accordance 

with the mixed data analysis, and these complemented one another. More precisely, findings suggest that Greek 

Non-profits organisations have faced plenty of experiences in crisis situations, and are familiar with how to 

proceed with an emergency due to an insecure mentality. 

 

Keywords: Brand Personality, Crisis management, Crisis communication, Non-profit organisations (NPOs), 

Covid-19. 

 

1. Introduction  

 

Since the outbreak of COVID-19 in China, the pandemic is marked as a cataclysmic event, like a medical 

emergency or an emotionally trying situation, and as a stark reminder of other similar previous viruses such as 

the SARS (Severe Acute Respiratory Syndrome) outbreak in China (2002), and the MERS (Middle East 

Respiratory Syndrome) (2012): "creeping crisis" (Boin et al., 2020). During this period, many non-profit 

organisations (NPOs) had to interrupt operations or immediately adjust their service implementation structures 

(Kim & Mason, 2020).   

 

In an unforeseen outbreak, “the non-profit realm” faces both management and communication crises. As a 

result, non-profits have started to adapt their management and communication strategies according to their brand 

personality, in order to enhance it and magnify their visibility into the coronavirus pandemic. Due to their 

nature, NPOs can vitalize their own personality as human beings, which will influence how volunteers and 

donors communicate with NPOs. Individuals have come to personify brands as possessing personality traits 

(Rutter et al., 2018), let alone in the midst of a pandemic crisis.  

 

However, few studies of the non-profit sector have evolved around brand personality (Groza & Gordon, 2016; 

Shehu et al., 2016; Bang et al., 2014; Vanphavong, 2014; Stinnett & Waters, 2013; Sargeant, 2008; Voeth, & 

Herbst, 2008; Venable et al., 2005). To the best of our knowledge, none of these studies has also attempted to 

examine the effects of Covid-19 on the NPOs’ personality. Therefore, this crisis may be considered as a 

paradigm case and a rare opportunity to explore the construct of brand personality in a non-business entity.  
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2. Literature Review 

 

2.1. Crisis Management 

 

According to Coombs (2014), a crisis is identified as an incident that produces challenging and risky results. 

Even though many papers focus on the central planning of management during a crisis, post-crisis growth, and 

in preparation of potential crises (Deverell, 2013; DuBrin, 2013) the pandemic did not provide time for non-

profits to prepare using current tactics or proposals to minimize ambiguity (Shi et al, 2020).  

 

As noted by Renz (2020), this is a shift from risk management to risk leadership. It can be hard or impossible to 

schedule or maintain successful relationships or to adapt to increasing service demands when current schedules, 

personnel, and technology are disrupted (Shi et al, 2020). Today, one of the main difficulties that NPOs are 

facing is the lack of infrastructure and access to systems that permit working online (Non-profit Business 

Advisor, 2020) due to less capital (Sisco, 2012).  Based on surveys, approximately 30% of NPOs have a crisis 

management strategy in position during a crisis either due to resource problems (Bridgeland et al., 2009), or lack 

of knowledge of conditions within an NPO (Spillan & Crandall, 2002). 

 

Finally, reputation management appears to be an important element during a crisis that might cause 

unfavourable responses between stakeholders and people (Christensen & Laegreid, 2020). In the same vein, Kye 

and Hwang (2020) revealed that the Covid-19 pandemic crisis had a mixed influence on social trust, 

highlighting the value of risk management in building social trust.  

 

2.2. Crisis Communication 

 

Crisis communication is defined as a set of activities to identify people's concerns, allocate resources, promote 

safety, and enhance the understanding of risk among the citizens so that organizational stakeholders and the 

broader community can respond jointly and wisely in crises (Bell, 2010; Frandsen & Johansen, 2011; Palttala & 

Vos, 2011; Coombs, 2007a, 2007b). As reported by Haupt and Azevedo (2021), there has been a substantial 

uptick in contributions from NPOs to respond to community needs and collaborate with local and national 

agencies to provide support to those facing health and economic difficulties. Hence, it is apparent that NPOs 

need to invest in crisis communication preparation to minimize the effects of the crises they will face (Jordan et 

al., 2016; Coombs, 2014). 

 

Drawn upon Carlsen, et al. (2020), they emphasise the significance of social platforms in providing emotional 

support and has been settled as a key driver of what people comprehend and respond to (Malecki, et al., 2020; 

Marston et al. 2020), particularly in circumstances of crisis such as the Covid-19 pandemic. This reinforces the 

fact that social media is a valuable technology for coordination in times of disaster and crisis (Carlsen et al. 

2020a; Albris, 2018). Due to the extended length of the pandemic and the challenges around it, leaders could 

mitigate the threat by constant interaction (Rao et al., 2020). Interestingly, data indicates that WOM is more 

powerful than many other marketing strategies (Berman, 2016).  Also, Jardine et al. (2015) revealed that people 

usually are dependent upon information that they gain from their friends and family.   

 

2.3. Brand Personality 

 

The notion of brand personality has been explored in a range of marketing and communication activities 

(Freling et al. 2011). Theoretically, brand personality reflected “the set of human characteristics associated with 

a brand” (Aaker (1997, p. 347). It is generally interpreted as the unique asset of the brand, what others call the 

“persona” of the brand (Venkateswaran et al., 2011).  

 

Brand personality also depicts an element of anthropomorphism – “the attribution of human characteristics or 

behaviour to a god, animal, or object (non-human beings)” (Brown, 2010; Waytz et al., 2010) – that influences 

members and brands (Tuškej & Podnar, 2018) and regarded as the metaphor foundation of brand personality 

(Capelli & Johbert, 2009, p. 1085). In the non-profit context, enrolled members can quickly ascribe human 

personality features to NPOs (Venable et al. 2003). Brand personality helps them to understand whether the 

beliefs of a brand match their own (Stride, 2006). By treating organisations as humans with unique personalities, 

could affect the interaction between the individuals and the brand (Esch et al. 2006).  As stated by Hou et al. 

(2009) and Faircloth (2005), brand personality is a useful tool through which non-profits express credibility and 

attract donors. It is determined as a vital cognitive process that influences members and brands (Tuškej & 

Podnar, 2018). 
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In this regard, Venable et al. (2005) outlined four relevant brand personality dimensions for NPOs: integrity, 

ruggedness, nurturance, sophistication. The dimensions of “sophistication and ruggedness” are similar to those 

developed by Aaker (1997). Besides that, the importance of trust and social exchange to the brand personality of 

an NPO is reflected in the two emerging aspects of integrity and nurturance that are specific to NPOs. The 

integrity factor is particularly significant for the NPO assessment as it represents the value of trust, dedication, 

and reliability as well as the positive impact of NPOs on their societies (Venable et al. 2005).  

 

3. Methods  

 

Due to the fact that human personality traits could be identified using both qualitative and quantitative research 

(Venable et al., 2005), the present study applied an explanatory sequential mixed methods design, which 

integrates the quantitative and qualitative methods in the interpretation phase (Draucker et al., 2020). Firstly, to 

measure non-profit personality, quantitative research is suggested (phase 1). However, as the pandemic 

phenomenon is current and previous literature is in scarcity, an exploratory approach for the data sources was 

used, in the qualitative research, including focus group interview, document analysis, and extensive secondary 

data collection (phase 2). A quantitative method was implemented first and then proceeds to the qualitative one, 

mitigating the negative influence of only collected data from a self-reported questionnaire.   

 

3.2. Phase 1 – Quantitative research 

 

In the quantitative phase of this study, a member perspective was approached by answering an online survey 

regarding the NPOs’ personality in times of crisis. Specifically, 213 out of 215 (response rate: 99.06 %) families 

with three children distributed for this study, 43.2% and 56.8% are males and females respectively, 45.1% aged 

between 45-55 and are holders of a university degree (36.6%).  In the questionnaire content, 24 variables are 

contained in total:  (a) Brand personality (M = 85.71%) were measured using items adapted from previous 

studies on a 7-point Likert scale anchored by (1) = ‘strongly disagree’ and (7) = ‘strongly agree’. Specifically, 

the Venable et al. (2005) model was adopted, outlining four relevant brand personality dimensions for NPOs: 

integrity, ruggedness, nurturance, sophistication which the dimensions of “sophistication and ruggedness” are 

similar to those developed by Aaker (1997).   

 

Among numerous brand personality scales, Venable’s scale was regarded as the most appropriate to measure 

brand personality in the NPO sector because of two facts: First, it is questionable whether Aaker’s framework is 

appropriate to measure brand personality in the NPO sector as her original methodology focused on profit 

organisations only (Sargeant et al., 2008). Besides, Aaker’s brand personality scale is questioned when applied 

to other cultures (Seimiene, 2012). Second, Voeth and Herbst (2008) combined two factors in the same 

dimension, which is difficult to measure for which factor and in what specific aspects.  

 

3.2. Phase 2 – Qualitative research 

 

A semi-structured focus group interview was conducted in the qualitative research over the videotelephony due 

to the restrictions from the Covid-19 pandemic. Seven executive managers/leaders of the Federation for families 

with three children in Greece (OPOTTE) were interviewed who also direct their own branch in accordance with 

their place of residence.  

 

Furthermore, the document analysis technique was used to incorporate the codes into themes similar to how 

focus group and structured interviews are analysed (Bowen, 2009). Drawn upon O’Leary (2014), three 

categories of papers are employed in the current study: public records (i.e. mission statements, policy manuals, 

the firm’s annual reports), personal documents (i.e. blogs, Facebook/Instagram posts, academic journals, 

newspapers), and physical evidence (i.e. posters). The secondary source material mostly contributed to the 

confirmation of primary data gained from interviews.  

 

Finally, due to the Covid-19 pandemic is an on-going crisis, it results in limited access to previous studies. In 

response, we analysed existing work on crisis management and communication under uncertainty, because NPO 

managers tend to make strategies to reduce the risk at times of crisis, fear, and uncertainty (Malecki et al., 2021; 

Carlsen, et al., 2020; Shi et al, 2020; Haupt and Azevedo, 2020; Kye & Hwang, 2020; Marston et al., 2020; Rao, 

2020; Boin et al. 2019). 
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3.3. Data analyses and mixing the findings  

 

The data analysis derived from the interviews, by using an inductive approach of the constant comparative 

analysis (Glaser & Strauss, 1967).  Thus, the grounded theory was selected to generate “categories from the 

data and then to analyse relationships between categories” while drawing attention to how participants' “lived 

experience" can be interpreted (Charmaz, 1990, p.1162). The analysis revolves around the model: Non-profit 

Brand Personality (Figure 1) which for purposes of clarity, the figure visualizes only the model paths explicitly 

needed.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. Results 

 

4.1. Quantitative-driven data 

 

In the first step, we composed an extensive list of personality items. We included the items from Venable et al. 

(2005) that reflect personality as well as items from personality scales assumed to measure human personality 

adopting items of the Big Five (Aaker, 1997). Participants were asked to imagine their own NPO as a person 

and to describe in their own words the brand personality.  

 

The results indicated that M = 6.00 for Brand personality. Therefore, the scale was constructed using 15 

adjectives to measure the brand personality factors: Integrity (M= 6.21, 5 items), Ruggedness (M = 5.88, 4 

items), Sophistication (M = 5.43, 3 items), and Nurturance (M = 6.00, 3 items). As can be expected, the brand 

personality of the NPOs is described as extremely important across all four dimensions (Table 1). 

Table 1. Structure of the Brand Personality measurement scale 

 

Items n = 7.00 % n = 7.00 % n = 7.00 % n = 7.00 %

Positive influence 6.28 89.71

Committed to the public good 5.82 83.14

Reputable 6.30 90.00

Reliable 6.26 89.42

Honest 6.38 91,14

Tough 6.21 89.57

Masculine 5.62 80.28

Outdoor 5.70 81.42

Western 5.99 85.57

Good-looking 5.85 83.57

Glamorous 5.60 80.00

Upper-class 4.85 69.28

Compassionate 6.00 85.71

Caring 6.06 86.57

Loving 5.94 84.85

Total = 15 items 6.21 88.71 5.88 84 84 5.43 6.00 77.57

Brand Personality (Venable et al., 2005)

Integrity Ruggedness Sophistication Nurturance

Four Dimensions (Mean values)

Integrity Nurturance Sophistication Ruggedness 

Brand 

Personality 

Crisis 

Management 

Crisis 

Communication 

Figure 1. Conceptual model of NPOs’ brand personality in the Covid-19 crisis 
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4.2. Qualitative-driven data 

 

In the second step, two prevailing dimensions are identified: (1) Crisis Management, (2) Crisis Communication.  

 

- Crisis Management - The findings demonstrated that the administration of the branches is adequate. Only a 

few divisions manage their organisations inefficiently as they need an increase in their funding. Despite of the 

fact that the administration was unaware of how to respond properly, the NPO addressed the Covid-19 outbreak 

effectively at the outset, as they tried to respond to the new changes as soon as possible. The Federation 

attempted to comprehend the situation and make decisions with an "open mind" by engaging in conversation 

with one another and reaching decisions after consensus.  Furthermore, not all the effects of the pandemic were 

unfamiliar to the management. More precisely, the financial effects were something that managers had dealt 

with some years before due to the economic crisis. What they didn’t expect was the fact of social distancing. 

 

- Crisis Communication - Prior to the pandemic, not every participant member of the Federation seemed to use 

social media, as the decision-making process typically took place in specific venues where they could gather and 

negotiate face-to-face. This proved to be one of the most critical concerns, as the NPO had lost touch with 

several members. The Federation was attempting to inform its members about its activities via the website while 

trying to coordinate each branch. Also, the NPO undertakes deeper efforts to highlight the members’ benefits. 

The aim of the promotion of the members’ benefits is to attract and foster more people to engage in the 

organisation. The members interpret those benefits as a reward for their actions. Before the pandemic, one of the 

most effective marketing techniques for promotion was the WOM tool. The branches used social networks only 

to upload some useful information and the results of their activities. After the pandemic, almost more than half 

of the NPO’s branches, especially those in big cities, highlight their activities, their image and their purpose, as 

the WOM in this kind of cities is almost impossible. Those who are allocated in small cities do not seem to 

emphasize with the same volume their activities on social networks, as the WOM still has its power.  

 

5. Conclusion and Limitations 

 

Non-profits face constantly changing situations, even hourly, seeking to adapt their services to the new normal. 

This is having an undeniable impact on Greek’s non-profit- sector. Taking the management crisis perspective, 

the OPOTTE accomplished to react appropriately to the outcomes of the crisis due to the efficient management 

before Covid-19. The administration sought to handle the situation with an “open mind” and form a “crisis 

team”. Paradoxically, each of them was familiar with how to handle an emergency, due to the economic crisis in 

Greece (2008). Hence, in the current crisis, the only unusual situation that they had to address was the 

phenomenon of isolation. This finding could be in accordance with Anastasiadou et al. (2020), regarding the fact 

that Greek people can handle a crisis due to their past. 

 

As far as the crisis communication is concerned, the branches made an effort to form an online communication 

with the members, due to isolation. Nevertheless, the spirit of their communication was based on their face-to-

face meetings. Only those who were familiar with social media before the crisis continued to be a part of the 

NPO. Notably, the majority of the members of the small towns, not only continued to support their purpose but 

more people joined the branch, with WOM having a significant role in their actions. It could be conjectured that 

even though social media is a vital tool for communication during Covid-19 (Carlsen et al., 2020; Albris, 2018; 

Birkbak, 2012), it had a minor effect on peoples’ behaviour.  

 

Turning to the quantitative findings, the approach to brand personality extends the conceptualisation of the 

brand personality by infusing principles from its element of anthropomorphism to explicate the operation and 

effect of brand personality on member attitudes and behaviour. In particular, an activist and advocatory 

personality are displayed to the public based on the NPOs’ values and mission (Hankinson, 2001).  

 

Although the present research was carefully organized, major obstacles are impeded. Little attention has been 

drawn to the NPOs’ activity during the Covid-19 crisis in south-eastern Europe. The case in Greece pops up as 

an interesting study due to the fact that it emerges to be among the most financially affected countries in Europe 

and is an experienced country in a variety of crises. Expanding beyond the Greek border could be extremely 

beneficial for the non-profit brand personality in other national and cultural settings. Regarding the literature 

body, the current study focused on a singly type of NPOs and country as well, providing both academics and 

practitioners with a bird’s-eye view of the non-profit sector. Drawn upon a merely single type of NPOs could be 

a limitation itself (Brunel & Nelson, 2000). This opens up the area of the non-profit sector to extend beyond this 

limited sampling of organizations and explore additional subsectors. 
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Abstract: 

One of the most widely adopted techniques of e-shops to improve their customers’ experience, but also to 

increase their conversion rate and encourage upselling, is that during the visitor’s searching/browsing process, 

an automatic recommendation engine displays recommendations of more products, proposed either as 

alternatives or opportunities for matching buys. The success of a recommendation system, as reported by several 

authors (Kunaver and Pozrl, 2017) depends only partially on the accuracy of the algorithm i.e. its ability to 

successfully match customers with products which fit their needs. The desirable user acceptance and 

satisfaction, and eventually business goals such as customer engagement and up-selling, greatly depend on 

additional factors, which are related to the entire user experience. Shen and Ball (2009) studied the customers’ 

perceptions of personalised recommendations, showing that the main dimensions which affect RS usage from 

the customer’s point of view are the perceptions of accuracy, benevolence and process value. Shen (2014) 

further studied the expectations of customers from personalised recommendations and classified important 

factors of satisfaction or dissatisfaction by applying a critical incident technique on user comments captured 

from blogs and online discussions. Jugovac et al (2017) worked on the optimization of the recommendations  

based on accuracy and diversity, as well as individual user tendencies. Additional success factors were related to 

the customer’s expectations, perceptions and acceptance of the entire process, rather than the quality of the 

recommendation algorithm. 

 

The aim of this paper is to study the factors of recommendation system (RS) effectiveness from the viewpoint of 

the retail e-shops customers, firstly by verifying the findings of the existing literature in the particular case of 

clothing and accessory e-shops and secondly by clustering customers and identifying characteristic target groups 

with specific behavior. In this way, we aim at setting the basis for fine tuning our recommendation algorithms to 

specific target groups. A primary survey on the usage and perceptions of the recommendation system 

incorporated in an e-shop has been conducted using questionnaires. The survey was addressed to the users of a 

particular apparel retailer that specializes in fast fashion and offers clothing, accessories, shoes, and beauty 

products. The sample was 230 participants, from which 23,5% were men and 76,5% women. The 19.1% of the 

respondents were 18-24 years old, 69.6% were 25-35, 8.7% were 36-50 and 2.6% were older than 50 years old. 

Based on the reported work in the area of users’ stances on RS (Shen, 2019, Shen 2014, Knijnenburg et al., 

2012, Judovac 2017), the main concepts were identified as the quality of the algorithm (including accuracy and 

diversity/serendipity), process value perception (including usefulness, easiness and enjoyability) and trust 

(including benevolence and security/privacy), as well as preference stability. In the current work, in order to 

capture these concepts, we constructed a short questionnaire with 25 questions in total, including gender, age 

and educational level, as well as measures of the effectiveness of the RS (i.e. frequency of clicks and buys, as 

reported by the respondents). The questions on stances were formulated as 5-point Likert scales, based on the 

literature. 

 

In order to study the factors in the respondents’ stances and identify individual groups, we performed a 

combination of Multiple Correspondence Analysis (MCA) and Hierarchical Clustering on Principal 

Components (HCPC) (Benzecri, 1992, Greenacre, 2007). The application of MCA on the Burt table, including 

all 25 variables showed that the first two most significant factors, explaining 43.2% of the information, 

expressed the overall success regarding the quality of the algorithm, the process, trust and resulting 

effectiveness. The mean respondent stance was positioned close to the positive side, while the most powerful 

predictors for overall positive stance were to agree that the system adapts easily to the users’ preferences when 

they change, the suggestions match their interests, and that the whole application is trustworthy (especially 

regarding anonymity). Factor 3 (5.1% of the information) was interpreted as the benevolence factor, revealing 

that many customers make use of the recommendations with caution, being moderately satisfied and having 

high expectations for benevolence, while others seem to be negatively positioned against recommendations, 

expressing low trust and low expectations for benevolence. 
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The clustering method resulted in 3 clusters, which represented the negative, moderate and positive overall 

stance respectively: 

C1. The negative group, including 49.6% of the respondents. The members of this group expressed moderate 

or low overall satisfaction, moderate agreement that they trust the recommended items to be consistent with 

their preferences and low enjoyment. 75% of them stated that they sometimes click on recommended items, 

while this cluster includes the 73% of the respondents who feel that they are bombarded by useless 

recommendations. 

C2. The moderate group, including 38.3% of the respondents. Most of the members of this cluster expressed 

high agreement (i.e. selected 4=agree in the 5-point Likert scale) with the overall satisfaction, overall trust, 

agreement that the recommended items fit their profile and are consistent with their preferences, and that the 

process is easy and enjoyable. They did not emphasize on benevolence, since it does not seem to affect them 

whether the system serves their own interest rather than the one of the e-shop. 55% of the respondents of this 

cluster stated that they often click on recommended items and 18% of them that they often buy the proposed 

items. 

C3. The positive group, including 12.2% of the respondents. The members expressed very high overall trust to 

the system, overall satisfaction and they strongly agreed that the process is enjoyable and useful. 64% strongly 

agreed that the RS helps them discover items they wouldn’t find, 43% that the recommended items match their 

preferences, and 71.4% state that they often click on recommended items. This cluster was positively associated 

with the age category 36-50. 

It was interesting that when projecting the clusters on the factorial axes 3 and 4, it was found that both cluster 1 

(negative) and cluster 3 (positive) cared about trust and benevolence, while cluster 2 (moderate) did not trust the 

system but also did not have such expectations. 

 

The results verified that the ability of the recommendation algorithm to produce accurate recommendations in 

retail e-shops is as essential as the quality and the trustworthiness of the entire process. An accuracy quality 

which stands out was the ability of the system to easily adapt to the changing preferences of the customers. 

Although the mean stance of the respondents was in general positive regarding the usefulness of the particular 

system, a large segment has been identified which expressed moderate satisfaction and high expectations that 

the system should be trusted to serve their own interests rather than the shop’s. The same expectations were also 

expressed by customers who adopt a fully positive stance, and who trust and often respond to the offered 

recommendations. In conclusion, it is suggested that a key success factor is to carefully consider benevolence in 

both the design of the recommendation process and the tuning of the algorithm. This is achieved when the 

system only recommends items carefully selected to match the user’s preferences, avoiding to “bombard” 

customers with unsolicited selections. The quality of the process is further strengthened when the system 

provides a reasonable justification for the linkage between customer and product. 

 

Keywords:: Recommendation systems, customer stances, clustering, correspondence analysis 
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In addition to its tremendous effects on public health, COVID-19 has caused a major economic impact on every 

region and every industry and, ultimately on all aspects of human life. The paper focuses on its impact on global 

retailing and some emerging trends of consumer behaviour caused by the health crisis. It appears that some 

incremental changes in consumer behavior are accelerated by the current climate, but whether these changes are 

temporary or permanent remains unclear. The consequences of the pandemic on the retail sector are 

characterized as heterogeneous and the long-term effects are yet to be determined. The research also refers to 

the advances in technology that have reshaped retailing and to the policies that need to be taken in order to 

support the sector. 
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Abstract: 

Customer experience is a determinant factor of consumer behavior and an important strategic goal for any type 

of companies (Hossain et al., 2020; Lee et al., 2019). Customers' perceptions regarding their experience are 

generally related to the way the product or service is provided (Farah, Ramadan & Harb, 2019), while they are 

largely related to the marketing outcomes of an organization (Mishra, Singh & Koles, 2021). Regardless of 

industry and sector, companies are trying to adapt to the digital world, focusing on how they can develop digital 

capabilities and features, create more digital offerings and, to a lesser extent, pioneer in this multi-channel 

environment (Tsekouropoulos, 2016). In this context, the present study aimed to investigate consumer 

experience in relation to the quality of the channel integration within the omnichannel environment of retail 

companies. The survey was conducted using a questionnaire on a sample of 669 consumers and the results 

showed, among others, that the overall consumer experience was found to be more influenced by the actual 

consumer experience of the product customers received and the overall interaction they have with a company. 

Furthermore, consumers expect a combination of available channels, with the quality of their integration to 

determine and significantly affect the overall consumer experience they receive as well as the offer of a high 

level of consumer experience by the retailer, has additional benefits that are related to other dimensions of 

consumer behavior such as customer satisfaction, behavioral loyalty intentions and word of mouth behavior. 

 

Keywords: Omnichannel marketing, Customer experience, Channel integration quality 

 
 

References: 

 

Farah, M. F., Ramadan, Z. B., & Harb, D. H. (2019). The examination of virtual reality at the intersection 

of consumer experience, shopping journey and physical retailing. Journal of Retailing and Consumer 

Services, 48, 136-143. 

 

Hossain, T. M. T., Akter, S., Kattiyapornpong, U., & Dwivedi, Y. (2020). Reconceptualizing integration 

quality dynamics for omnichannel marketing. Industrial Marketing Management, 87, 225-241. 

 

Lee, Z. W., Chan, T. K., Chong, A. Y. L., & Thadani, D. R. (2019). Customer engagement through 

omnichannel retailing: The effects of channel integration quality. Industrial Marketing Management, 77, 

90-101. 

 

Mishra, R., Singh, R. K., & Koles, B. (2021). Consumer decision‐making in Omnichannel retailing: 

Literature review and future research agenda. International Journal of Consumer Studies, 45(2), 147-174. 

 

Tsekouropoulos, G. (2016). Green Marketing and Entrepreneurship: The Strong Environmental Value 

For sustainable Development. Book of Economics and Governance of Sustainability: Tourism and New 

Media, 378(9), 37-45. 

  



 

235 
 

 

 

 

 

 

 

 

 

Services Marketing 
 

  



 

236 
 

Healthy Food Experiences for Children as Value-in-Use Offerings: A 

Cross-cultural Qualitative Study 

 

 

 

 

 

Nikos Kalogeras  
Sustainable International Business (SIB) research center, International Business School, Zuyd University  

Brusselseweg 150, Maastricht, the Netherlands, nikos.kalogeras@zuyd.nl  

 

CORMEC-Marketing & Consumer Behaviour Group, Business Section, Wageningen University & Research 

Hollandseweg 1, Wageningen, the Netherlands, nikolaos.kalogeras@wur.nl  

 

 

 

 

 

 

Abstract: 

We conceptualize and validate healthy food experiences as value-in-use offerings. We study the learning 

process in the development of food beliefs and preferences of children (6-12 years-old). Building on the 

experiential learning theory (ELT), we emphasize on the experiential aspects before and during food 

consumption. We examine empirically the development of healthy food communication adopting a service 

science approach and a multi-stakeholder perspective that both focus on the study of experiential aspects in the 

entire food consumption process. With data from pupils in Germany, Greece, and the Netherlands, we apply a 

service science design that retrieves data from multiple-stakeholder sources. The key data come from workshops 

with children and other stakeholders (e.g. teachers, grandparents, parents), and expert interviews with project 

team members. Our results indicate that experiences are needed to mediate the ideas assimilated from the 

outside world in order to form new beliefs and preferences that, eventually,  drive the consumption of healthy 

food products for children. Several external factors such as children contact with grandparents and TV cooking 

shows appear to importantly influence the formation of a child’s food beliefs’ and preferences’ development 

over time. Moreover, hedonic and functional benefits and need for expertise seem to influence healthy food 

experiences and should be accounted for the design of healthy food campaigns to children. Interestingly, the 

results also reveal cross-cultural diversity. Children in Greece are much more inclined to follow family eating 

habits and being influenced by their emotions and grandparents’ behaviour rather than children in the 

Netherlands and in Germany. Dutch and Greek children are less prone to hedonic benefits rather than German 

children. Altogether,  these results demonstrate that when the application of a service science design allows us to 

gain crucial insights regarding the development of communication integral to healthy food experiences for 

children, 
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Abstract 

Air transport is growing rapidly today. Currently, airports are claiming a focal point at a destination’s economic 

competitiveness, especially among island tourist destinations, focusing on passenger satisfaction, with the 

provision of upgraded services. The needs, however, are constantly evolving and their investigation is very 

useful so that the services can be adapted accordingly. For popular island tourist destinations dependent on 

airports, this exercise is of paramount importance. In this research, the overall performance of Heraklion 

International Airport "Nikos Kazantzakis" was examined after the recent changes in the building facilities, based 

on travelers’ independent ratings. According to the empirical findings the most important factor that seems to 

need improvement is the internal environment of the terminal. 

Key words: Passenger Satisfaction, Service Quality, Heraklion International Airport, IPA 

 

Introduction 

The main purpose of this research is to examine the level of travelers’ satisfaction levels at the Heraklion 

International Airport (HIA) visitors’ satisfaction for the services provided, through the examination of their 

perceptions and their expectations.  In order to study visitors’ satisfaction, we investigate their travel habits, 

factors influencing the choice of tourist destination, their expectations and experience from the HIA and their 

profile. Heraklion International Airport is the main gate to the island of Crete, and to a large extent, shapes 

travelers’ first and last impression of the island. Unfortunately, over the recent years, the HIA has received 

considerable attention in the press, as a result of travelers’ negative experiences after their encounter with the 

airport’s facilities and the services offered therein. In response to this adverse publicity, the regional authority of 

Crete, along with the co-operation of the private sector recently completed a major renovation project at the 

airport. The project focused on the physical expansion of the airport, the improvement of facilities offered, as 

well as improving travelling experience (focusing mainly on the commercial side of the airport).  

Despite the recent (during 2018) renovation of the HIA interiors, continuous independent assessment of 

travelers’ opinions (on electronic platforms such as skytrax) indicate that there are still significant differences 

between passengers' expectations and perceptions about the quality of services offered, suggesting that there is 

room for improvement. Most sources of dissatisfaction are related to the adequacy of health and sanitary 

facilities, cleanliness and safety. On the other hand, the airport staff and the services they provide are evaluated 

quite positively in relation to the other features. Hence, the aim of the current research work is to identify and 

map these gaps of airport service quality at the HIA.  

Literature review 

The existing literature on airports’ operation and services contains various studies from very different 

perspectives. Some of them focus on the expectations and experience of passengers, some on the operational 

efficiency and airport productivity and others explore and evaluate the quality of services offered by the airport 

in relation to its passengers’ satisfaction. According to Fodness & Murray (2007), passengers’ behavior and 
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their expectations about airport services depend upon passengers’ profile and their demographic characteristics 

(gender, age, income etc.), travel motivation (leisure, business reasons, etc.) and conditions. In addition, 

research shows that passengers’ expectations and requirements are independent on ticket prices with which they 

travel (Carsten & Heyns, 2012). In other words, their satisfaction with airport services is not affected by 

traveling with low cost airline. Airport management often perceives the performance of the airport in a very 

different way in relation to passengers’ perceptions, so the quality levels of an airport should be based on the 

perceptions of the passengers and not on the specifications of the respective entities. Lubbe et al. (2011) report 

that the key measure of evaluating activities and services within an airport are passengers’ opinion. In order to 

study and evaluate services, Fodness & Murray (2007) proposed the methodology through the Gap Theory of 

Parasuraman et al. (1988) which studies the dimensions of passengers' expectations in relation to the quality of 

the services provided. 

Regardless of how the management of an airport handles passenger complaints, almost everyone identifies 

similar issues regarding the satisfaction of their passengers / visitors. The main issues concern the speed of 

movement within the airport, the cleanliness, the service of entrances and exits, the safety, the courtesy of the 

staff and the accessibility of the airport (Paternoster, 2007). 

In order to achieve the best service, the services provided at the airport should coincide with, or even exceed the 

expectations of the passengers, thus increasing their levels of satisfaction (Paternoster, 2007). Increasing 

passenger satisfaction can lead to increased loyalty and retention of passengers / visitors to an airport, and 

therefore to a destination, creating a competitive advantage for the destination, as a whole. This statement when 

placed within the appropriate context is of paramount significance for island destinations such as Crete.   

In this research, SERVQUAL was used in order to evaluate the perceptions and expectations of the HIA’s 

visitors, to identify the causes that result in quality deficits and dissatisfaction (quality gaps) and to demonstrate 

the appropriate measures to improve the overall quality of airport services. SERVQUAL has been successfully 

applied in many empirical studies related to customer satisfaction (e.g. restaurants, hotels, airlines, etc.) 

(Fodness & Murray, 2007), as well as in studies on service evaluation and passenger satisfaction within Airports 

(Atalic, 2009; Jiang & Zhang, 2016; Yang et al., 2015). It is generally considered a reliable tool for evaluating 

the efficiency and quality control of services (Fodness & Murray, 2007, Vrontis et al., 2013 etc.). After 

SERVQUAL we used the Importance - Performance Analysis (IPA) method in order to get more information 

regarding the differences in expectations and perceptions. 

Research Methodology 

In order to study passengers’ satisfaction levels, we conducted primary quantitative research through a survey 

questionnaire, translated in four languages (English, German, Russian and Greek). Following health and safety 

protocols due to the covid – 19 pandemic that spread over Europe during the period of the research, the research 

team decided to replace the face-to-face delivery of the survey questionnaire, requesting passengers to 

participate through scanning a QR code that led to the on-line version of the survey. Overall, the survey lasted 

from May 2020 to October 2020.   

Research Results 

The first research results presented are related to the visitors’ profile and travel behavior. According to the 

empirical data, 29.2% of the respondents were up to 25 years old, 57.8% were from 26-45 years old and 13% 

were from 46 to 66 years old. Regarding the gender of the respondents, 45.3% were men and the remaining 

54.7% were women. Regarding the professional situation, 8.5% of the respondents were entrepreneurs, 50.5% 

employees, 13.7% self-employed, 19.8% students, and the remaining 7.6% other categories (e.g., retired and 

unemployed).  

The present research partially confirms the findings from past surveys on Crete, at least as far as the socio-

demographic profile of the sample. Hence, it is not surprising that visitors from the United Kingdom (around 

18.5%), Germany (12%), France (9.2%) and the Netherlands (8.0%) represent the main markets in our sample. 
Finally, about the annual family income after taxes, 43.2% of the sample reported annual income up to 10000€, 

26.1% from 10001€ to 20000€, 17.9% from 20001€ to 40000€ and finally 12.2% reports more than 40001€. In a 

similar survey conducted in 2018 (Tzimpimpakis, 2018), the empirical data of the survey regarding income 

show a greater deviation towards the higher income categories. The vast majority of respondents (45% of the 

sample) travel more than three times a year for leisure. On the other hand, only 3% of the sample stated that they 

do not travel at all for non-business reasons. Regarding the purpose of their visit to Crete, 51.4% traveled for 
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vacation and relaxation, 13.4% traveled for business, 26.4% traveled to visit a relative and the remaining 8.8% 

traveled for other reasons.  

The following results concern gap scores that arose between passengers’ expectations and their perceptions of 

the quality of services provided to the HIA. More specifically, respondents were asked to answer two sets of 23 

questions. Then, the average of the passengers' answers for each criterion (question) was calculated for the two 

sets of questions (Expectations, Perceptions) as well as the differences between them (Quality Gaps) according 

to the SERVQUAL algebraic expression. 

[Table 1 - Here] 

According to the empirical results, the biggest difference between the perceptions and expectations of the 

respondents regarding the HIA mainly concerns the internal environment of the HIA, and to a lesser extent the 

other categories of quality criteria used in the present survey. More specifically, the cleanliness and adequacy of 

the personal hygiene areas (toilets), cleanliness of the common areas, the comfort of the seats in the waiting 

rooms, internet access | Wi-Fi, the acoustics of the announcements at the airport as well as the adequate air 

conditioning at the airport, gather the most 'complaints' and negative reviews. So, the most problematic area, 

where the biggest service quality gap exists is identified mainly in the level of cleanliness of both personal and 

public areas of the HIA. It is noteworthy that the above mentioned results align perfectly with the conclusions 

drawn from the previous study on service quality at the HIA (Tzimbimpakis, 2018), before the renovation 

program took place.  

The renovation programme, completed in 2018, focused upon the physical expansion of the airport, while at the 

same time improvements were also underway at the commercial facilities and services offered therein.  

Nevertheless, and based on the available data, it seems that the passengers’ views have not changed 

significantly. The problem regarding the facilities and the internal environment of the airport still exists. 

The biggest quality gaps are presented in factors such as safety, as well as the procedures related to the internal 

environment of the airport (e.g., cleanliness and adequacy of sanitary facilities, cleanliness of public areas inside 

the airport). On the contrary, the arrival services as well as the additional services provided stand for the lowest 

quality gaps among the respondents. Naturally, the factors of importance, as these were identified by the 

visitors, were also the same as the factors of dissatisfaction. 

Through the comparative analysis between the most important criteria of respondents' expectations and the 

criteria with the largest quality gap, it is also observed that several of the criteria appear in both cases. In other 

words, while they are characterized as important by the passengers, they also show the biggest quality gap (e.g., 

cleanliness and sufficiency of toilets, cleanliness of common areas). This should be of great concern to the 

airport management as the improvement of these criteria will lead to a more significant improvement in the 

overall image of the airport, compared to some others. According to Yang et al. (2015), the physical 

environment of an airport is directly related to the psychology of users and has the greatest impact on 

passengers.  

The Importance - Performance analysis (IPA) focuses more on this issue, the results of which are noted below. 

Using the Importance - Performance Analysis (IPA) method as a tool for administrative decision making in 

conjunction with the SERVQUAL model, provides added value in drawing important conclusions regarding the 

differences in expectations and perceptions.  

According to Martilla & James (1977), the four quarters in the Importance - Performance analysis focus on the 

following. The first quarter focuses on where a company's efforts should be focused (concentrate here), as 

customers give great importance on the criteria under consideration, while the company's performance is below 

average. The second quarter focuses on maintaining the practices and actions in which the company - the 

institution performs well (keep up the good work). This fact in terms of marketing means either an opportunity 

to acquire or maintain the competitive advantage of the company / organization. The third quarter focuses on 

actions that are low priority for the company and the organization (low priority). In the third quarter, the low 

importance and the low performance of the company and are identified showing the low priority criteria for 

improvement in relation to the rest. They are characterized as small weaknesses of the business and do not 

require additional effort. The last, fourth, quarter focuses on issues of minor importance to the business or 

institution (possible overkill). In the last quarter, it is demonstrated a misconception of the company to continue 

to maintain high performance in criteria that customers consider minor. In other words, the company ignores the 
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opportunity cost from the alternative use of resources in criteria that would yield more. The results of the IPA 

analysis are presented in the chart below  

[Chart 1 here] 

The criterion that figures in a prominent position of the 1st quarter and is characterized as particularly important 

but with very low efficiency (perception) is the cleanliness of the toilets. It is obvious that in places of intense 

gathering of the public, as observed by the passengers in Airport areas, the general rules of health and safety for 

the protection of public health of passengers and employees should be strictly applied. Therefore, it is 

imperative to take relevant initiatives to drastically improve the criteria of the first quarter because they are 

characterized as quite important and can satisfy airport users much better. We should also mention the Wi-Fi 

criterion, given that in the age of digital technology and social media, it is inconceivable for businesses, and in 

this case the Airport, to be unable to offer online coverage of its passengers in all passengers’ waiting areas. 

In general, as the empirical data show, the internal environment of the airport as a whole still needs special 

attention from the authorities. Unfortunately, in comparison to a secondary research’s results based on data of 

Skytrax (2019), the above results are confirmed. Indicatively, the most negative evaluation has been received 

from Skytrax (from 2015 to the beginning of 2019 when results were collected) are the cleanliness of the public 

areas of the airport and the personal hygiene areas (65% of the answers). In addition, it should be mentioned that 

the above results are in complete agreement with the results of Tzimpimpakis (2018) recent study for the airport. 

Unfortunately, despite the ambitious effort made by the management in 2018 (airport expansion projects by 

3000 m2 and the renovation of the facilities), it seems that they failed to improve one of the main sources of 

complaints and dissatisfaction of the airport’s visitors. 

The second quarter (keep up the good work), includes the quality criteria that have been characterized by the 

passengers, as the most important and their possible coverage gives a competitive advantage to the Airport. So, 

in the 2nd quarter, all those criteria are included with high importance but also high efficiency and should be kept 

at the same level by the airport authorities. In this case it is observed that the check - in and passenger safety 

procedures, as well as the access to the airport, are considered by the respondents - visitors as procedures that 

the airport must continue to provide at the same quality level. In essence, the above criteria are above the 

average of passenger ratings for HIA. 

In the third quarter there is no concentration of criteria in a specific procedure, except perhaps in the case of 

access to the airport. In any case, and given that the majority of respondents are organized mass tourism 

passengers and less business travelers, it is obvious that they are not particularly concerned about Lounge 

rooms, nor about information about local destinations, they know in advance. The same apply for luggage 

wheelbarrows as they move in groups and with a limited number of luggage. 

Finally, in the fourth quarter there are only four (4) quality criteria, staff ‘s ability and courtesy, bank service 

availability, airport waiting areas comfort and passport control duration. This is the smallest number of criteria 

among the 4 quarters. This in itself is quite encouraging because it shows that those in charge of airport 

management have realized that they need to turn their attention elsewhere. It is recalled that this quarter 

indicates that the airport should pay attention and focus on other things, to improve the quality of services 

provided (possible overkill).  

Although the first two quality criteria do not make a big impression on us due to the nature of the visitors - 

demand at the airport, however for the next two it is a surprise they are in this quarter. So policymakers should 

no longer focus on room comfort | waiting areas at the airport, nor in the management of visitors during the 

passport control. On the one hand and in terms of rooms’ comfort in the airport, the specific result can be 

explained by the fact of the recent (2018) renovation - expansion. In this sense, someone could assume that the 

actions taken in 2018 had a positive impact and no additional effort is needed in this area. As far as passport 

control, the assessment is that since visitors already consider the HIA as a safe airport, then they do not need to 

devote additional resources to the passport control process, which means that it is already doing quite well. 

Conclusions 

First of all, it should be noted that either indirectly (Skytrax) or directly (previous research), the empirical results 

of the present research are confirmed in terms of quality levels in the services offered - procedures of the HIA. 

Visitors, regardless of the various renovation projects implemented from time to time, still express serious 

concerns regarding service quality at the HIA. In other words, we observe a 'failure' regarding the past 
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interventions carried out in the airport. This may be due to the fact that these past interventions were not aiming 

at the ‘consumer’, but instead on profit levels. 

According to the IPA’s results, it is an extremely important finding in a pandemic period that both quality 

criteria focusing on the process of passenger safety in the HIA are in the 2nd quarter. This provides a certain 

degree of optimism for policy makers. This finding is even more important because it reinforces a long list of 

research (Messaritaki et al. 2020, Eurobarometer, 2016) that have highlighted that Crete is considered as a safe 

destination. As the impact of the personal security will soon become even more important in tourism (Walters et 

al. 2019), this result is considered extremely important for the HIA and Crete as a destination in general. 

Another observation that often goes unnoticed is the fact that the connectivity criterion (Wi-Fi and internet) 

seems to require immediate attention. Apart from the fact that it is no longer justifiable not to provide internet 

connectivity within the airport, at the same time the poor connectivity of the airport is an extremely unfavorable 

business condition that directly affects entrepreneurship and the development of the local economy. In the age of 

digital technology and social media, it is inconceivable that the airport does not offer online coverage of its 

passengers in all areas and passenger lounges. 

According to the Importance Performance Analysis, we can provide a series of suggestions for the most 

immediate and targeted improvement of the services it offers to its visitors. The first intervention that should be 

carried out concerns the personal hygiene areas at the airport (their cleanliness and adequacy). Unfortunately, it 

seems that the problem of hygiene and sanitation facilities is quite acute in the ΗΙΑ, and concerns both the 

creation of new facilities, as well as their maintenance at a decent level of cleanliness. This shows the level of 

difficulty, as if we consider creation as an 'easy' energy, however maintaining them at high levels of cleanliness 

is the most difficult task. More or less the same applies in the case of the cleanliness of the interior of the 

airport.  

The main conclusion is that there seems to be a gradation in terms of the intensity of dissatisfaction with 

personal hygiene-related services to be at the top of it, while service and staff courtesy issues seem to be at the 

bottom of this informal rating. It is an interesting but also unpleasant remark that compared to previous research 

at the airport, before the renovation program, the above problems still concern the visitors of the HIA. This in 

turn is an indication of the timelessness of those problems. 
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Table 1: Quality Gaps 

 Expectations Perceptions  

 Average Std. dev. Average Std. ev GAPS 

AIRPORT ACCESSIBILITY      

Availability of means of transport from and to the HIA 4,16 (7) 1,06 3,18 1,16 -0,98 

External airport markings and signs 4,53 0,85 3,32 1,18 -1,20 

Proper placement of baggage carts / trolleys 4,23 0,97 3,20 1,12 -1,02 

CHECK IN PROCESS      

Fast check in process 4,44 0,85 3,43 1,17 -1,01 

Check in staff’s courtesy and service 4,59 (3) 0,83 3,76 1,05 -0,83 

SECURITY      

Sufficiency of security measures 4,55 (5) 0,87 3,36 1,11 -1,19 

Effectiveness of airport security measures 4,63 (2) 0,82 3,48 1,08 -1,14 

INTERNAL PASSENGER MOVEMENT       

Ergonomic airport design 4,06 (8) 1,02 3,20 1,19952 -0,86 

Coverage & clarity of visual ads Airport 4,32 0,93 3,20 1,17 -1,11 

Coverage & audibility of audio ads Airport 4,44 1,00 3,10 1,27 -1,33(6) 

Staff ability and courtesy 4,33 0,89 3,65 1,07 -0,68 

AIRPORT FACILITIES      

Banking services availability 4,28 0,93 3,51 1,09 -0,77 

Internet access and connectivity 4,43 0,86 3,08 1,26 -1,34(5) 

Lounge availability and equipment 3,90 1,03 2,76 1,22 -1,13 

INTERNAL ENVIRONMENT      

Sufficient number of toilets 4,47 0,83 2,94 1,19 -1,53(2) 

Comfort seats in the waiting room 4,26 0,88 2,78 1,23 -1,47(4) 

Health and sanitary facilities’ cleanliness 4,70 (1) 0,77 2,97 1,22 -1,73(1) 

Airport lounge’s cleanliness 4,56 (4) 0,82 3,04 1,28 -1,52(3) 

Adequate airport air conditioning 4,50 0,83 3,20 1,23 -1,29(7) 

Airport’s halls comfort 4,25 0,92 3,35 1,29 -0,89 

ARRIVAL SERVICES      

Luggage delivery time 4,37 0,83 3,08 1,26 -1,29(8) 

Duration of passport control 4,21 (6) 0,94 3,35 1,10 -0,85 

Information’s availability for local tourist destinations 4,03  1,01 3,19 1,15 -0,83 

Average 4,36 0,90 3,22 1,18 -1,13 
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Chart 1: IPA’s results 
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1. Introduction and Research Question 
Marketing is defined as “… the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, clients, partners, 

and society at large (ama.org., accessed 11th July 2021).” That means, efficient operations and a 

flawless Supply Chain (SC) are the crucial enablers to fulfil the fundamental objectives of Marketing, 

because Marketing means fulfilling customer demands in a profitable way (see Kotler et al., 2015, p. 

9). Besides the classical 4 P’s (Product, Price, Place and Promotion) there are the additional 3 P’s 

(Personnel/People, Processes and Physical-Facilities), leading to the 7 Ps4. In this conference paper, it 

is the objective to focus on the driving attributes of value creation, that are predominantly related to 

the following three P’s: Price, People and Processes. One could even add the aspect of 

“Performance”, which plays an important role within this article.  

The key research question that has been addressed by literature review and exchange with 

practitioners is: “How can Lean Sourcing Processes and Robotic Process Automation as a new 

digital technology in SCM support the objectives of Marketing to fulfil customer demands 

efficiently?” 

The digital transformation is forcing companies in all sectors to initiate major transformation projects. 

These combine the transformation or re-invention of business models, organisations, require new 

skills, processes, new technologies and digital solutions. The objectives are to increase 

competitiveness in a global, complex and rapidly changing business environment but also to respond 

quickly to changing customer requirements as well as to the COVID-19 challenges. Companies are 

searching for technological solutions to support their value adding processes in order to increase the 

speed of their performance. As a result, the focus on efficiency gains in operational processes is 

stronger than ever. This also applies to the sourcing department, which is responsible to make direct 

and indirect materials available. And this is directly connected to the “Marketing Mix P” of Price. 

 
4 https://www.mtp.org/magazin/2019/09/26/marketing-mix-die-7-ps/ 
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2. Review of the current technology with a focus on the sourcing activities 

To start with, a view on recent technology (see also Ivanov et al., 2019, Ch. 16) has been taken. 

Examples of digitalized solutions include applications in logistics and supply chain control with real-

time data (Park et al. 2018). Also, the improvement of forecasting models using e. g. Big Data, 

machine learning algorithms and agent-based modelling for supply chain resilience (Cavalcantea et al. 

2019, Ivanov 2018, Zhao et al. 2019) are current examples. To a high degree, these digital solutions 

are focusing on improved manufacturing technologies such as additive manufacturing, Internet of 

Things, blockchain, advanced robotics, or artificial intelligence. Also, Augmented Reality (AR) can 

be used in operations but in many other functional areas, such as logistics, sales, marketing, HR etc. 

as well as Porter and Heppelmann (2018) presented. Some applications are used for shop floor control 

(Zhong et al. 2017,) in particular, but also for scheduling (Ivanov et al. 2016, Rossit et al. 2019), 

production line design by using mobile robots (Fragapane et al. 2020), smart contract design by 

blockchain (Dolgui et al. 2020), scheduling (Sokolov et al. 2020), and supply chain resilience (Ivanov 

et al. 2019, Ivanov and Dolgui 2020). Yin et al. (2018) and Buer et al. (2018) offer insights on the 

evolution from flexible and reconfigurable manufacturing systems and lean manufacturing towards 

production environments supported by a composition of IoT, big data, electric vehicles, 3D printing, 

cloud computing, artificial intelligence, and cyber-physical systems. Overall, there is a very strong 

connection of digital technology to be used along the processes described by the SCOR Model in 

order to eliminate the 7+x wastes according to Lean Thinking (see e. g. Tsipoulanidis, 2019 / 2020). 

In this article, the focus is initially placed on the sourcing related aspects, which is then supported by 

the technology referred to as Robotic Process Automation (RPA), which is explained later in this 

article. Starting with the term sourcing, there is the so-called Source-to-Pay (S2P) process. As the 

name states, the process starts with the initial steps of identifying suppliers until the good or service 

has been delivered and the payments of the suppliers are due. As this is a very broad process, the 

activities are mainly run by two separate expert areas within the buying organisation: the more 

strategically oriented function working mainly on the “Source-to-Contract (S2C)” activities and the 

operationally working function dealing with the activities from “Purchase-to-Pay (P2P)”.  

 

 

 

This will be clarified in the following sections from a theoretical perspective as well as from a 

practical perspective. 

3. Theoretical perspective on the sourcing process 

As Mangan et al. (2008, p. 76) explained, “the term sourcing is often used interchangeably with the 

terms purchasing and procurement, but to be more specific, sourcing relates to identifying and 

working with appropriate suppliers, while purchasing relates to the specific functions associated with 

the actual buying of goods and services from such suppliers.” On the other side, sourcing needs to be 

understood as the entire “set of business processes required to purchase goods and services (Chopra 

and Meindl 2013, p. 66).” According to Jacobs and Chase (2021, p. 449), sourcing is “a process, 

suitable for procuring products that are strategically important to the firm” and they state furthermore, 

that strategic sourcing is related to “the development and management of supplier relationships to 

acquire goods and services in a way that aids in achieving the needs of a business.” Lysons and 

Farrington (2012, p. 6), emphasize, that purchasing is “the process of procuring the proper 

requirement, at the time needed, for the lowest possible cost from a reliable source”. To conclude, 

purchasing deals mostly with operational activities and is related to transactional, ordering processes. 

Grant (2012, p. 270) elaborates, that purchasing is related to “the functions associated with the actual 

buying of goods and services required by a company”. “Procurement is the process of acquiring 

goods, works and services, covering both acquisitions from third parties and from in-house providers. 

The process spans the whole lifecycle from identification of needs, through to the end of the useful 

life of an asset. It involves options appraisal and the critical “make or buy” decision” (Lysons and 

Source-to-Pay (S2P) = overall process 

Source-to-Contract (S2C) = strategic process → Purchase-to-Pay (P2P) = operational process 

 

➔  
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Farrington, 2012, p. 6).  

The CIPS (Chartered Institute of Procurement and Supply5) defines procurement as “the act of 

obtaining something, whether tangible or intangible, such as a product or service” and that purchasing 

is “the processes concerned with acquiring goods and services, including payment of invoices – it is 

part of the wider procurement process.” When synthesizing the above definitions, one might classify 

procurement more as an organisational unit, in which the strategic processes related to sourcing 

activities are conducted as well as the operational tasks of purchasing are performed. It is important to 

highlight, that in practice, the above mentioned terms are often used in different ways or 

interchangeably. The expression “supply management” is also applied for the strategic processes. In 

line with the SCOR Model (plan, source, make, deliver, return and enable), the term “sourcing” is 

often applied in the business. The following table 1 presents the above elaborated focus areas of 

sourcing, purchasing and procurement briefly. 

Procurement might be considered as the organisational unit within a firm. It is the function 

that performs the activities to make the goods, materials, articles, products or services available 

inside the company. To simplify it, one could conclude, that procurement is the organisational 

body, in which the strategic thinking (sourcing) and the active work (purchasing) takes place, i. 

e. they manage the overall Source-to-Pay (S2P) process. 

 

Sourcing takes place before the products are 

actually bought (i.e., purchased). That means, 

it has a long-term, more strategic orientation 

and is dealing with identifying the best source 

(i. e. supplier or partner). The strategic 

evaluation also involves the comparison of 

some sourcing related criteria. Besides the 

classical criteria of cost (e.g,. price 

negotiations, discounts or terms and 

conditions), quality, delivery time, flexibility, 

capacity buffers as well as sustainability 

factors (e.g., ethics, fair payment, or 

environmental criteria) will be considered to 

support the strategic sourcing decision. The 

purpose is to identify a supplier for a high-

quality product or service at a reasonable 

price under consideration of sustainability 

aspects. 

Purchasing is following the strategic and 

commercial negotiations and is covering the 

operational processes to make parts, products 

or services available for the company or 

requesting institution. In that sense, 

purchasing means to actually buy the item or 

article from the approved source (the 

approved supplier / partner). Purchasing 

covers the active process elements, which are 

for example: to place orders, to contact 

suppliers for replenishment, to communicate 

with them (e. g. regarding back orders or 

delays) until the products or services have 

been received. Checking the invoices against 

the initially placed orders and – once they 

have been verified – submitting the invoices 

to the accounts payable department also 

belong to purchasing. 

Mainly strategic processes Mainly operational processes 

Often  considered as “Source – to – 

Contract” = S2C 

Often  considered as “Purchase – to – Pay” 

= P2P 

Table 1: Overview: Procurement, Sourcing and Purchasing 

To intermediately conclude, sourcing is a very important activity for the value adding processes in 

the company. In supply chain and operations management, the purchased parts and materials can 

account for over 60% of the cost of finished goods; for retail companies within the supply chain, this 

can be as high as 90% (see Stevenson, 2018, p. 662). The quality of purchased material, costs of 

goods bought, delivery of goods or services on time, supplier management, and supplier relationships 

are key factors that have a significant impact on the overall performance of the supply chain. It is 

obvious, that efficient sourcing processes play a fundamental role in light of the above mentioned 

Ps of the Marketing Mix, especially it is related to “Process” and “Price”. That’s why it is essential 

for Marketing, that these activities are conducted efficiently and without wasting time, resources and 

negatively influencing quality; in other words, operational excellence is essential. 

 
5 https://www.cips.org/knowledge/glossary-of-terms/ (accessed 9th July 2021) 
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4. Operational excellence perspective on the sourcing process 
The elaborations of Knotte et al. (2020) are summarized here below. Generally, sourcing is the 

process of establishing and managing supplier relationships in the supply chain. Furthermore, it is 

related to the activities and processes which provide the enterprise with materials, services, capital 

equipment, means of production, tools and supplies for work, etc. from external suppliers or partners. 

It is therefore a fundamental element of supply chain and operations management as it is the 

connecting process which provides the organization with the inputs required for the creation of their 

products or services. That means also for the marketing department, that sourcing is a key process to 

secure the efficiency of their function. But where can optimization potential be identified? 

Increasingly, operational and repetitive purchasing activities are supported by software solutions, 

referred to as Robotic Process Automation (RPA) with the purpose to further increase efficiency and 

to reduce errors. As stated, also this is essential for the marketing function and that’s why striving for 

operational excellence is very important. Now, the term “Operational Excellence” should be assessed 

in line with the elaborations of Ivanov et al. (2019). It is often closely connected with Lean Thinking 

or Six Sigma. Ballé et al. (2017, p. 8) stated that “the aim of a Lean strategy is to learn to solve the 

right problems and avoid wasteful solutions.” Martin (2008, p. 605) defined Operational Excellence 

as “an umbrella initiative including Lean, Six Sigma, and Total Productive Maintenance (TPM),” 

which focuses on the systematic usage of these philosophies and instruments to provide customer 

value. Miller (2014, p.1) stated that “Operational Excellence is the relentless pursuit of doing things 

better. It is not a destination or a methodology but a mind-set that needs to exist across an 

organisation. Operational Excellence is not about perfection or performing activities. It is about 

providing dramatic performance improvements and financial growth.” 

Duggan (2012, p. 28) defined Operational Excellence in one sentence with a focus on employees: 

“Each and every employee can see the flow of value to the customer and fix that flow before it breaks 

down,” and he pointed out that “it clearly defines that waste elimination and a culture of continuous 

improvement are not goals of Operational Excellence but rather products of it.” Furthermore, Duggan 

(2012, p. 27) emphasized that Operational Excellence is “about how the operations side of the 

business supports business growth.” 

The significant difference of “Operational Excellence” in addition to the classical Lean and Six 

Sigma philosophies are the clear mindset, culture, and organizational behavior for improving 

performance with the objective of securing financial growth. In this sense, Operational Excellence is 

an element which secures a company’s growth strategy, and thus an incremental part of Strategic 

Management and Marketing. Operational Excellence is a dynamic and continuous ability that opens 

the door to competitive leadership and high profits in continually changing business environments (cf. 

Hossenfelder 2010, p. 14). The dynamic factor is significantly relevant at times of digitalization. 

However, since it affects the entire organization and global supply chain players, Operational 

Excellence needs to be considered as follows (Ivanov et al., 2019, p. 484): 

• a change enabler for dramatic performance improvements and financial growth in line 

with the strategic direction; 

• a philosophy of providing superior value for customer by designing attractive products 

and services, as well as highly efficient value adding processes throughout global SCs; 

• a cultural mindset that exists across an agile organization; 

• a systematic approach including Lean, Six Sigma, and Total Productive Maintenance 

(TPM) focusing on the continuous pursuit of doing things better. 

 

5. Practical perspective on the sourcing process 
Compared to the value-adding activities in strategic sourcing, the focus in operational purchasing is 

on the efficient execution of transactions. Following, the journey of continuous improvement in the 

context of Purchase-to-Pay (P2P) is explained. Practical issues as well as process-related focus points 

within purchasing are addressed and linked to theoretical concepts in order to finally show how 

operational excellence can be achieved. In addition to the use of digital technologies to increase 

efficiency in physical value creation, a special focus should be placed on procurement-related 
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activities (Tsipoulanidis, 2017a / 2017b) for efficiency gains. Why is the focus placed on 

procurement-related activities? As elaborated by Knotte et al. (2020), the Purchase-to-Pay (P2P) 

process in particular consists of manual, repetitive and error-prone tasks. This is what all companies 

and functions tend to avoid. For example, operational buyers validate the incoming material or service 

requisitions and create purchase orders, which are then sent to the supplier. Through the order 

confirmation, the supplier commits to the price, quantity and delivery date of an item. The purchasing 

team monitors the delivery up to the goods receipt. Accounts payable then carries out the last process 

step: Invoice receipt, i.e. matching the order with the goods receipt and the details on the invoice, and 

finally is processing the payments. The key question for all companies is: which process step adds 

value and which does not? This can be answered by the classic approach of process improvement, 

which aims to identify all aspects of value creation, at the same time eliminating non-value-adding 

activities and thus increasing efficiency. This is fully in line with Lean Thinking (see Womack and 

Jones, 1998, Womack et al., 2007) and simultaneously incorporates the ideas of quality management 

and continuous improvement (Stevenson, 2018, p. 610). As one can see, this is also strongly 

connected to relevant Ps of the Marketing Mix, i. e. process, price, people (and performance). 

Examples within the P2P process for the elimination of the classic 7+x types of wastes6 according to 

the Lean philosophy are:  

▪ Movement: Performing unnecessary, manual tasks such as printing or scanning 

purchasing-related documents 

▪ Transportation: signing purchase orders by hand, or emailing purchase orders to 

suppliers. 

▪ Waiting times: Waiting for redundant, internal approvals to transfer orders to 

suppliers or waiting to receive order confirmations from suppliers due to lack of 

collaboration platforms. 

▪ Defects: Avoidance of incorrectly copied or pasted data, misinterpretations etc. 

▪ Wasting Talent, Skills and Knowledge… 

In summary, from a Lean Thinking perspective, the Purchase-to-Pay (P2P) process is about increasing 

efficiency and thus, creating more time for value-adding activities rather than spending time for 

repetitive administrative tasks. And this is a reason, why the improvement of the P2P process is 

strategically relevant for the Marketing function. 

6. Common issues in practice 
In companies, there are different types of inefficiencies within the P2P process (see Knotte et al., 

2020). For example, through mergers and acquisitions or due to organizational growth, corporate 

structures change at all levels, such as changing organisations, processes and systems. Within these 

structures, there is might be a lack of seamless integration and process execution following a holistic 

view. Even if a single organisational area is already working highly efficiently, but the upstream and 

downstream areas are not, the full potential is not being realised in the overall picture from end to end. 

Furthermore, many companies have rigid, "historically grown" structures, which results in another 

challenge: Insufficient data quality. When companies have grown through mergers and acquisitions, 

often ERP master data, material numbers, cost centres, etc. need to be harmonised to transform all 

available data into useful information for decision-making. Experience shows, that the huge data 

 
6 The “7+x wastes” according to Lean can be classified as (Tsipoulanidis, 2018): 

1) Over-production 5) Inventories - not meeting customer needs or 

2) Waiting 6) Motion and Movement  - wasting talent & knowledge 

3) Transport 7) Defects - water & energy 

4) Over-processing     plus “x”: - materials & resources… 
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available in companies today is in many cases unstructured, in different formats, it originates from 

different sources and is stored in different systems. The huge amounts of data are in most cases not 

usable in their original form. According to Porter and Heppelmann (2015, p. 103), this is also referred 

to as “data lake”, in which aggregated data exists in multiple formats. This means that content must be 

selected, evaluated in a structured way and combined in a meaningful way in order to use the data as a 

valuable source for decision-making. Currently, in many cases, this data management is carried out by 

data analysts, for example, with a high manual workload, as many companies lack solutions to 

automate these activities. Another weakness might be the unclear or missing process responsibility. 

There might be no process owner who oversees all process steps from start to finish. Most often, this 

occurs in companies with functional silos. Activities or errors which are made in an upstream process 

have an impact on the processes downstream and results / deficits become visible at the end of the 

process at the latest. A good example is outdated master data, such as old material prices. A strategic 

buyer agrees on a new price list with a supplier, but does not update it accordingly in the system. The 

operational buyer sends an order to the supplier based on the outdated price list. As a result, the 

supplier rejects the order, so the operational buyer has to contact the strategic buyer for clarification. 

A second variant is that the supplier sends the invoice with the new price. However, when the 

accounts payable department checks the invoice, it does not match the purchase order. In addition, 

here, clarification is necessary to resolve the cost difference with the purchasing department. These 

additional and time-consuming process loops do not add any value and tie up resources that could be 

freed up for value-adding activities. According to lean thinking, many non-value-adding processes are 

executed, which consume time, require human capacity and thus burn funds.  There is another 

important aspect: Across industries, companies are suffering from resource scarcity (known as the 

"war for talent") or the “People P” in the Marketing Mix. While on the one hand there are not 

enough qualified resources with the required skillset, on the other hand the available resources are tied 

up by non-value adding activities, as stated above. This represents another type of waste: the under-

utilisation of existing knowledge and inappropriately involved resources within the organisation (see 

e. g. Tsipoulanidis, 2018 / 2019). 

The following list summarises some of the key issues identified in the traditional P2P process: 

- Process complexity or process heterogeneity 

- Unclear responsibilities. 

- Functional silos (lack of end-to-end view) 

- Changing corporate structures (e.g. through mergers and acquisitions) 

- Lack of know-how to implement new technologies 

- Insufficient data quality… 

The list of possible weaknesses is only an excerpt and may differ depending on a company's industry 

and history. Since the above-mentioned points indicate a threat to competitiveness, the central 

question is: How does a company deal with these challenges and where does the path to operational 

excellence begin? 

7. Structured 5 Steps Process for Operational Excellence 
Before the purchasing (or any other) organisation starts to get involved with the implementation of 

new technologies, it is essential to first lay the necessary foundations, which is a robust, standardised 

end-to-end process with clear responsibilities. This is the starting point for any improvement and has 

proven itself in practice. The next stage to increase efficiency is the use of digital technologies, which 

above all offer great potential for automation. There is no one technology that is representing the all-

encompassing solution to all problems (known as “not one size fits all”). It is crucial to select the 

appropriate technology in order to eliminate company-specific weaknesses. To identify company-

specific weaknesses, the first step is to conduct a structured analysis of the current state. This is the 

basis for deriving potentials and to move towards P2P excellence. Inspired by Lean Thinking, the 

practical and structured ESOAR approach (see Knotte et al., 2020) is recommended to identify 

process inefficiencies. The 5 steps ESOAR approach focuses on the following five steps, which are 

run through in sequence to analyse a process:  
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1. Elimination (of irrelevant tasks),  

2. Standardisation (limiting personalisation),  

3. Optimisation (of ERPs and workflows),  

4. Automation (of standardised processes) and  

5. Robotisation (of rule-based and repetitive tasks). 

According to Capgemini Invent (2020)7, this approach has already been successfully applied in 

practice in numerous projects and, in addition to the classic process analysis, includes further 

elements with a strong focus on digitalisation. The following results provide an insight into the 

optimisation potentials that could be uncovered by applying the ESOAR framework: 

• Recurring savings in relevant purchasing volume: between 2 % to 5 %. 

• Reduction of process costs: between 10% and 40%. 

• Reduction in paper invoices: up to 80%. 

A project using the ESOAR method is typically divided into three phases: Actual analysis, target 

optimisation and development of an action roadmap. For more practical insights on how to achieve 

Purchase-to-Pay Excellence see Knotte et al. 2020 and capgemini.com. 

8. Robotic Process Automation and Artificial Intelligence in Procurement 
As shown above, the fifth step of the ESOAR model aims to robotise processes. Robotic Process 

Automation (RPA) is not a physical robot made out of steel, but a software application that takes over 

repetitive, routine, error-prone tasks. These kinds of activities include conducting price searches for 

items or making a purchase requisition (more examples follow below). The RPA software performs 

the tasks that are normally done by a person. It is not necessary that the RPA software does 

everything, but it supports a person in performing critical or relevant tasks. In other words, the 

processes are conducted by software robots that run necessary activities using artificial intelligence  

(AI). AI software continuously learns and shapes its knowledge using examples. The machine uses 

experience and feedback, which means that it is not programed (or coded) to solve one single 

problem. According to Brynjolfsson and McAfee (2017, p. 4), the term 'artificial intelligence' was 

already coined in 1955 by John McCarthy, a professor of mathematics. As Westerman et al. (2014, p. 

5) have noted, companies that are "Digital Masters will use this torrent of data; combine it with the 

latest innovations from artificial intelligence, machine learning, and visualisation; and use the 

resulting insights to make smarter decisions, see the future more clearly, drive out inefficiencies, and 

better understand their customers. Everyone else will fall behind” 

Doguc (2020, p. 469) elaborated that “Robotic Process Automation (RPA) is the new technology that 

aims to create software robots (bots) that mimic human behavior. Transitioning to RPA, enterprises 

aim to reduce labor costs, increase productivity, reduce error rates and improve customer satisfaction. 

[…]. In general, RPA is a system aimed at automating business processes through business logic and 

user inputs. RPA applications provide tools for users to define robots (or bots) that can mimic their 

interactions with applications processing a transaction, manipulating data, triggering responses and 

communicating with other digital systems.“ There are attended software robots that work in 

cooperation with the humans, but also software bots, that conduct tasks without human intervention. 

Furthermore, Doguc elaborated, that the RPA bots use artificial intelligence engines (e. g. computer 

vision and machine learning) in order to record the actions performed by the human being. Das (2019, 

p. 2) pointed out, that “RPA is a new breed of software that allows for enterprise-wide automation of 

repetitive business processes, with the promise of potential FTE savings, better service quality and 

improved service delivery.” Hofmann et al. (2020, p. 100) summarized: “RPA serves as a transition 

element between human work and extensive business process automation (Van  der Aalst et al., 

2018). Thus, so-called software robots access systems and perform tasks for the most part similar to 

humans or by imitating them (Lacity et al.,  2015; Moffitt et al., 2018; Van der Aalst et al., 2018). The 

automation of processes by means of RPA can also refer only to the automation of individual 

activities or even tasks. A software robot for example opens a new instance of Microsoft Excel, 

 
7 https://www.capgemini.com/de-de/resources/operational-excellence-p2p-prozess/ 
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navigates to a specific spreadsheet, changes values in certain cells, and saves the spreadsheet before 

closing the application.“ 

As a result, humans can once again focus more on carrying out value-adding activities, which is fully 

in line with Lean Thinking. Potential application areas for RPA or AI are generally repetitive or 

administrative tasks. Capgemini's 2016 example of an invoicing process (manual vs. automated) 

showed that a 70% reduction in time was possible.8  

9. Practical Example, Comparison and Conclusion 

Where are other potential areas for RPA or AI in procurement? As stated, repetitive or administrative 

tasks can be automated, especially in purchasing. The Purchase-to-Pay process often includes manual, 

repetitive and error-prone tasks9. In general, one will need to ask: where do we add value, where can 

errors occur, where are monotonous and repetitive activities that can be standardized and supported 

by RPA?  

Let’s consider an example based on Knotte et al. (2020). So far, an order confirmation is sent to the 

buyer's email inbox, it needs to be opened manually, it will be extracted and copied into the 

corresponding section of the ERP system to confirm a specific delivery date, the quantity and price. 

Now, what can be robotised? Instead of performing these activities manually, a the RPA software can 

take over this task by extracting the contents of the email inbox using intelligent content recognition 

(ICR). The bot logs into the ERP system, compares the extracted data with the order information. If 

there is a discrepancy between the order confirmation and the order, the software robot sends an 

automatic message to the requestor. If there is a match, the robot (the RPA software) updates the new 

data in the ERP system.  

The benefits of RPA in this step of the process are not only an automation itself, but also an 

improvement in data quality, as the errors in machine verification and data transmission are almost 

eliminated. Examples of savings potentials according to Knotte et al. (2020) are: 

 

• Reduced processing cost, throughput times and operational effort: -10%  to - 40% 

• Reduced “hidden” booked invoices:     up to – 90% 

• Reduction of paper based invoices:     up to – 80% 

• Increase of the “Spend under Management”:    up to 80% 

To conclude, the above presented ESOAR approach focuses on process improvement, which aims to 

identify all aspects of value creation, at the same time eliminating non-value-adding activities and 

thus increasing efficiency and then preparing the basics for automation and robotization. This leads to 

lean, efficient and digital administrative processes. In summary, this conference paper presented a 

structured approach to achieving operational excellence, improving the Lean wastes and thus 

increasing competitiveness through increase quality.  

The ESOAR framework presented here outlines a practical approach for achieving Purchase-to-Pay 

(P2P) excellence (as an example for administrative, operational processes) based on five steps that are 

executed sequentially and RPA can be considered as a state of the art technology to help companies to 

increase competitiveness.  

The following comparison table 2 again summarises some of the opportunities as well as challenges: 

 

 

 

 
8 https://www.capgemini.com/consulting-de/wp-content/uploads/sites/32/2017/08/robotic-process-automation-study.pdf 
9 Typical examples: Operational buyers might validate the incoming material or service requisitions and create purchase orders, which are 

then sent to the supplier. Through the order confirmation, the supplier commits to the price, quantity and delivery date of an item. The 
purchasing team monitors the delivery up to the goods receipt. Accounts payable then carries out the last process step: Invoice receipt, 
i.e. matching the order with the goods receipt and the details regerding the invoice, and finally activating or processing the payments (for 
details on the e-payment process, see Lysons and Farrington, 2020, p. 169). 
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Opportunities Challenges 

• Reduced Process Throughput Times (performance 

improvement) 

• Lack of IT-skills inside the organisation (people) 

•  

• Identification, improvement or even elimination of 

non-value adding process steps 

• Lack of technology know-how and lacking 

implementation competence (people) 

•  

• Increase End-to-End process transparency and 

improvement due to clear responsibilities and 

technology based management 

• Lack of knowledge (people, organisation) to 

compare the own performance with business 

competitors (→ benchmarking, gap analysis). 

• Higher / better data quality due to the avoidance of 

human-made mistakes (people) 

• Complex organisational structures (e. g. due to 

M&A) or historically grown structures might be the 

reason for a lack of transparency 

• Increased focus / awareness on value adding 

activities (process) and improved usage of the 

analytical and strategic capabilities of the human 

beings (people) in procurement / or opportunity to 

develop the skills in the organisation / building 

people’s capabilities 

• Aging staff (people) might be more resistant to 

change / use new technology (tandem with RPA 

bots) 

 

• Potential compensation of the demographic change 

(people) due to the usage of automation technology 

• Functional silos and lacking End-to-End process 

transparency might lead to (significant) 

inefficiencies 

• Active coordination, controlling and continuous 

improvement due to the usage of KPIs 

(performance) 

 

Table 2: Comparison of the Opportunities and Challenges 

To conclude, in addition to the classical (and still valid) aspects of lean management, the ESOAR 

approach also connected lean thinking with a technological perspective for finding practically relevant 

solutions and this is one of its great strengths.  

The key research question of this conference paper was: How can Lean Sourcing Processes and 

Robotic Process Automation as a new digital technology in SCM support the objectives of 

Marketing to fulfil customer demands efficiently?  

The table above also clearly pointed out, that people and processes are the two dominating elements 

regarding the 7Ps of the Marketing Mix. Practical examples indicating possible efficiency gains have 

been presented. Of course, the presented framework is not only applicable for the implementation of 

RPA in the Purchase-to-Pay (P2P) process, but it can also be applied to any type of business or 

administrative process so that the presented examples should serve as an inspiration for the 

improvement evaluation of other business processes as well. 
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Abstract: 

Different stakeholders with varying degrees of influences, pressure companies to adopt more sustainable 

practices. Hence, the aim of this paper is to investigate and analyse how stakeholder influences and risks may 

impact the sustainability of supply chains (SCs). Social, environmental and economic concerns are addressed by 

a company’s engagement with different players in the supply chain. Respectively, companies become more 

vulnerable from exposure in their SCs and need to balance the pressures from stakeholders and sustainable 

practices to develop suitable risk mitigation practices. The authors use a qualitative approach by means of a 

systematic literature review to examine the empirical data on managing stakeholder influences and risks in 

sustainable supply chains. The findings of the analysis show that knowledge management, collaboration and top 

management commitment is a prerequisite for effectively managing various stakeholders and risks. However, 

further research could analyse stakeholders and the negative effects of their influences and the risks they pose. 

 

Keywords: Stakeholder management, stakeholder influences, supply chain risks, sustainable supply chains  

 
 

1. Introduction 

In recent decades, constant calls for openness and accountability have become the norm. As a result, 

sustainability has grown in importance overtime, directing initiatives to maximize internal and external 

stakeholder value. Consequently, numerous literary works have approached stakeholder theory identifying 

pressure areas for possible research development and the constantly changing 21st century environment and 

ever-changing policies and practices have become drivers that make organizations continuously seek value and 

sustainability for stakeholders in supply chains (Multaharju, 2016). To further drive this “value”, organizations 

are taking into consideration economic, social, and environmental concerns of operations in their supply chains, 

considered to be the Triple Bottom Line (TBL) (Elkington, 1997) and for this study the definition of 

sustainability. Hence, sustainability must now be a part of every organization’s business plan. Following Pagell 

and Wu (2009), a sustainable supply chain is one that meets all aspects of the TBL. This further suggests that 

sustainable supply chains are susceptible to more risks. Thus, the management of economic, environmental, and 

social sustainability risks is a priority in sustainable operations (Jaehn, 2016).  

As competition in today's global market is increasingly focused on "supply chain against supply chain" (Gold et 

al., 2009; Soler et al., 2010), some organizations have been susceptible to supply chain risks. For instance, 

British retailers H&M and Next have admitted to child labor and paying below minimum wage in Turkish 

factories to Syrian refugees in 2016 (Pitel, 2016). This resulted in growing pressures from stakeholders to 

enhance working conditions and eliminate exploitation and slavery along their worldwide supply chains.  

Consequently, Gualandris et al., (2015) suggest that many companies are seeking to make their plant operations 

and operational performance, upstream and downstream, in the supply chain more sustainable. Thus, to ensure 

that each stakeholder group can fulfill their role in long-term sustainability, managers must balance the interests 

of various stakeholders when creating value (Hörisch et al., 2014) and manage the associated risks. 

This study aims to analyze how the management of stakeholder influences and risks in a supply chain can serve 

as a determinant for enhanced sustainable performance. To fully embrace these dimensions of analysis, three 

main research objectives are investigated, such as the exploration of how stakeholder influences and risks in 

sustainable supply chains are managed, the examination of the effects of stakeholder influences and risks on 

sustainable performance in the supply chain, and the investigation of the relationship between SSCM risks and 

stakeholder influences. 
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2. Theoretical background  

Stakeholder theory  

More recently, the literature on stakeholder theory has grown in size and depth. In particular, growing social 

awareness of the impact of business on communities and nations have all been proposed. Stakeholder theory 

originally appeared in the 1980s before gaining traction in the 1990s, thanks to the works of authors such as 

Goodpaster (1991), Clarkson (1994, 1995), Donaldson and Preston (1995), Mitchell et al., 1997), Rowley 

(1997), and Frooman (1999). This theoretical approach developed itself as a new managerial paradigm among 

academics and management professionals, in addition to owners, workers, suppliers, and clients, other 

stakeholders that could be interested in a company’s operations (Clarkson, 1995). Reduced to its fundamental 

elements, the theory comes from the separation fallacy, open question argument, the integration thesis, and the 

accountability principle (Freeman, et al., 2010). The authors sought to solve three key issues; (i) the issue of 

value creation and trade; (ii) the issue of capitalism’s ethics; (iii) the issue of managerial mindset. These three 

issues comprise basic mechanics of stakeholder theory. According to the theory, the connection between a 

business and the organizations and individuals who can change or are affected by it as a unit of analysis can 

supply a greater chance of addressing these three issues. This stakeholder approach to business aims to provide 

as much value to stakeholders as possible when avoiding trade-offs.  

Stakeholder Influences 

Stakeholders that have a long-term relationship with the firm are more likely to make contributions and 

contribute valuable resources. To this end, understanding who the stakeholders are, their distinct interest, and 

how they operate is critical for today’s businesses. The focus should be on identifying the stakeholders who are 

most crucial to the organization’s existence as well as satisfying their individual needs and aspirations (Hill and 

Jones, 1998; Helm and Mauroner, 2007; Julian et al., 2008; Baron, 2009). 

Risk Management in Supply Chains (SCs) 

A large body of literature provides several definitions of risk in the context of supply chains (Zsidisin et al., 

2004). However, the following is a popular definition of risk that has been accepted by several researchers, 

‘anything that disrupts or impedes the information, material or product flows from original suppliers to the 

delivery of the final product to the ultimate end user’ (Juttner et al., 2003, p. 200). Over the last 15 years, the 

field of Risk Management (RM) has been characterized by milestone developments. Kogut and Kulatilaka 

(1994) and Huchzermeier and Cohen (1996) first explored the field from the perspective of embedded 

operational flexibility in supply chain network design in reducing supply chain risk, following risk as a potential 

chance for a firm to reap considerable benefits. Now, to ensure constant adaptation to the changing business 

environment, the field is concerned with the ultimate goal of avoiding the likelihood of a supply chain risk or its 

associated losses materializing (Kleindorfer and Saad, 2005). Carter and Rogers (2008) describe supply chain 

risk management in the context of their framework as a firm’s ability to recognize and manage its economic, 

environmental, and social risks in the supply chain. Hence, following Tang (2006), in a situation where 

traditional initiatives are no longer successful, the author offers four fundamental techniques for managing 

supply chain risks (supply management, demand management, product management, and information 

management). Mullai (2009) also divided risk mitigation techniques into four categories: avoidance, reduction, 

transfer, and acceptance. This suggests RM should extend beyond the confines of a single organization. The 

concept tries to identify and quantify risks throughout the extended supply chain (Kleindorfer and Saad, 2005; 

Yu et al., 2007). Hence, where literature has identified transparency in the discussions of driving sustainability, 

it is not only driven by reporting to stakeholders but their active engagement, comments and inputs to ensure 

buy-in and enhance supply chain operations (Carter and Rogers, 2008). 

 

3. Methodology 

A systematic literature study was undertaken in order to collect data from current research through dependable 

databases, Web of Science and Scopus. This method was selected to satisfy the qualitative structure of the 

research questions for this study, identify the key contributions in the field, and minimize the bias and errors in 

the review process (Tranfield et al., 2003). Two approaches where used: the four-stage approach adapted from 

Tranfield et al., (2003) in terms of the overall research design, and the Preferred Reporting Items for Systematic 

Reviews and Meta-Analysis (PRISMA) guideline was used for the purpose of selecting research papers (Page et 

al., 2021). The four-stage approach categorizes the research process into four stages (Figure 1): (i) Define; (ii) 

Gather and Select; (iii) Examine; (iv) Result.  
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Figure 1. The four-stages of a systematic research design. Adapted from Tranfield et al., (2003). 

 
The first stage recognizes the necessity for a literature review and the creation of a procedure for doing one. The 

second stage involves locating publications and selecting papers relevant to the study context. At this stage, the 

PRISMA guideline was utilized to carefully identify the suitable research publications. The third stage enables 

for document categorization and data extraction and the last stage involves recording the results and findings. 

 
 

 

4. Discussion 

 

Stakeholders may be considered in SC decisions to improve sustainability performance, but there is still little 

information on how to do so (Siems and Suering, 2021). Hence, emerges the aim to research the extent of 

stakeholder influences and risks in sustainable supply chains (SCs). Sustainable Supply Chain Management 

(SSCM) decisions are difficult tasks that include designing the supply network as well as planning, executing, 

and controlling the operations within it (Brandenburg et al., 2019). Yet, these decisions made within the 

organizational concept of SSCM were found to necessitate the successful collaboration of all stakeholders 

(Panigrahi and Rao, 2018), and therefore have an influence on performance and risk along the Triple Bottom 

Line (TBL) of sustainability. Nevertheless, with a wide literature review in accordance with stakeholder theory 

principles, considered to be the most challenging paradigm for measuring sustainability (Khosravi and Izbirak, 

2019), the identification of stakeholders is considered a vital step not just to preserve company reputation, but 

also to better understand and engage them in the implementation of more sustainable SCs (Wolf, 2014). 

Sustainability in SCs is largely carried out through the adoption of sustainable practices rather than traditional 

methods (Multaharju, 2016). From a supply chain perspective this identification starts at the level of a product 

or service, rather than at the level of an organization or issue, as most conventional techniques do (Fritz et al., 

2018). After the major stakeholders have been identified, focus should be on their requirements (Nestic et al.,  

2018). In order to achieve these sustainability targets, expanding sustainable practices to suppliers is crucial 

(Panigrahi and Rao, 2018). However, only a few research papers have recognized and incorporated all aspects of 

the TBL (for this study the definition of sustainability and/or sustainable practices) (Ahmed et al., 2020) 

According to Panigrahi and Rao (2018), sustainable supply chain practices should be included from the very 

initial stage of the SC, and all parties involved should be held responsible for achieving sustainability.  

Subsequently, this study reveals that many topics and issues for sustainable supply chains have been researched 

from a stakeholder and risk perspective. These topics are discussed under three broad categories: (i) Social 

sustainability (ii) Environmental sustainability; (iii) Economic sustainability. 

Social Sustainability  

Owing to pressure from stakeholders who want socially responsible corporate operations, the concern for social 

sustainability has increased among supply chain managers and researchers alike (Najjar et al., 2020). 

Damert et al., (2020) created a SR-SCM framework to better comprehend the management of social concerns in 

supply chains, a complete study demonstrating the relationship between stakeholder pressures and 

communication, compliance, and supplier development strategies. The analysis of Damert et al. (2020) reveals 

that inconsistencies emerge across the various categories of strategies and stakeholder pressures.  

Risks to implementing social sustainability 

The study reveals the extent to which the adoption of sustainable supply chain practices are relatively low in 

developing countries in comparison to developed countries. To illustrate, the use of underage and forced labor is 

being scrutinized, particularly in sourcing from poor nations (Multaharju, 2016). Further, some of these barriers 

in developed countries (such as; UAE) include poor infrastructure, stakeholder disparity, organizational culture, 

uncertainty, and poor coordination (Hussain et al., 2019). All of which underline the necessity for adequate 

administration, policy support and supply chain standards to enhance cooperation between stakeholders and 

make them capable of addressing uncertainty when they need to so. 

Environmental sustainability 

Several environmental legislations in recent years have brought about pressure on firms for the environmental 

effects of their production processes to meet with specific norms or levels (Graham, 2020). Thus, understanding 
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the supply chain’s sustainability implications is becoming increasingly important as environmentally friendly 

goods and methods are growing more popular among stakeholders (Rane et al., 2020). Therefore, the goal of 

stakeholder pressure on environmental performance is to decrease the negative impact of externalities that the 

company creates (Ahmed et al., 2020). Taking the textile industry for instance, Panigrahi and Rao (2018), 

suggest that companies are aware of environmental concerns and are eager to please their consumers by 

increasing environmental performance through the incorporation of sustainable supply chain practices (SSCP) 

into their SCs. As such stakeholder and institutional pressures trigger environmentally sustainable practices 

(Ahmed et al., 2020). Similarly, the major factors or drivers to the implementation of environmental supply 

chain management processes by the company are regulatory stakeholder pressure and market pressure (Somjai 

et al., 2019).  Early research suggested the impact on environmental practices of a proactive environmental 

strategy was not thoroughly evaluated (Graham, 2017), now implementation of environmental practices assures 

cleaner products that enable efficiency in production, manage waste disposal, reduce carbon emissions, improve 

the use of raw materials, and finally enhance financial performance in inventory management (Baah et al., 

2021).  

Risks to implementing environmental sustainability  

According to Multaharju (2016), the primary environmental risk sources are; industrial pollutants, primarily 

from the manufacturing and transportation sectors. Since these environmental issues affects stakeholders, firms 

are put under pressure (Siems and Seuring, 2021). The manufacturing sector is therefore required to contribute 

to environmental sustainability because of its huge usage of resources, energy and greenhouse gas emissions 

(Baah et al., 2020). 

Economic sustainability  

Companies’ efforts towards sustainability are certainly not motivated exclusively by altruism, and the goal of 

preserving and increasing profit is shared by all firms (Svensson and Wagner, 2015). The economic aspect of 

sustainability assesses the firms’ organizational performance, profitability, and productivity phases (Azam et al., 

2021). Often, economic sustainability is solely associated with extra costs arising from the failure to adopt 

sustainable practice (Multaharju, 2016).   

Effects on sustainable performance in the supply chain 

The supply chain network ensures that companies fulfill sustainable criteria and achieve economic advantages, 

environmental and social effects to meet stakeholder needs (Silvestre et al., 2018). Stakeholders frequently put 

pressure on a company to adopt sustainable organizational methods (Cantor et al., 2014; Rebs et al., 2019). 

Similarly, they may increase awareness and support sustainable policy implementation in supply chains of 

companies (Sanchez et al., 2017). These influences and risks extend beyond the focal company, as pressures 

arise from upstream and downstream forcing companies to adopt sustainable practices. Although, important 

supporting players that do not actively engage in the flow of materials from one stage to the next are commonly 

overlooked by academics and practitioners (Busse et al., 2017).  They necessitate the need for companies to 

comply with institutional constraints imposed on them by external stakeholders (Ahmed et al., 2020). Similarly, 

collaboration among stakeholders aid supply chains in resolving their complex social and environmental issues 

(Silvestre et al., 2018). Therefore, the need of managing stakeholders within supply chains has never been 

greater, especially because the functioning of these networks is dependent on interactions between various 

internal and external stakeholder groups (Hussain et al., 2019). A step farther not only identifies threats, but also 

discovers inefficiencies (Gualandris et al. 2015), for instance, due to the development of and reporting by certain 

stakeholders on specific measurement to track resource use in the supply chain, Coca-Cola achieved a 20% 

reduction in water and energy consumption per product unit (Kumar et al., 2012) 

Relationship between Sustainable Supply Chain (SSC) risks and stakeholder influences 

Both stakeholder influences and SSC are determined to be mechanisms within SSCM that enhance social and 

environmental circumstances in the upstream chain of values for a sustainable supply chain (Wolf, 2014). This 

key opinion argues that companies, if they adopt SSCM strategies and practices react largely to external 

pressures, such as NGO activity or government regulation. According to the World Economic Forum (2010), in 

order to improve risk management companies must adopt a balanced strategy while interacting with their 

stakeholders. In fact, stakeholder management techniques decrease supply chain risks (Chen, 2012). Similarly, 

there exists a substantial relationship between an organization’s cooperative planning with its stakeholders and 

its success in risk mitigation management (Cantor et al., 2014). In fact, the upstream suppliers pose several 

environmental and social sustainability issues (Multaharju, 2016). As a result, poor-sustainability-related 

situations in their upstream supply chains may result in SCSR for buying companies. Therefore, in order to 

monitor environmental and social problems and prevent penalties and disapproval by stakeholders, companies 

should thus implement risk management practices in the form of standards and certifications (Seuring and 

Mueller, 2008). Similarly, external knowledge may be proactively integrated into supply chain sustainability 

risks (SCSR) (Busse et al., 2017). Stakeholders can therefore persuade the company to learn about possible 

dangers that its suppliers are incurring when making and delivering its product. It is obvious that there is a direct 

link between the pressure from the stakeholders and the benefits a company obtains from its risk mitigation 



 

261 
 

initiatives. Therefore, if a company had a thorough understanding of its upstream supply chain, including the 

specific sustainability-related circumstances, it would be better positioned to minimize SCSR, as stakeholders 

may be considered assets via risk identification, mitigation, and resolution along the SC, improved internal SC 

openness and supplier monitoring (Busse et al., 2017). 

 

5. Conclusion  

 

Research in managing stakeholders influences and risks in sustainable supply chains has clearly just begun and 

its future relevance lies in bridging the gap for sustainable supply chain management in terms of value creation 

and sustainable development. As sustainability increases in importance, many companies are shifting from profit 

maximization to incorporating sustainable practices in their activities. Social, environmental, and economic 

concerns form the basis for these sustainable practices and the focus in terms of People, Planet, and Profit 

(TBL).  

The stated research objectives were met based on the systematic literary review employed for this study. The 

results of the current investigation are depicted in the advantages from the managerial standpoint and are useful 

as they illustrate best practices to handle situations faced in the business world to continuously create value for 

stakeholders. This study suggests three key approaches for this: knowledge management, collaboration, and top 

management commitment. Further, there is need for academic researchers and managers alike to harmonize the 

data on managing stakeholder influences and risks in sustainable supply chains to make it more efficient, 

pointing out avenues for further research. Hence, recognizing the importance of aligning stakeholder influences 

and risk mitigation practices for sustainable supply chains. 
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Abstract 

 

Although public attention has been given to innovation, little empirical effort has been made to explore the 

factors influencing supply chain innovation under corporate sustainability requirements with the moderating role 

of buyer-supplier relationships, especially in emerging countries like China. To address this research gap, the 

researcher will examine the buyer-supplier relationship's role in the outcome of supply chain innovation and 

corporate sustainability. The paper's results provide implications for management and corporate practice and 

help firms implement the full potential of supply chain innovation in the moderating role of buyer-supplier 

relationships for corporate sustainability, creating and securing sustainable competitive advantage. 

 

Keywords: supply chain innovation， corporate sustainability， buyer-supplier relationship,  

 

1. Introduction 

Supply chain innovation, without a doubt, has emerged as the most important characteristic for any company 

seeking to thrive in today's dynamic and competitive industry.(Ferreiramermann & Moreira, 2016) It has long 

been recognised in both academics and practice that firms' supply chains are critical sources of future 

competitiveness, and this is no exception. Innovation is essential both from the standpoint of a single firm and 

from the perspective of networks.(Stentoft & Rajkumar, 2018) Recently supply chain innovation has created 

many theoretical and empirical contributions from both qualitative and quantitative methods. A substantial 

majority of these researches explored the relationship between business success and green innovation. Since 

environmental cooperation requires a more significant interchange of resources, companies should engage in 

cross-organisational collaboration to get the necessary data, expertise, and resources for innovation. 

Especially in emerging economies, several companies meet resource constraints or capability deficits. It is 

challenging to enhance innovation independently under the green requirement(Walsh et al., 2018); thus, 

establishing with other companies is beneficial for these companies to develop sustainability (Chen & Hung, 

2014). Among the collaboration connections, buyer-supplier exchange interactions are one of several kinds of 

inter-organisational collaboration. Although both green innovation and collaborative innovation have 

succeeded, little research focuses on supply chain innovation performance under corporate sustainability 

requirements. (A. Wu & Li, 2020) 

 

Accordingly, this research aims to advance the understanding of supply chain innovation by testing how the 

overall supply chain innovation affects corporate sustainability requirements on the moderating role of the 

buyer-supplier relationship. Thus, the research focuses on the central problem of how supply chain innovation 

contributes to corporate sustainability on the moderating role of the buyer-supplier relationship? (Cheng et al. 

2020). Analysing the moderating role of the buyer-supplier relationship in the relationship between corporate 

sustainability is relevant for several reasons from both a research and practice perspective. (Sumo et al., 

2016). Since the volatility and unpredictability of the business climate and increasing competitive pressure, 

businesses have been forced to create innovative ways of conducting their operations. A direct effect of this is 

that the supply chain has emerged as an effective tool for firms to compete and develop their strategies. Even 

though companies are aware of the importance of innovation in the supply chain, they cannot innovate 

independently. Partners must collaborate to successfully implement innovation into their businesses, 

including trading, integrating, and sharing information with others. (Dong-Wook Kwak et al., 2018) 
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2. Literature Review  

 

As defined by Arlbjörn et al. (2011), the phenomena of supply chain innovation may be divided into three 

concurrent business components: business processes, network structure, and technological innovation. 

Specifically, they define supply chain innovation as a change (either radical or incremental) within a supplier 

network or supply chain technology or a change in supply chain process (or a combination of these) that can 

take place at any level of a company's function, within a company, across industries, or within a supply chain 

to enhance new value creation for stakeholders.(Stentoft & Rajkumar, 2018) 

 

Corporate sustainability (CS) can be defined as a company's method to deliver value in social, environmental, 

and economic spheres in a long-term perspective with greater responsibility. (Ashrafi et al. 2018). It can also 

be seen as a company's capacity that continually operates over a long period, depending on the sustainability 

of stakeholder relationships. Organizations can use CS as a frame of reference to look beyond their 

shareholders and collaborate with other stakeholders to reduce their effect on environmental preservation, 

social equity, and economic development. (Linneberg et al., 2019) 

 

Long-term cooperation between a buyer-supplier is referred to as a buyer-supplier relationship (BSR) in 

supply chain management. (Vanpoucke et al. 2017) The ideal buyer-supplier relationship management 

method can offer a competitive advantage, stimulating brand development, reducing cost, improving 

effectiveness and efficiency by cutting down supply-side risks. It can be seen as the organisation-wide 

philosophy that all should embrace to deliver these benefits. (O'Brien, 2014) In business cooperation, 

adequate information exchanging played a vital role in sustaining and enhancing a relationship. Kros et al. 

(2019) insist that companies should rethink their business methods to communicate with partners to overcome 

market forces' challenges instead of concerning internal resources only. (Kros et al. 2019) 

 

 

3. Hypothesis Development 
 

In the context of renewable markets, innovation must create economic profits and meet the environmental and 

social performance metrics increasingly associated with corporate social responsibility (CSR). A myriad of 

terms related to sustainable innovation has been proposed, such as sustainable development, sustainable, 

CSR-driven, sustainability-related, sustainability-driven, and sustainability-oriented. (Gao et al., 

2017)(Klewitz & Hansen, 2014)(Ore, 2013) 

 

Since the Prime Minister of Norway put forward the definition of sustainable development at the United 

Nations Conference on Environment and Development in 1987, sustainable development has always revolved 

around humanity.  Environmental systems are likely to contribute to broader strategic agendas, such as 

sustainability disclosure (Mohammad & Wasiuzzaman, 2021) and circular business models (Barros et al., 

2021). In the past few decades, the company's sustainable development is manifested to improve corporate 

profitability and cost reduction (Lee & Ha, 2020). It can ensure the profitable operation of the company at the 

present stage and improve its social status and the already leading field, and the future expansion of the 

business environment. It can maintain sustained growth in profitability and improvement in business 

capabilities. With improved people's environmental awareness, green labels are more popular with customers, 

and more customer recognition leads to increased profitability in the supply chain (He et al., 2019). The 

relationship between buyers and suppliers significantly impacts the supply chain (Lin & Liang, 2019). 

Marketing-oriented innovation activities of companies can better research customers and meet customer 

needs. Supply chain innovation and  Partnership and buyer-supplier collaboration are closely related (Storer 

et al., 2014). In the current competitive business environment, corporate partner stability is becoming more 

critical, and many companies focus on the buyer-supplier relationship (Seo & Jo, 2021). 

 

However, the supplier and the buyer will always have different levels of power. Generally speaking, the 

buyer is more potent as the payer(Wallenburg et al., 2019). Power plays a vital role in the supply chain and 

the power holder. Effective use of power can promote cooperation between the two parties to benefit both 

parties (Benton & Maloni, 2005). The power imbalance between the buyer and the supplier will lead to a bad 

cooperative relationship (McDonald, 1999). The dissatisfaction of either party will cause the cooperation to 

fail, Causing losses to suppliers and suppliers, reducing financial benefits. Nowadays, the supplier and the 

buyer have more communication, and the relationship has become closer. Active communication between the 

buyer and the supplier can solve more directly, which is a general and necessary supply chain management. 

According to Handfield(2019) research on the relationship between buyers and sellers, the demand for 

personal relationships between buyers and sellers is rising. Suppliers' incremental innovation in the 
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relationship between suppliers and buyers  Enable the buyer to use the information provided by the supplier 

to enhance their value (Wallenburg et al., 2019). It makes the buyer more trust the supplier and improve the 

company's sustainable development capabilities. In the context of globalization, sustainability is increasingly 

important(Gelderman et al., 2021). The reduction of trust and commitment between buyers and suppliers will 

lead to increased uncertainty in the supply chain of business expansion (Badenhorst-Weiss & Tolmay, 2021). 

It will result in companies that may not retain their advantages in the future business of buyers and sellers that 

can promote cooperation and improve sustainable supply chain performance (LEE&HA, 2020). Improving 

quality and reliability and reducing costs positively impact corporate sustainability (Lee, & Park, 2019). In a 

globalized supply chain, the sustainability performance of companies is affected by supplier behaviour 

(Wallenburg et al., 2019). Therefore, in order to explore the impact of supply chain innovation on the 

sustainable development of enterprises under the influence of the relationship between buyers and suppliers, 

this article proposes the following hypotheses: 

 

H1: Supply chain innovation will have a significant and positive direct effect on corporate sustainability.   

 

H2: The buyer-supplier relationship moderates the relationship between the supply chain innovation and 

corporate sustainability 

 

4. Research Method 

The quantitative research design will be applied and based on a questionnaires survey from 200 companies in 

China. China's industry and information technology ministry has announced the green supply chain innovation 

management enterprises' list. Ministry of Commerce and other eight departments jointly issued the Notice on 

Piloting Supply Chain Innovation and Application that explicitly encourages supply chain innovation. Two 

hundred ninety-one firms engaged in a specific green supply chain innovation initiative received a letter of 

introduction describing the objective, assuring confidentiality, and providing access to our aggregated survey 

data. When responding to the survey, the respondent is asked to answer questions based on the supply chain 

innovation partner they have recently engaged with, which in turn guided the respondent to a specific supply 

chain innovation partnership. Those who had contact experiences with their suppliers or customers were asked 

to answer the questionnaire, including CEOs, executive team members and R&D managers, and product 

managers or environmental departments. 

 

5. Conclusion 

 

With the rise of open innovation, the new paradigm for innovation has already changed toward a collaborative, 

sustainable model; among possible external collaborators, suppliers and consumers are the most frequent 

collaborators (Melander, 2017). Wu and Li (2020) stated that collaboration is critical when supply chains seek 

to achieve economic, social, and environmental concurrently  (Wu & Li, 2020). Additionally, innovation has 

been increasingly important in the literature on sustainable supply chains ( Wu & Tsai, 2018). Supply chain 

innovation has been identified as a significant theme of the strand. The paper's results provide implications for 

management and corporate practice and help firms implement the full potential of supply chain innovation in the 

moderating role of buyer-supplier relationships for corporate sustainability, creating and securing sustainable 

competitive advantage. This paper is among the first to investigate moderating influence of BSRs in the 

relationship between supply chain innovation and corporate sustainability. Providing implications for research 

and corporate practice, it contributes to tapping supply chain innovation full potential complementing an extra-

organisational perspective. Nevertheless, this research has some limitations that can provide opportunities to 

develop more research on this topic. Firstly, the paper is only present the first quantitative insights. Secondly, 

collecting data from a single country (China). In future studies, research can be developed in different countries. 
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Design/Methodology/Approach: A systematic and partly bibliometric literature review was operated on wine 

tourism in Italy, France, Spain, and Germany, in the period from 2010 to 2020, with data collection based on a 

survey on Google Scholar. A following affinity analysis was carried out on the resulted 51 documents. 

Purpose: The study aims to detect the emerging topics about wine tourism in the countries under investigation, 

whose selection was due to their relevance in terms of wine production, to determine the potential marketing 

issues by which empowering the recovery and the relaunch of wine tourism during and / or after the Covid-19 

pandemic. 

Findings: Analysis of the data shows six emerging topics, namely tourism management, service management, 

stakeholder management, sales management, consumer / tourist behavior, and rural development and branding. 

These topics can be associated, for potential affinity, with three fundamental marketing issues, such as 

marketing management, consumer marketing, and territory / territorial marketing. 

Originality/value: In the overall scarcity of systematic literature reviews on wine tourism, which seem limited 

to few investigations, this study is the first to propose a specific focus on Italy, France, Spain, and Germany, i.e., 

the largest wine producing countries in Europe. The results of the survey have been catalogued firstly as 

emerging topics, and secondly as scientific issues, to emphasize the potential key levers for wine tourism growth 

and development, most of all considering the pandemic crisis. 

 

 

Keywords 

Wine business, Wine tourism, Wine marketing, Marketing management, Consumer marketing, Territory / 

territorial marketing, Italy, France, Spain, Germany. 

 

 

Introduction. 

The term “wine tourism” refers to the synergistic combination of two peculiar sectors, which have a significant 

impact on the territory and the economy, as well as on lifestyle (Hall et al., 2002). Furthermore, wine and 

tourism are particularly linked to the concept of experience, which is increasingly at the center of marketing 

studies and strategies not only with reference to the consumers, but also more generally to the various 

stakeholders (Certo and Certo, 2019). 

For all these reasons, wine tourism can be considered as a particular research field, which affects different 

perspectives sensitive to marketing, from service management to consumer behavior, from relationship 

management to the customer journey. Moreover, this interest is further strengthened also because, as highlighted 

by some surveys, such as the "Global Report of Covid-19 Impact on Wine Tourism" (www.winetourism.com), 

in a post-pandemic scenario and in the decade to follow, continuous growth is expected in this specific sector. 

In the current study, it was decided to investigate the literature on this subject particularly, after noting some 

lack of such research (i.e., literature review on wine tourism); whereas a general framework of the most updated 

studies in this field could offer useful considerations, reflections, and ideas to those involved in wine tourism 



 

271 
 

marketing, contributing to further advancement of knowledge on the subject (Webster and Watson, 2002). 

Furthermore, an overview of the research trends in wine tourism, also in the perspective of a potential 

significant growth of the sector, could constitute a valid reference for the numerous stakeholders that gravitate in 

the industry, particularly for the most important European countries in terms of wine production. i.e., Italy, 

France, Spain, and Germany.  

The paper is structured as follows: after a concise analysis of the literature on similar research, we have 

provided the definition of the methodology for the systematic and partly bibliometric analysis of the scientific 

literature in the field, with subsequent examination of the results in terms of semantic, conceptual, and 

applicative affinity. In conclusion, implications, limitations, and future research developments have been 

proposed. 

 

 

Scientific background. 

Even though wine tourism is a highly debated topic at a professional and scientific level, it is a young subject 

(Carlsen, 2004; Gómez et al., 2015; Durán-Sánchez et al., 2016); thus, it is not obvious that systematic analyses 

of the literature have been previously carried out. To verify this situation, a survey was operated on Google 

Scholar, which, with all its limitations, is the largest scientific database; in this respect, i.e., to obtain feedback 

on the probable scarce practice of systematic analysis of the literature in the field of wine tourism, we have 

opted for using the database that would have probably provided more numerous results than any other, 

considering also potential ‘spurious’ outputs. 

In fact, from the two queries used in this regard, determined accordingly to the subsequent systematic 

investigation, i.e., 

 

1) + "wine tourism" +"systematic literature review" 

2) + "enotourism" +"systematic literature review" 

 

and limiting these queries to the period from 2010 to 2020, again to maintain homogeneity with the subsequent 

systematic investigation, it has emerged that, after the seminal study by Carlsen (2004), the research by Gómez 

et al. (2015) is the only one with a general approach to the subject in terms of a systematic analysis of the 

literature, while the research by Durán-Sánchez et al. (2016) and the research by Triantafyllou et al. (2020) are 

the only ones with a general approach to the subject in terms of bibliometric analysis of the literature. In truth, 

other studies made use of systematic analyses of the literature on wine tourism, but only to support a specific 

research focus, for example on sustainability (Santini et al., 2013; Barbosa et al., 2018; Cichy et al., 2018; 

Amarando et al., 2019), territoriality (Correia and Rodrigues, 2019) and quality of the relationship (Cunha and 

Loureiro, 2017; Loureiro and Cunha, 2017). 

When combined with the keywords corresponding to the countries under investigation in the current research, 

namely Italy, France, Spain, and Germany, the results were naturally fewer, confirming the previous evidence. 

In this way, therefore, it has been possible to ascertain that at the state of the art, and to the best of our 

knowledge, there are for the period 2010-2020 only three general analyses of the literature on wine tourism, one 

systematic (Gómez et al., 2015) and two bibliometrics (Durán-Sánchez et al., 2016; Triantafyllou et al., 2020), 

with none of the three specifically focused on the four aforementioned countries, thus highlighting the 

theoretical gap in the matter. 

 

 

Research design: objectives and methods. 

Moving from the previous considerations, we have tried to bring out the most debated scientific profiles that 

have so far characterized the research on wine tourism, also, and honestly above all, because of the Covid-19 

pandemic, which has had such an impact on tourism in general and on wine tourism particularly (XVII National 

Report on Wine Tourism, Wine Cities, 2021, www.cittadelvino.com). Furthermore, from the previous analysis 

of the literature, it seems to emerge a reasonable scientific need, given the scarcity of systematic studies in this 

field; therefore, the following research question has been proposed, with the specific reasons for delimiting the 

research perimeter that are described below. 

 

RQ: "What are the main emerging topics that affected wine tourism research from 2010 to 2020 about the 

largest wine producing countries in Europe, namely Italy, France, Spain, and Germany?" 

 

As concerns the linguistics, since the research in question wants to focus on wine tourism, properly the 

expression “wine tourism” has been chosen as the main search term, deciding to limit the survey to contents in 

English. Among the possible synonyms, moreover, only “enotourism” has been selected, because from 

exploratory surveys it has appeared as a more international term, with greater number of occurrences than other 
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similar terms such as “oenotourism” or “vinitourism”, which, although existing, seem terminological variants 

that are adopted more locally, in limited areas. 

As concerns the time, the research has been conducted on the literature referring to the last decade (2010-2020). 

This choice is due, firstly, to be certain of being able to adequately deal with a reasonable number of possible 

outputs; secondly, for the needs of recovering and relaunching wine tourism in pandemic times and therefore, in 

terms of the newness of the issues, a decade is a reasonably significant period in terms of scientific 

development. 

As concerns the geography, it has been decided, as anticipated, to limit the study to Europe and particularly to 

four nations, namely Italy, France, Spain, and Germany, being the most relevant from a production point of 

view between 2010 and 2020 (Statista.Com, 2021). Potentially, these countries seem to be the most interesting 

for marketing purposes in the field of wine tourism, especially in Covid-19 and post-Covid times, being in some 

ways those most interested in promoting wine tourism due to their structural endowment in terms of production. 

Thus, the English names of the four European nations investigated in this study and then, “Italy”, “France”, 

“Spain”, and “Germany” have been associated as additional keywords with “wine tourism” and / or 

“enotourism” (for example, +“wine tourism” +“Italy” or +“enotourism” +“France”). These complex keywords 

were entered in the Google Scholar database to identify the scientific literature in English, concerning wine 

tourism, published between 2010 and 2020; this database, as aforementioned, shows several limitations, but at 

the same time it is also very useful to explore relatively new topics (Festa et al., 2018), as the matter in question 

seems to be, due to the theoretical gap described above. 

 

 

Research results and related discussion. 

The queries returned a rather large number of results (17,269). Consequently, to better define the scope of the 

research and particularly after ascertaining that searches in combination with “wine tourism” returned an 

excessive number of duplicates, the structure of the complex keywords was refined, adopting a combination of 

more punctual keywords., i.e. “wine tourism in --the name of the nation--” (for example, “wine tourism in 

Italy”) and +“enotourism” +“the name of the nation” (for example, +“enotourism” +“France”). 

The quantitative results of these final queries are reported in Table 1. Whereas Figure 1 shows the same data 

graphically, to present further evidence for comparative purposes, with the four countries reported in order by 

number of results, and then Spain, Italy, France and Germany. 

 

 

Query Results on Google Scholar 

Italy - 

"wine tourism in Italy" 185 

+ enotourism + Italy 267 

France - 

"wine tourism in France" 155 

+ enotourism + France 257 

Spain - 

"wine tourism in Spain" 227 

+ enotourism + Spain 301 

Germany - 

"wine tourism in Germany" 14 

+ enotourism + Germany 194 

Table 1. Results of queries on Google Scholar (2010-2020). Source: authors' calculation. 
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Figure 1. Graphic comparison of the results in Table 1. Source: authors' calculation. 

 

 

To identify the most relevant contributions for a possible semantic reconstruction of the main lines of research 

on the subject, with specific reference to the four main European nations in the field of wine business, all the 

publications generally belonging to grey literature were removed from the results. Furthermore, for reasons of 

scientific comparability, only scientific articles with a number of citations equal to or greater than five were 

taken into consideration (thus introducing a bibliometric criterion); however, this criterion, i.e., the number of 

citations equal to or greater than five, was not adopted 1) for 2020, to avoid discrimination of publications that 

may have been less cited because more recent, and 2) for Germany, due to the small number of results compared 

to those of other nations (for “wine tourism in Germany”, in fact, only 14 results were found overall). 

Finally, the same papers returned as a result from both queries were counted only once. More specifically, the 

query +“enotourism” +“the name of the nation” often returned contents that were already present in the results 

deriving from the query “wine tourism in –the name of the nation–" (or that were not aligned with the search 

intent). 

The meta-data relating to "title", "abstract", and "keywords" of all the retrieved publications were analyzed in 

detail, through manual investigation, excluding those publications that did not deal directly with wine tourism, 

i.e., those publications that, for example, mentioned wine tourism in one of the four countries only in phrases 

that were non-organic to the research in question, or within a list of other countries, or in studies relating to 

other contexts or focused on other nations. After these further refinements, 51 publications were inventoried, 

which were subsequently subjected to in-depth investigation through content analysis to bring out potential 

semantic, conceptual, and applicative affinity. 

Since in each publication the study of different themes was found, the articles in which wine tourism resulted as 

the main focus of investigation from the title, directly (words) or indirectly (concepts), have been primarily 

considered; secondly, through an affinity diagram (Tuch et al., 2013; Zhang and Sun, 2017; Song et al., 2018) 

we have tried to bring out the main research themes and most probably, therefore, the main emerging topics 

about wine tourism in the four European nations under consideration. The different contents have been 

associated with six main categories, which are described below and may represent the possible response to the 

RQ of the current study ("What are the main emerging topics that affected wine tourism research from 2010 to 

2020 about the largest wine producing countries in Europe, namely Italy, France, Spain, and Germany?"). 

 

Tourism management. 

In relation to each nation under investigation, several studies analyze wine tourism from the point of view of the 

wine producers and therefore, from the supply side; from these researches it is suggested that very often and 

quite understandably the wine producers, considering winegrowers, winemakers and bottlers, being focused on 

the core business, do not possess adequate skills in terms of tourist services and then, in terms of tourism 

management and even more in terms of tourism marketing. This evidence is strongly felt, for example, in the 

case of Germany, for which Koch et al. (2013) point out the widespread lack of economic and professional 

resources to be allocated to wine tourism management and marketing, but also, more generally, to wine business 

and wine marketing. This situation emerges even more with specific reference to social media marketing, whose 
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potential is still largely underdeveloped, as reported in general (Duarte-Alonso et al., 2013) and more 

specifically in the case of Italy (Pucciarelli, 2019). 

 

Service management. 

Numerous studies, especially for Italy, are focused on conceptualization, organization, and management of the 

wine tourism service (or in another perspective, on wine tourism as a service). As a paradigmatic example, it is 

worth mentioning Tommasetti and Festa (2014), whose study, based on the application of the Service-Dominant 

Logic to wine tourism, highlights the need / opportunity for greater development, for most wine tourism 

operators in Italy, of an institutional, professional, and cultural perspective that would valorize the ‘service’ as 

an essential component of wine tourism, also and above all from an experiential point of view. 

 

Stakeholder management. 

For the four European nations under investigation, some studies have also highlighted a limited level of 

cooperation among the various stakeholders in the field of wine tourism. This topic, for example, is the subject 

of specific analysis in the case of Germany (Koch et al., 2013; Tafel and Szolnoki, 2020a) and Italy (Festa et al., 

2015; Festa et al., 2019; Festa et al., 2020), with research highlighting the potential global impact, but above all 

from an economic point of view, of wine tourism in specific regions or areas, mentioning the opportunities that 

could be more exploited by networking on the territory and involving the different stakeholders. 

 

Sales management. 

In several studies, above all for Italy and Germany, while less for France and Spain, there is specific aim to 

understand the correlation between wine tourism and the relative volume of sales that can derive from it, to 

appreciate its incidence on the total sales of the wineries. This analysis has been carried out in the case of 

Germany (Szolnoki, 2018) and Italy (Smyczek et al., 2020) particularly. 

 

Consumer / tourist behavior. 

Numerous studies (except for the case of Germany) are focused on wine tourist as a consumer in general, 

investigating current and potential wine tourism customers in terms of motivations, from the interest to know 

more about wine in the technical sense to the expectation to enjoy more about wine tourism in the experiential 

sense. Possible examples are, in the case of France, Alebaki and Iakovidou (2011); in the case of Italy, Asero 

and Sebastiano (2011) and Mauracher et al. (2016); in the case of Spain, Duarte Alonso (2015) and Perez 

Galvez et al. (2015). 

 

Rural development and branding. 

For all the countries under investigation, different studies highlight the possibility of improving, innovating, and 

developing rural areas, in economic, technological, social and cultural terms. Tafel and Szolnoki (2020b) deal 

specifically with this topic in the case of Germany; in the case of Italy, Presenza et al. (2010) and Nicolosi et al. 

(2016); in the case of Spain, Gómez et al. (2011). 

 

From a scientific point of view, as shown in Figure 2, of these six possible emerging topics, four seem to 

physiologically belong to the area of management and two to the area of marketing. Naturally, all the possible 

interactions and enhancements in this regard are evident. 
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Figure 2. Potential marketing issues for wine tourism (2010-2020). Source: authors' elaboration. 

 

 

Aiming to emphasize more specifically the possible marketing interests in the field of wine tourism, it seems 

reasonable to identify the main drivers of development in at least three fundamental topics, namely marketing 

management, consumer marketing, and territory / territorial marketing. The discipline of marketing is vastly 

pervasive and therefore, can be used anywhere and anytime in the operationalization of wine tourism, adopting 

constantly a market-driven management perspective; however, it seems useful to point out the peculiar issues of 

application that have emerged from the research in question. 

 

 

Limits of research and future developments. 

This study has an exploratory nature, with the intention to serve as a methodological basis to proceed firstly to 

more specific research on the emerging topics as resulting from the investigation and secondly, to subsequent 

analysis of the literature about wine tourism on a larger scale. In the latter case, two limits of the current 

research could be overcome, namely the geographical parameter (considering other European nations and / or 

constructing comparisons with non-European nations) and the time parameter (expanding the period under 

investigation beyond the current 2010-2020 or considering the Covid-19 pandemic as a watershed between the 

wine tourism before and the wine tourism after). 

Furthermore, other scientific databases could be investigated, most of all in consideration of the reported limits 

relating to Google Scholar (main examples are Scopus and ISI - Web of Science), but also to emphasize the 

criterion of citations. Once additional databases have been chosen, the lexicon (in terms of keywords) and the 

syntax (in terms of combinations) for the queries could also be subjected to revision. 

Finally, in conceptual terms, considering the peculiarity of wine tourism (Mitchell et al., 2012; Cinelli 

Colombini, 2015), it could be interesting to focus further investigation (both on the specific emerging topics or 

on the potential re-engineering of the literature analysis) on the aspect of the customer experience in wine 

tourism, given that this area does not seem to have yet been deepened by specific scientific literature at 

‘national’ level, i.e., with specific reference to the four European nations under investigation in the current 

research. In general, in fact, the five dimensions of experiential marketing as outlined by Schmitt (1999), 

namely 'feel, think, sense, act, and relate', linked respectively to emotions, knowledge, sensations, actions and 

reactions, seem all being intensely present, and moreover simultaneously, in the wine tourism offer. 

 

 

Conclusion and possible implications of the research. 

The main purpose of this study is to carry out a systematic analysis of the international scientific literature on 

wine tourism to provide an analytical basis, although inevitably exploratory, which could identify the main 

research themes on the subject, with specific reference to the four main European countries in terms of wine 
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production (Italy, France, Spain, and Germany). The underlying reasoning insists on the possibility that the most 

debated research topics may also represent the main problems of the sector, to be therefore subjected to more 

pressing attention as concerns the related marketing. 

The results deriving from the investigation have allowed to identify at least six emerging topics of interest in the 

publications retrieved from the survey, namely tourism management, service management, stakeholder 

management, sales management, consumer / tourist behavior, rural development and branding, to be associated 

for potential affinity with three fundamental marketing issues, such as marketing management, consumer 

marketing, and territory / territorial marketing. Individually or globally, these topics seem therefore worthy of 

specific and focused attention, at a scientific level (to understand more and more deeply the dynamics of 

development of wine tourism), at a professional level (to engineer increasingly profitable wine tourism 

solutions), and at an institutional level (to facilitate the recovery and relaunch of the sector, especially after the 

tremendous crisis induced by the Covid-19 pandemic). 
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Introduction: Searching for health services outside the borders of the country is an internationally known 

practice. Every year the revenues of the countries that provide medical tourism services increase. Marketing 

planning is a process, which consists of analyzing the current situation and information on marketing 

opportunities, forecasting and creating design sites, selecting target markets, setting marketing goals, designing 

and developing a marketing strategy for achieving these goals with the best possible allocation of resources 

Unfortunately, our country has a very small share of the medical tourism market.  
 

Purpose of the study: Medical tourism is a global product, with destinations on all continents The purpose of 

this review was to present a marketing plan for health services related to the development of medical tourism 

services, in a large private hospital in the city of Thessaloniki. 
 

Methods:A bibliographic review was carried out in the scientific databases of Pubmed, CINAHL, Scopus, 

IATROTEK, in International and Domestic Organizations as well as in the Google Scholar search engine, of 

published Greek and English scientific articles. The two important tools of strategic planning are PESTEL 

analysis and SWOT. These two tools will be presented in the context of strategic planning for the development 

of a medical tourism service in a private hospital in the city of Thessaloniki. 
 
 Results: An important tool for improving the quality of services provided is measuring patient satisfaction. 

Measuring satisfaction provides valuable information, which is likely to highlight problems in the service 

delivery process that may begin with the patient's first online contact with the hospital and extend throughout 

the treatment to problems that could not recorded as part of a routine check control. 
The need for immediate access and receipt of a medical tourism service, the low cost of the service and the high 

quality of these services, are the factors that will attract patients. 
 

Conclusion: Medical tourism is an ever-growing market for health services internationally. Proper marketing 

planning with the application of modern management and marketing tools, will increase the chance of success in 

providing medical tourism services. Undoubtedly, our country has the ability to penetrate dynamically in the 

market of medical tourism, taking advantage of its positive and strong elements, as presented above in the two 

analyzes PESTEL and SWOT. 
 

Keywords: Medical,tourism, health, wellness, quality of health services. 
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Abstract 

In the present paper, a study of the contribution of the Academic Advisor of Studies in the students’ 

empowerment of the tourist schools is carried out. The case study concerns the Advanced School of Tourism 

Education of Rhodes. The review of the literature shows that the institution of the academic advisor is 

particularly important and contributes positively to the empowerment of students. In addition, in advanced 

tourism education, the institution of academic advisor is inapplicable, and this creates difficulties for students 

who wish to communicate about issues that concern them. For this reason, this research is considered 

particularly important. In the present research, a quantitative research was applied by distributing questionnaires 

to the students at the Advanced School of Tourism Education of Rhodes. 

The research data are analyzed in a descriptive way. SPSS 26.0 software has been used to analyze the main data. 

The analysis of the data showed that there is an urgent need for the establishment of the institution of the 

Academic Advisor of Studies in tourism education for the guidance and empowerment of students. 

Keywords: academic advising, students, tourism, Greece 
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Abstract 

The methods of learning and knowledge transfer to University Institutions, are being redefined, with particular 

emphasis on non-verbal communication and its possible substitution by new technologies. In the meantime, we 

experience the transmission from geography to cyberspace, ending up to a more unified global nervous system. 

The key research question is whether lifelong knowledge transfer and verbal communication can be replaced - 

and to what extent - by the use of Augmented and Virtual Reality technologies in a remote environment of 

tourism education. In the context of the global digital transformation of knowledge, this research addresses the 

correlation of knowledge management with digital learning and the use of new technologies, asking questions 

about the adaptation of teaching to distance education through the use of AR, VR and Hols technologies. In 

particular, it focuses on the redefinition of learning methods and knowledge transfer to University Institutions in 

the field of tourism and hospitality management, with certain emphasis on non-verbal communication and its 

possible replacement by the aforementioned new technologies. The scientific essentiality here lies in the 

correlation of the four-staged spiral knowledge transfer model of Nonaka & Takeuchi, which has been 

recognized to be the most significant one, and its general redefinition, through the use of state-of-the-art 

technologies and its application in university education in the tourism field. 

Support and validation are sought through double and triple control or what is called 'triangulation': that is, 

multiple objects of interest, observers and methodological tools (eg in-depth interview process) are used to 

confirm already established facts. It is clear and emerges from the literature review, that the transfer of 

knowledge with new technologies of artificial intelligence to university institutions of tourism education, is 

multidimensional, multi-influential and generally dynamic. Therefore, the research process should be based on a 

combination of methods, so that the interpretations of the world around us are as reliable as possible. 

(Avdimiotis, 2016). The triangulation of experimental methods, qualitative and quantitative research will be 

used regarding the research methodology that will be applied. More specifically, a) a course teaching 

experiment will be conducted on students of the postgraduate study program in the “Administration of Tourism 

Enterprises and Organizations” of the International Hellenic University, to whom, the course of "Tourism 

Business Management", will be taken place in a hologram form, plus, new technological educational tools, b) 

in-depth interviews will be conducted on the sample to be selected and finally methodology that will refer to i) 

the neurosensory stimulation measurements and ii) a structured questionnaire through which the adaptation of 

the SECI model of Nonaka and Takeuchi will be observed. 

The aim is to investigate the magnitude of the impact of new technologies on knowledge transfer. Given: a) the 

need for the new transformation of knowledge b) the realization that non-verbal communication is an important 

factor for the knowledge transfer, as well and c) the cautious position held by university students regarding 

distance education - who are looking for a mixed system including synchronous, asynchronous and lifelong 

teaching.  
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 The teaching process requires the recording of 12 lessons in digital format 360o and conversion of the 

mp4 file into a suitable file for viewing on 3D headsets, (Samsumg VR, Oculus Rift, Mobile hologram), which 

will be stored on the Moodle platform of DIPAE and will students download. The same sample will be used for 

the needs of qualitative research (in-depth interviews) in semi-structured questionnaire questions that will arise 

through the DELPHI method, and the concept map will be constructed using Atlas or NVIVO software, while 

for quantitative research, developed a structured questionnaire and will be based on the knowledge management 

model of Nonaka and Takeuchi, as weighted and validated by Avdimioti and Tragouda (2020). The 

questionnaire will test the hypotheses using SEM with the assumption that the sample will be an inventory of all 

students of the Postgraduate Program of the International Hellenic University. At the end of the courses and the 

application of the research tools (qualitative and quantitative) exams will be conducted in order to proceed to the 

evaluation of the knowledge acquired and absorbed by the students. The statistical tools that will be used are a) 

descriptive statistical analysis and b) inductive which will include the tools of x2, ANOVA, Pearson 

Correlations while as mentioned before the analysis of structural equations will be done, using the AMOS 

software. 

Key words: Knowledge Transfer, SECI Model, AR, VR, HOLS Tech, non-verbal communication 
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Abstract 

Tourism is able to boost local economies, create new jobs in areas that lack important productive sectors, 

develop local infrastructure and build a sense of cultural exchange between foreigners and local residents. It is, 

however, necessary to learn more about tourists’ profile and expectations as this information can guide the effort 

to design effective strategies aiming at increasing tourist satisfaction and attracting more tourists at destinations. 

This study contributes to the knowledge of tourist motivation and typologies. The methodology involved 

quantitative research based on 445 questionnaires which were completed through personal interviews with 

Bulgarian tourists who were having vacations in the Municipality of Paggaio – a popular Greek destination 

renowned for its diverse natural beauty. Principal component analysis was performed to identify the basic 

categories of activities which the respondents would be interested to carry out while having vacations in the 

study area. A cluster analysis was then performed to classify tourists into three clusters and Chi-square 

independence test was conducted to examine the degree that respondents’ characteristics represent each cluster. 

Their profiles are feasible in theoretical and statistical terms while practical implications for tourism actors and 

future directions in tourism development are highlighted. 

 

Keywords: tourism  development, tourist typology, local development, tourism planning, sustainable 

development .  
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Introduction  

Natural resources are the products that the natural environment has been offering to humans for centuries and 

have been used by humans to meet important needs. That being said, the uneven distribution of natural resources 

affects directly the economic development of countries both at local and regional level (Andreopoulou et al., 

2017a; Koliouska et al., 2017). Sustainable development is often described as the most appropriate approach to 

follow when the goal is to tackle important issues such as environmental degradation and resource distribution 

(Soutsas et al., 2006).  

Greece is renowned as a tourist destination; only in 2019 it attracted more than 31 million tourists. Tourism is 

often described by economists as the country’s “heavy industry” because it has been delivering remarkable 

financial and social benefits, including thousands of jobs, local economic growth and infrastructure 

development. What is particularly interesting to note is that tourism can provide jobs to that part of the 

workforce which is often the ‘unemployment hardcore’ that involves young people, women and unskilled 

workers. In this regard, the development of tourism may be used as an effective strategy to solve longstanding 

issues which have been plaguing local economies for many years. However, sustainability has an immediate 

effect on the competitiveness of tourism destinations; that is because the environmental quality of tourist 

destinations affects the quality of the tourist experience. For this reason, it is necessary to adopt a more holistic 

approach that would seek to ensure economic prosperity, social coherence, environmental protection and 

cultural projection of tourist destinations. In addition, tourism is one of the most profitable sectors and the most 

prominent socioeconomic phenomenon. However, if the development of tourism is not based on careful 

planning it can have negative effects (Arabatzis et al., 2010; Tsekouropoulos et al., 2012).   

Tourism has changed dramatically over the last twenty years with the growth of the middle class and economy. 

Nowadays, there are various types of tourism such as health tourism, nature tourism, cultural tourism, religious 

tourism and so forth. As a response to the demand of the market, mass tourism has been developed in Greece 

over the last 50 years. The actors of the business tourism responded to the growing demand for tourist services 

thereby making a great contribution to the development of tourism in Greece (Liakara, 2010, Andreopoulou et 

al., 2015; Misso et al., 2018). Of course, the country possessed great potential for tourism expansion; features 

that rendered Greece an optimal tourist destination involved its cultural heritage, scenic beaches with crystal 

waters and a warm Mediterranean climate. However, in many cases mass tourism brought negative 

consequences as it exercised enormous stress over many regions of stark natural beauty. These regions were 

degraded due to the severe impacts of abrupt tourism development (Andreopoulou et al., 2011). Since global 

tourism is following a rising trend, tourism planning should not only focus on the development of the sector but 

also set clear objectives concerning the protection of the environment. Therefore, tourism development should 

be managed with prudence ensuring that the principles of sustainability and environmental protection are 

followed (Skanavis and Giannoulis, 2010). In this way, tourism can meaningfully contribute to the local 

economic development. Sustainable tourism should follow a parallel course to that of sustainable development 

(Andreopoulou et al., 2017b). The merging of these two notions creates sustainable tourism development where 

the focus of tourism development is on the local, social, economic, cultural and environmental structures of each 

tourist region (Quintal et al., 2015).  

Communication strategies are the means to disseminate the activities that characterize rural regions. These 

strategies should, however, correspond to the new demands of tourists. Tourism is now faced with new 

challenges as tourists are now looking for multi-optional offers and experiences that are provided in an 

atmosphere that is both exhilarating and authentic (Quintal et al., 2015). What is more, it has been observed that 

tourists now tend to seek relaxation and originality in simple activities such as hiking, but also look for 

impulsive and fast experiences. At the same time, they need to feel safe and maintain a personal space with their 

travel companions. Moreover, tourists re-evaluate the contact with nature and place more importance to the 

positive emotions that nature stirs within them. It can be seen that the way tourists conceptualize tourist 

experience is crucial to tourism planning and thus more attention should be placed on the investigation of tourist 

profile and expectations. Hence, the aim of this paper is to develop a tourist typology based on their interest for 

carrying out activities while visiting the Municipality of Paggaio which is a popular destination in Northern 

Greece. The present study seeks to present an integrated approach to tourism development which gives 

prominence to local natural resources while meeting the needs of tourists.   

 

Study area 

The Municipality of Paggaio was the study area. It is located in the Prefecture of Kavala and has a population of 

32.085 inhabitants according to the last national census in 2011. The study area has been designated as a 

wildlife refuge and is included in the European-wide Natura 2000 network of protected areas. The climate of 

this region is Mediterranean climate with mild winters and hot, dry summers. The local economy is primarily 

based on agriculture (wheat and corn cultivation), olive oil production, viticulture as well as livestock farming. 

In summer, tourism makes a significant contribution to the local economy. The landscape in the region presents 

a diverse relief that offers visitors the opportunity to enjoy crystal clear beaches and traditional mountainous 
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destinations. The study area has a remarkable potential to develop religious tourism as there are unique religious 

monuments such as the historical Holy Monastery of Panagia Eikosifoinissa, Holy Monastery of Agios 

Panteleimon, Holy pilgrimage of Panagia N. Peramou and many more. At the same time, there is a significant 

potential to develop nature and health tourism as visitors can visit the forest village in Akrovouni and the Baths 

of Sanative Springs of Eleftheres. 

 

Methodology  

The study used structured questionnaires to collect the data. Questionnaires were completed through personal 

interviews with Bulgarian tourists in the study area. Personal interviews are one of the best ways to collect 

statistical data and are widely used in surveys (Babbie 2004). The study was conducted from June 2020 to 

August 2020. The data were analyzed using the Statistical Package for the Social Sciences (SPSS) version 23.0. 

In particular, descriptive statistics, the non-parametric Friedman test, Principal Component Analysis, Cluster 

Analysis and the Chi-square independence test were carried out to analyze the collected data.  

 

Results  

 

Respondents’ sociodemographic characteristics 

In the sample, male respondents (54.2%) outnumbered their female counterparts (45.8%). In terms of age, 

41.8% of respondents were aged between 25-49 and 35.53% between 41-60 years. Significantly fewer 

respondents were below 24 years (9.9%) and over 60 years (13%). In terms of annual income, 6.5% of 

respondents earned below 8,000 Lev, 15.7% earned between 8,001-20,000 Lev, 12.1% earned between 20,001-

40,000 Lev, 16.9% earned between 40,001-60,000 and 31% earned over 60,000Lev a year (Table 1).  

 

Table 1. Social and demographic characteristics of respondents 

Variable Category Percentage % 

Gender 
Male 54.2 

Female 45.8 

Age 

Below 24 9.9 

25 – 40 41.8 

41-60 35.3 

Over 60 13.0 

Annual income (in 

Lev) 

Up to 8,000 6.5 

8,001-20,000 15.7 

20,001-40,000 12.1 

40,001-60,000 16.9 

Over 60,000 31.0 

Total 82.2 

Missing System 17.8 

 

Characteristics of respondents’ accommodation 

 

For the overwhelming majority of visitors (97.5%), the reason for travelling to Paggaio was vacation. Only for 

as few as 2.5% the reason for travel was business (Table 2). 

 

Table 2. Frequency and percentages regarding respondents’ reason for travelling to the study area 

  Frequency Percent 

Vacation 434 97.5 

Business 11 2.5 

Total 445 100.0 

 

Respondents also reported whether they travelled alone or with travel companions. A high share of respondents 

travelled to the destination with their families (42.9%), 32.4% with their partners and 22% with their friends or 

relatives. Only as few as 2.7% reported travelling alone (Table 3).  

 

Table 3. Frequency and percentages regarding respondents’ form of travelling  

  Frequency Percent 

Alone 12 2.7 

With partner 144 32.4 

With family 191 42.9 
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With relatives/friends 98 22.0 

Total 445 100.0 

 

Interestingly, most respondents spent relatively low sums of money during their stay in Paggaio. In particular, 

30.3% spent between 100 and 500 euros, 24.9% spent between 550 and 1,000 euros, 10.1% spent between 1.050 

and 1.500 euros, 9.4% spent between 1.600 and 3.000 euros and only as few as 0.9% spent between 3.500 and 

5.000 euros (Table 4).  

 

Table 4. Frequency and percentages of the sums of money respondents spent at the vacation destination  

 Sums of money Frequency Percent 

Less than 500 € 135 30.3 

501-1000 € 111 24.9 

1001-1500 € 45 10.1 

Over 1501 € 46 10.3 

Total 337 75.7 

 

Respondents’ choice of accommodation was also examined. As it can be seen in Table 5, a high share of 

respondents (by 44.7%) chose apartments/studios. In addition, substantial shares of visitors stayed at hotels 

(24.7%) and rent rooms (20.2%). Conversely, significantly lower percentages of visitors rented villas (5.4%) or 

were staying in camping (4.9%).  

 

Table 5. Frequency and percentages of respondents’ accommodation in the study area 

 Accommodation Frequency Percent 

Hotel 110 24.7 

Rented villa 24 5.4 

Apartment/studio 199 44.7 

Rent room 90 20.2 

Camping 22 4.9 

Total 445 100.0 

 

Then, visitors reported the number of nights they would spend at tourist accommodation establishments in the 

study area. As shown in Table 6, more than half respondents (by 51.2%) would spend two to five nights and a 

high share of respondents (by 43.4%) would spend six to ten nights at the destination. However, only 5.2% 

would spend more than 12 nights.  

 

Table 6. Frequency and percentages regarding respondents’ overnight stays 

  Frequency Percent 

Fewer than 5 nights 228 51.2 

6-10 nights 193 43.4 

More than 10 24 5.4 

Total 445 100.0 

 

Next, visitors’ interest in carrying out activities during their stay in the study area was examined. As Table 7 

shows, 78.4% would be interested in thermal baths, spa and hydrotherapy, 75.3% in activities related to the 

local/traditional cuisine, 65.8% in winery visits, 46.5% in renting speedboats and 43.6% in staying in farms or 

traditional establishments. Notably lower interest was recorded for underwater fishing (9.9%), climbing (3.4%) 

and mountain running (2.55).  

 

Table 7. Percentages regarding respondents’ interest for carrying out various activities during their stay at the 

destination  

 Not at all Slightly Moderately Much Very much 

Hiking/ Spending time in nature 33.3 24.7 23.8 13.0 5.2 

Mountaineering 51.0 25.4 13.5 7.9 2.2 

Climbing 57.1 33.0 6.5 2.7 0.7 

Rafting – kayak  44.5 28.1 14.2 9.4 3.8 

Visiting caves 40.4 27.2 18.2 10.8 3.4 

Learning about the local/traditional 4.3 4.3 16.2 36.6 38.7 
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cuisine  

Winery visits  5.6 6.3 22.2 31.2 34,6 

Accommodation in farms or traditional 

establishments  
12.6 11.7 32.1 24.7 18.9 

Thermal baths, spa and hydrotherapy  3.4 5.6 12.6 26.3 52.1 

Renting speedboat  12.6 16.2 24.7 22.7 23.8 

Underwater fishing 47.9 32.4 9.9 5.6 4.3 

Mountain bike 56.0 31.7 7.6 2.9 1.8 

Horse riding 44.0 29.4 15.5 9.2 1.8 

Mountain running 59.3 33.5 4.7 1.6 0.9 

Diving 42.2 31.0 13.5 10.1 3.1 

Visiting archeological monuments  32.4 24.0 30.1 11.0 2.5 

Visiting monasteries  30.1 25.4 29.0 12.4 3.1 

 

To obtain a more precise picture of respondents’ interest for the above activities, responses were ranked using 

the non-parametric Friedman test. In Table 8, it can be seen that thermal baths, spa and hydrotherapy (mean rank 

14.62), learning about the local/traditional cuisine (mean rank 14.39), winery visits (mean rank 13.87) and 

accommodation in farms or traditional establishments (mean rank 12.19) received the highest rankings. On the 

contrary, mountain bike (mean rank 5.84), climbing (mean rank 5.64) and mountain running (mean rank 5,39) 

obtained the lowest rankings.  

 

Table 8. The application of the Friedman test for ranking respondents’ interest for carrying out activities during 

their stay at the destination 

  Mean Rank 

Hiking/ Spending time in nature 8.78 

Mountaineering 6.86 

Climbing 5.64 

Rafting – kayak 7.30 

Visiting caves 7.70 

Learning about the local/traditional cuisine 14.39 

Winery visits 13.87 

Accommodation in farms or traditional establishments 12.19 

Thermal baths, spa and hydrotherapy 14.62 

Renting speedboat 11.98 

Underwater fishing 6.78 

Mountain bike 5.84 

Horse riding 7.16 

Mountain running 5.39 

Diving 7.29 

Visiting archeological monuments 8.55 

Visiting monasteries 8.67 

N= 445 Chi-Square=3660.229 df=16 Asymp. Sig.=0.000 

 

To gain further insights into respondents’ interest for carrying out activities, principal component analysis was 

performed. Results in Table 9 show that the values of the loadings are satisfactory. Hence, the analysis gave four 

components which consist recreation activities that the respondents would like to carry out during their 

vacations at the study area.  

 

Table 9. Rotated component matrix for activities 

  
Component 

1 2 3 4 

Mountaineering 0.827 0.181 0.186 -0.046 

Climbing 0.808 0.052 0.151 0.179 

Mountain bike 0.735 0.033 0.042 0.396 

Rafting – kayak 0.722 0.116 0.257 0.172 

Horse riding 0.713 0.200 0.194 0.194 

Hiking/ Spending time in nature 0.694 0.218 0.413 -0.053 

Mountain running 0.662 0.043 0.071 0.372 
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Winery visits 0.083 0.824 0.100 0.155 

Thermal baths, spa and hydrotherapy -0.008 0.796 0.027 0.048 

Learning about the local/traditional cuisine 0.188 0.745 0.234 -0.096 

Accommodation in farms or traditional 

establishments 
0.320 0.701 0.171 -0.038 

Visiting archeological monuments 0.201 0.137 0.928 0.066 

Visiting monasteries 0.149 0.169 0.913 0.111 

Visiting caves 0.422 0.150 0.727 0.090 

Diving 0.342 -0.098 0.146 0.735 

Underwater fishing 0.514 -0.009 0.108 0.685 

Renting speedboat -0.018 0.515 0.006 0.653 

 

Next, cluster analysis was applied to investigate if sets of observations can be grouped so that elements 

belonging to the same group are more similar compared to elements in other groups. The analysis gave three 

visitor types in terms of the reasons that affect recreational activities. Results in Table 10 show the degree that 

each component participates in the respective cluster.  

 

Table 10. Means of component loadings in each cluster  

 

Cluster 

1 2 3 

Land activities  -0.03705 0.01658 0.02468 

Gastronomy activities  0.11431 -0.38643 0.06659 

Cultural activities 1.05175 -0.27658 -0.78300 

Water activities -0.21954 1.54121 -0.46799 

 

In order to detect statistical differences among the three clusters, the chi-square independence test was applied. 

The variables that were tested were gender, age, annual income and sums of money that the respondents spend 

at the destination (Table 11). The analysis gave a description of visitor clusters based on recreational activities.  

In specific, CL1 (37.5 %) includes visitors who are interested in cultural and gastronomy activities. This cluster 

involves mainly women and individuals aged between 25 and 40 years. Visitors in this cluster earn high annual 

incomes but do not spend high sums of money during vacations.  

In CL2 (18.6%), visitors are interested in water and land activities. This cluster involves mainly male visitors 

aged between 25-40 and 18-24 years. Visitors in this cluster earn high annual incomes and seem to spend much 

money on vacations.  

Finally, CL3 was the biggest cluster (43.8%) and included the highest number of respondents. These were 

mainly men who appeared to be interested in land and gastronomy activities. However, they were found to be 

affected negatively by cultural and water activities. Half of individuals in this cluster were older than 41 years 

and enjoyed high income but did not spend high sums of money on vacations. 

 

Table 11. Statistically important differences of the three clusters in relation to the variables of the study  

Variable Category 
CL1 

(37.5%) 

CL2 

(18.6%) 

CL3 

(43.8%) 

Gender 
Male 46.7% 73.5% 52.3% 

Female 53.3% 26.5% 47.7% 

Age 

Up to 24 years 3.0% 25.3% 9.2% 

25 – 40 years 47.3% 36.1% 39.5% 

41-60 years 38.9% 31.3% 33.8% 

Older than 60 years 10.8% 7.2% 17.4% 

Annual income 

Up to 8,000 € 4.5% 12.9% 8.5% 

8,001-20,000 € 26.5% 7.1% 18.3% 

20,001-40,000 € 14.4% 15.7% 14.6% 

40,001-60,000 € 23.5% 17.1% 19.5% 

Over 60,000 € 31.1% 47.1% 39.0% 

Sum of money spent on 

vacations  

Less than 500 Lev 45.5% 22.2% 43.1% 

501-1,000 Lev 33.1% 31.7% 33.3% 

1,001-1,500 Lev 9.1% 17.5% 15.0% 

 More than 1,500 Lev 12.4% 28.6% 8.5% 

Tοtal 100  100 
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Conclusions 

The development of tourism is an effective way to achieve local development. However, this is not feasible 

without relevant research evidence. In particular, it is necessary to investigate the profile and expectations of 

tourists in order to upgrade tourist services and enrich the tourist product. If research findings are considered in 

tourism planning strategies, tourism development can become tangible. This study sought to develop a typology 

based on the interest of tourists to carry out various activities while visiting the municipality of Paggaio – a 

destination with remarkable tourism potential due to its diverse natural beauty. Overall, the tourists seemed to be 

satisfied with their experience in the study area and were also highly interested in carrying out activities during 

their stay. These activities can help actors engaged in tourism create attractive tourism packages that will meet 

the expectations of tourists and enhance their revisit intentions but also attract new tourists.  

Interestingly, only 4.9% of respondents chose to have a camping vacation at the destination. This implies that 

tourists may be dissatisfied with the existing camping infrastructure and thus prefer accommodation in hotels, 

studios, apartments and rent rooms. However, camping tourism represents a rising part of the tourism industry 

and thus the study area needs to improve the camping infrastructure in order to attract visitors who are interested 

explicitly in this special-interest tourism.  

In addition, tourists in this study were found to be highly interested in carrying out activities during their stay in 

the Municipality of Paggaio. Respondents were mostly interested in thermal baths, spa, hydrotherapy as well as 

activities related to the local cuisine, winery visits, speedboats and accommodation in farms and other traditional 

establishments. The study area has the Baths of Sanative Springs in the region of Eleftheres. This could perhaps 

be included in tourism packages so that the baths are more accessible to tourists. Moreover, investments in the 

facilities of spas, wineries, food establishments as well as traditional guesthouses can be expected to enhance 

tourist satisfaction and attract new visitors who are more interested in wine, food and traditional tourism.  

Finally, the tourist typology that this study developed can become a guide for actors involved in tourism as it 

outlines tourists’ profile. Hence, it can be particularly useful in tourism planning as well as the design of 

strategies to attract visitors to the study area. For example, most respondents fell into the third cluster whose 

members were male aged over 41, expressed their preference for land and gastronomy activities and tended to 

spend low sums of money even though they earned high incomes. These characteristics reveal the expectations 

of a big part of tourists and can be easily used to design tourists packages that correspond to the expectations of 

an important part of tourists.    
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Abstract: 

According to recent data (Hootsuite, 2021), there are 5.22 billion unique mobile phone users worldwide (66.6% 

of the total population). Moreover, 92.6% of global internet users connect to the internet via mobile devices, 

while the average time spent using mobile devices daily is 4 hours and 10 minutes. Undoubtedly, mobile 

devices (i.e. smartphones and tablets) have become an inseparable part of our daily lives to such an extent, that 

many people are becoming addicted to their mobile devices and cannot imagine their lives without them. This 

results in various health risk associated with mobile devices. For example, the term nomophobia (short for ‘no 

mobile phobia’) is used to describe a psychological condition when people have a fear or anxiety of being 

detached from mobile phone connectivity. No other medium in the history of technology has been so personal, 

so powerful and so intrusive in the daily lives of people. When looking at mobile devices owners by age, 

penetration is highest among Millennials (Generation Y). This demographic cohort, which includes those born 

between 1980 and 1996, has been characterized as the first truly digital one as since its advent, a plethora of 

interactive technological applications accompany it.  

On the other hand, mobile devices have revolutionized the tourism industry, which is already a pioneer in the 

adoption of any new technology. Tourists are increasingly taking advantage of the possibilities offered by 

mobile devices during their trips, enhancing their experience. Likewise, the growth of mobile technologies has 

opened up many opportunities for tourism businesses and Destination Management Organizations (DMOs) for 

integrating mobile devices into their digital marketing and communication strategies. Mobile devices allow 

tourism service providers and tourists to interact beyond time and geographical constraints. The term mobile 

tourism (m-tourism) refers to the application of mobile devices for tourism services.  

In this context, the aim of this paper is to investigate the use of mobile devices by Millennials, for purposes 

related to travel and tourism, providing a better understanding of the main features of this type of tourists’ 

mobile behavior. In order to meet the above objective, survey was conducted via a structured self-completed 

questionnaire in a sample of 211 Millennials in Greece. The results of the study revealed that Millennials are 

heavy users of mobile devices (mostly smartphones), which they use in all three phases of their trips (pre-trip, 

on-site, post-trip), however, to a different extent and for different purposes. In addition, participants have 

downloaded a variety of travel-related applications to their mobile devices, while revealing what features a 

mobile application must have in order to be successful. Special mention is also made of the advantages of 

mobile devices for travel purposes during the COVID-19 era. Findings and discussion of this study are useful to 

tourism marketers, academic researchers and other stakeholders interested in understanding the role of mobile 

devices in this generation’s travel behavior.  
 

Keywords: Millennials, mobile devices, smartphones, social media, travel behavior 

 
 

  



 

296 
 

Proposing activities as an alternative way to improve tourist satisfaction 

 

 

 

Evangelia Karasmanaki1, Georgios Tsantopoulos2, Konstantinos Ioannou3, Christiana 

Koliouska4, Kleanthis Xenitidis5, Ioannis Tsoukalidis6, Zacharoula Andreopoulou7 

•  

•  

• 1Department of Forestry and Management of the Environment and Natural Resources, Democritus 

University of Thrace, Pantazidou 193, Orestiada, 68200, Greece 

• evagkara2@fmenr.duth.gr 
 

• 2Department of Forestry and Management of the Environment and Natural Resources, Democritus 

University of Thrace, Pantazidou 193, Orestiada, 68200, Greece 

• tsantopo@fmenr.duth.gr  
 

• 3National Agricultural Organization –“DEMETER”, Forest Research Institute, Vasilika, Thessaloniki, 

57006, Greece 

• ioanko@fri.gr  

•  

• 4Laboratory of Forest Informatics, School of Forestry and Natural Environment, Aristotle University of 

Thessaloniki, Box 247, 54124, Greece 

ckolious@for.auth.gr 
 

• 5Department of Forestry and Management of the Environment and Natural Resources, Democritus 

University of Thrace, Pantazidou 193, Orestiada, 68200, Greece 

kleanthis.xenitidis@gmail.com  

 

• 6Physicist, MBA, Municipality of Paggaio (CULSTAGE Project Manager) 

projects@dimospaggaiou.gr 

 
7Laboratory of Forest Informatics, School of Forestry and Natural Environment, Aristotle University of 

Thessaloniki, Box 247, 54124, Greece 

randreop@for.auth.gr  

 

 

 

 

Abstract 

In many countries across the globe, tourism has emerged as an important economic sector that boosts local 

economies. However, numerous new destinations have claimed their place in the tourism market resulting in 

high competiveness among destinations, whether new or established. In this context, the analysis of tourist 

satisfaction has gained significant attention in tourism literature. The objective of this study was to examine 

tourist satisfaction and the factors affecting it and also to recommend activities as an alternative way to increase 

tourist satisfaction. The survey was administered to Bulgarian tourists who were having vacations in the 

Municipality of Paggaio - a popular Greek destination. The analysis of the findings indicated that tourists were 

mostly satisfied with the hospitality of local people and shop owners, the calmness they experienced during their 

stay, entertainment services, as well as with the quality, service and price in food establishments. However, they 

were not satisfied with medical care and the environment in terms of cleanliness, noise, parking spaces and 

traffic. Moreover, the short distance of the destination to respondents’ place of residence, which can be covered 

by car, had a strong positive effect both on tourists’ decision to visit the destination and their overall 

satisfaction. In addition, the study proposed the provision of activities as an effective means of enhancing tourist 

satisfaction. Finally, the study raised substantial implications for actors involved in tourism at holiday 

destinations both in Greece and elsewhere. 

 

Keywords: tourist satisfaction, factors affecting tourist satisfaction, categorical regression analysis, destination 

marketing, tourist product. 
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Introduction 

Customer satisfaction is a necessary tool for any business and tourism products are no exception. International 

tourism and travel have been experiencing remarkable development and, at the same time, competitiveness has 

increased sharply among tourist destinations (Kozak & Rimmington, 2000). It is observed that new mass 

tourism destinations emerge; existing ones continue to make progress whereas other destinations fall out of 

favor. Competitiveness, however, occurs between established destinations rather than countries (Wang and 

Pizam, 2011). That is because destinations have different aspects and characteristics within a country. 

Meanwhile, tourism agents promote destinations rather than countries. Due to the increase in demand for 

package holidays, destinations are now more significant than individual attractions (Wang and Pizam, 2011). 

For this reason, the satisfaction of tourists with a destination, rather than with a country or a facility, is what can 

lead tourists to visit the same destination again in the future (Kozak & Rimmington, 2000). In this respect, 

destination management can benefit greatly from the systematic analysis of tourist satisfaction. 

A large body of literature has concluded that tourist satisfaction is decided by tourists’ evaluation of the 

destination’s attributes. For this reason, many studies have focused on destinations’ performance by analyzing 

stated tourist satisfaction with different attributes of the destination (such as the research works of Baker and 

Crompton, 2000; Yoon and Uysal, 2005; Alegre and Cladera, 2006). A critical factor in a future visit to a 

destination is tourists’ satisfaction with previous stays (Kozak & Rimmington, 2000; Yoon and Uysal, 2005; 

Alegre and Cladera, 2006; Tsekouropoulos et al., 2012; Andreopoulou et al., 2015). Apart from revisit 

intentions, there is strong evidence that tourist satisfaction can indicate whether tourists will recommend a 

destination to others (Kozak and Remington, 2000; Yoon and Uysal, 2005). In specific, tourists have been found 

to be willing to share their positive experiences with their friends and relatives (Yoon and Uysal, 2005) who, in 

turn, are affected by the personal experiences of the people they trust. Meanwhile, tourist satisfaction has an 

influence on destination choice as well as the selection of products and services at the destination (Kozak and 

Rimmington, 2000). Therefore, the objective of destination managers should be to ensure a high level of visitor 

satisfaction because this is what makes destination competitive (Yoon and Uysal, 2005). 

Many attributes of destinations affect tourists’ satisfaction. The most known attributes include the quality of the 

provided services, infrastructure, accessibility, hospitality, attraction, environment, cost, safety, cleanliness, and 

so forth (Suanmali, 2014). In addition, the performance of the tourist product and psychological products, such 

as meaningful destination are also factors that translate into satisfaction with the destination (Uysal and Noe, 

2003).  

Tourist satisfaction should be thoroughly understood by those engaged in tourism and should be used as the 

criterion for evaluating the performance of tourist products (Noe and Uysal, 1997; Schofield, 2000). What is 

more, an understanding of the various needs and expectations of tourists can help destinations offer the most 

suitable services thereby improving tourist satisfaction at all levels of service. In tourist satisfaction literature, 

tourists are typically asked about those attributes that involve a destination’s “pull” features; that is, attributes 

that are regarded as positive and are often related to the reason that tourists choose a destination (Yoon and 

Uysal, 2005). These attributes generally exclude any possible negative features of the experience at the 

destination. Nevertheless, negative features could have an adverse effect on tourists’ satisfaction or even 

minimize their intention to return. Some examples of negative features include, inter alia, crowding and 

congestion. 

Having a precise picture of tourist satisfaction with a destination should be only the first stage in destination 

management. Understanding what could improve tourist satisfaction should be an integral part of the process 

which, however, has been neglected in tourism literature. Hence, the aim of this study is to examine the factors 

that affect tourist satisfaction and to recommend activities as an alternative way to increase tourist satisfaction. 

The findings of the study can be particularly helpful for decision makers and actors involved in tourism planning 

as they point to specific actions, which if implemented, can not only improve tourist satisfaction but help 

destinations sustain competitiveness in the long run. 

 

Study area 

The Municipality of Paggaio was the study area. It is a remarkably beautiful region located in the Prefecture of 

Kavala and has a population of 32.085 inhabitants according to the last national census in 2011. The 

Municipality of Paggaio is built at the foot of Mount Paggaio and it has been designated as a wildlife refuge 

while it is included in the European-wide Natura 2000 network of protected areas. The climate of this region is 

Mediterranean climate with mild winters and hot, dry summers. The local economy is primarily based on 

agriculture (wheat and corn cultivation), olive oil production, viticulture as well as livestock farming. In 

summer, tourism makes a significant contribution to the local economy. The landscape in the region presents a 

diverse relief that offers visitors the opportunity to enjoy crystal clear beaches and traditional mountainous 

destinations. The study area has a notable potential to develop several forms of tourism. On the one hand, 

visitors who are keen on nature, can enjoy the mountain which is appropriate for hiking and involves many 

paths with beautiful and dense vegetation. Moreover, the area has a great potential for religious tourism as there 
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are unique religious monuments such as the historical Holy Monastery of Panagia Eikosifoinissa, Holy 

Monastery of Agios Panteleimon, Holy pilgrimage of Panagia N. Peramou and many more.  

 

Methodology  

The study used structured questionnaires to collect the data. Questionnaires were completed through personal 

interviews with Bulgarian tourists who were visiting the study area from June 2020 to August 2020. Personal 

interviews are one of the best ways to collect statistical data and are widely used in surveys (Babbie 2004) 

because they help avoid misunderstandings and incomplete responses. The collected data were analyzed using 

the Statistical Package for the Social Sciences (SPSS) version 23.0. In particular, descriptive statistics, the non-

parametric Friedman test, and Categorical regression analysis were carried out to analyze the data. Descriptive 

statistics can be simply described as the numerical procedures or graphical techniques applied to organize and 

delineate the characteristics or factors of a sample. Descriptive statistics is able to describe the midpoint of a 

spread of scores (Fisher and Marshall, 2009). The non-parametric Friedman test makes a comparison between 

the values of three or more correlated groups of variables. The distribution of the Friedman test is Chi-square 

distribution with degrees of freedom (df) df = k-1, where k represents the number of teams or samples. It 

classifies the values of variables for every subject separately and calculates the mean rank of classification 

values for each variable (Freund and Wilson, 2003). In essence, categorical regression extends the principles of 

classical linear regression and logarithmic analysis. By performing scaling, it gives values to every category of 

variables in such a way that they are appropriate in terms of regression and reflect the characteristics of the 

original variables. Categorical regression scales the nominal, ordinal and numerical variables in an optimum 

manner, quantifying their categories, so that the squared correlation between the quantified dependent variable 

and the linear combination of the quantified independent variables is maximized. The interpretations are related 

to the transformed variables, but they are also related to the original variables, due to the relation that exists 

between the original variables and the transformed ones (Siardos, 2000). 

 

Results 

 
Respondents’ socio-demographic characteristics 

 

Information on respondents’ socio-demographic characteristics was first collected. In terms of gender, male 

respondents (54.2%) outnumbered female respondents (45.8%). As for their age, 41.8% of respondents were 

aged between 25-49 and 35.53% between 41-60 years. Significantly fewer respondents were below 24 years 

(9.9%) and over 60 years (13%). In terms of annual income, 6.5% of respondents earned below 8,000 Lev, 

15.7% earned between 8,001-20,000 Lev, 12.1% earned between 20,001-40,000 Lev, 16.9% earned between 

40,001-60000 and 31% earned over 60,000 Lev a year.  

The reason for travelling to the Municipality of Paggaio was also examined. It was observed that the 

overwhelming majority of respondents (by 97.5%) travelled to Paggaio for vacation whereas only as few as 

2.5% travelled for business reasons. In addition, the respondents were asked whether they travelled alone or 

with travel companions. Most tourists were travelling with their family (42.9%), partner (32.4%), friends or 

relatives (22%) whereas only 2.7% were travelling alone. Next, respondents’ were asked how much money they 

would spend at the destination and, it can be said, that respondents spent relatively low sums of money. In 

specific, 30.3% reported spending between 100 to 500 Euros, 24.9% reported spending 550 to 1.000 Euros, 

10.1% reported spending 1.050 to 1.500 Euros and 9.4% reported spending 1.600 to 3.000 Euros. Nevertheless, 

0.9% spent 3.500 Euros. In addition, respondents were asked what type of accommodation they chose for their 

stay. A high percentage (by 44.7%) chose apartments/studios while considerable shares of respondents had 

chosen hotel rooms (24.7%) and rent rooms (20.2%). Conversely, notably fewer respondents chose to rent villas 

(5.4%) or to stay at a camping (4.9%).  

Respondents’ revisit intentions were then examined. In specific, respondents were asked to state whether they 

were would visit again the study area in the next two years. As it can be seen in Table 1, 73.5% stated that it is 

likely and very likely whereas 24.3% stated that they would certainly visit the destination again in the next two 

years. Only 2.2% stated that they were not likely to revisit the destination.  

 

Table 1. Frequency and percentages regarding respondents’ likelihood to visit the destination again in the next 

two years  

  Frequency Percent 

Certainly  108 24.3 

Very likely 252 56.6 

Likely 75 16.9 

Not so likely 10 2.2 

Total 445 100.0 
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The respondents in this study were explicitly Bulgarian tourists who were having vacations in the 

Municipality of Paggaio. As the distance between the destination and the southern part of Burgaria is quite 

short, it is easy for Bulgarians to cover this distance by car. For this reason, it was considered appropriate to 

examine to what degree this affected tourists’ decision to have vacations in the study area. As shown in 

Table 2, a substantial share of respondents (by 48.3%) was affected positively by the short distance.  

 

Table 2. Frequency and percentages regarding the level that the short distance of the destination to 

respondents’ country, which can be covered by car, affected their decision to visit the study area 

 Frequency Percentage (%) 

Not at all 10 2.2 

Slightly 48 10.8 

Moderately 172 38.7 

Much 121 27.2 

Very much 94 21.1 

Total 445 100.0 

 

Respondents’ satisfaction with various attributes of the destination was then investigated. As Table 3 presents, 

83.4% of tourists were much and very much satisfied with the calmness and the relaxation at the destination. In 

addition, 83.8% were satisfied with the quality time they passed with their travel companions on vacations. 

Moreover, 81.6% expressed their satisfaction with the hospitality and the behavior of shop owners, 80.4% were 

satisfied with the hospitality of local people and 80.2% were satisfied with the food. However, significantly 

lower satisfaction levels were recorded for the environment (cleanliness of public areas, noise pollution, roads, 

parking, traffic) as well as medical care.    

 

Table 3. Percentages of respondents’ satisfaction with the destination’s attributes 

 Not at all Slightly Moderately Much 
Very 

much 

Accommodation (prices, service, 

hygiene)  
1.8 7.4 28.5 467 15.5 

Food (quality, service, price) 0.2 2.5 17.1 54.6 25.6 

Natural beauty  2.0 15.1 32.6 37.3 13.0 

Local architecture 4.7 32.1 34.8 23.8 4.5 

Entertainment 0.7 5.6 19.3 41.3 33.0 

Quality time with travel companions  0.4 3.6 12.1 39.8 44.0 

Calmness – relaxation  0 3.1 13.5 38.2 45.2 

Environment (cleanliness of public areas, 

noise pollution, roads, parking, traffic)  
2.5 22.0 43.1 26.5 5.8 

Hospitality – Behavior of shop owners 0.4 1.8 16.2 55.7 25.8 

Entertainment (variety, entertainment 

spaces) 
1.6 3.6 19.1 51.5 24.3 

Infrastructure  1.1 15.1 39.1 32.6 12.1 

Medical care 2.2 16.4 43.6 33.3 4.5 

Information provision (e.g.  correct 

placement of signs) 
1.3 12.4 36.6 41.8 7.9 

Behavior of shop owners 0.4 2.5 20.2 55.7 21.1 

Hospitality of local people 0.2 1.8 17.5 51.9 28.5 

Safety 1.1 12.4 43.8 33.7 9.0 

 

To obtain a more precise picture of respondents’ satisfaction with the above attributes, responses were ranked 

using the non-parametric Friedman test. As shown in Table 4, calmness-relaxation (mean rank 11.48), quality 

time with travel companions (mean rank 11.31), hospitality of local people (mean rank 10.44), hospitality – 

behavior of shop owners (mean rank 10.32) as well as entertainment (mean rank 10.19) received the highest 

rankings. However, medical care (mean rank 5.97), local architecture (mean rank 4.78) and environment 

(cleanliness of public areas, noise pollution, roads, parking, traffic) (mean rank 5.58) were the lowest ranked 

attributes of the destination. 

 

Table 4. The application of the non-parametric Friedman test for ranking respondents’ satisfaction with the 

destination’s attributes 
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  Mean Rank 

Accommodation (prices, service, hygiene) 8.36 

Food (quality, service, price) 10.06 

Natural beauty 7.21 

Local architecture 4.78 

Entertainment 10.19 

Quality time with travel companions 11.31 

Calmness – relaxation 11.48 

Environment (cleanliness of public areas, noise pollution, roads, 

parking, traffic) 
5.58 

Hospitality – Behavior of shop owners 10.32 

Entertainment (variety, entertainment spaces) 9.82 

Infrastructure 6.99 

Medical care 5.97 

Information provision (e.g.  correct placement of signs) 7.04 

Behavior of shop owners 9.77 

Hospitality of local people 10.44 

Safety 6.68 

N=445 Chi-Square=2235.159 df=15 Asymp. Sig.= 0.000 

 

Factors affecting tourist satisfaction with the destination  

Categorical regression was performed in order to investigate the factors that affect tourist satisfaction. More 

specifically, the cumulative score of factors was used as the dependent variable. For every individual, the 

cumulative score characterizes the individual’s response in an ordinal scale ranging from “Not at all” (1) to 

“Very much” (5). The tested independent variables were the following: “Gender”, “Age”, “Annual family 

income” (measured in Lev), “Type of accommodation”, “Likelihood to visit the destination again in the next 

two years”, “The short distance of the destination to respondents’ country which can be covered by car”, 

“Respondents’ form of travelling”  (alone or with travel companions).  

The application of the test on some categorical regression models showed a multicollinearity problem in Pratt’s 

relative importance measures and tolerance measures. The analysis with these variables gave a coefficient of 

multiple determination R2=0.49 and F= 6.082, and is statistically important. 

The standardized regression coefficients (Betas) of the independent variables showed that “Satisfaction with the 

destination” was mostly affected by the following variables: “Likelihood to visit the destination again in the 

next two years” and “The short distance of the destination to respondents’ country which can be covered by 

car”. In addition, the F value of each independent variable indicated that the removal of variables with high F 

value makes the model weak. However, the removal of the variable “Τype of accommodation” has a negligible 

effect on the predictive ability of the model. 

Moreover, the relative importance measures of the independent variables showed that the variables “Likelihood 

to visit the destination again in the next two years” (57.6 %) followed by “The short distance of the destination 

to respondents’ country which can be covered by car” (22.6%) make the greatest contribution to the dependent 

variable (Table 5). Variables’ transformation plots combined with the signs of the standardized coefficient 

enable us to infer that:  

 

• Tourists aged over 60 were highly satisfied and tourists aged between 25-60 were moderately satisfied. 

However, tourists aged 18-24 were the least satisfied.  

• The higher the annual income of respondents, the greater their satisfaction; tourists who earned more 

than 20,000 Lev a year were moderately satisfied.  

• Tourists who stated that they will not visit the destination again in the next two years were those who 

were not satisfied with the destination.  

• Respondents who were more affected by the short distance of the destination to their place of 

residence, they were more satisfied.  

 

Table 5. Results of categorical analysis regarding the factors affecting tourist satisfaction  

Independent variables β F Sig. 

Pratt index of 

relative 

importance  

Gender 0.068 2.094 0.149 0.011 

Age 0.114 3.753 0.024 0.059 

Annual family income 0.154 2.927 0.045 0.098 
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Type of accommodation 0.069 2.973 0.020 0.008 

Likelihood to visit the destination again in 

the next two years 
-0.360 18.665 0.000 0.576 

The short distance of the destination to 

respondents’ country which can be 

covered by car 

0.213 18.673 0.000 0.226 

Respondents’ form of travelling  (alone or 

with travel companions) 
0.058 1.969 0.118 0.022 

 

Alternative ways to enhance tourist satisfaction 

An alternative way to improve tourist satisfaction would be by providing various activities that match tourists’ 

expectations. For this reason, respondents’ interest in carrying out different activities during their stay n the 

study area was examined. As it can be seen in Table 6, thermal baths, spa and hydrotherapy (mean rank 10.00) 

as well as renting speedboats (mean rank 8.60) were the highest ranked activities. Conversely, mountain running 

(mean rank 4,29) and climbing (mean rank 4.48) and mountain bike (mean rank 4,61) received the lowest 

rankings. 

 

Table 6. The application of the Friedman test for ranking respondents’ interest for carrying out activities during 

their stay at the destination 

Ranks 

  Mean Rank 

Hiking/ Spending time in nature 6.70 

Mountaineering 5.33 

Climbing 4.48 

Rafting – kayak 5.63 

Thermal baths, spa and hydrotherapy 10.00 

Renting speedboat 8.60 

Underwater fishing 5.25 

Mountain bike 4.61 

Horse riding 5.55 

Mountain running 4.29 

Diving 5.56 

N = 445 Chi-Square = 2047.827 df= 10 Asymp. Sig. = 0.000 

 

Categorical regression showed that tourists in the age of 18 to 24 were not satisfied with the destination in 

contrast to older tourists who reported significantly higher satisfaction levels. In order to enhance satisfaction 

levels in this age group, it would be effective to offer activities that appeal to this age group. In specific, these 

respondents were mostly interested in thermal baths, spa and hydrotherapy (mean rank 9.26), renting speedboats 

(mean rank 7.82), diving (mean rank 6.82), underwater fishing (mean rank 6.17) and rafting – kayak (mean rank 

5.93) (Table 7). 

 

Table 7. Interest of respondents aged 18-24 in carrying out various activities during the stay at the destination  

 

Ranks  

  Mean Rank 

Hiking/ Spending time in nature 5.63 

Mountaineering 5.08 

Climbing 4.77 

Rafting – kayak 5.93 

Thermal baths, spa and hydrotherapy 9.26 

Renting speedboat 7.82 

Underwater fishing 6.17 

Mountain bike 4.97 

Horse riding 5.31 

Mountain running 4.26 

Diving 6.81 

N= 44 Chi-Square= 138.633 df=10 Asymp. Sig. =0.000 
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Conclusions 

Tourist satisfaction is a prominent area of research in tourism literature. The present study has been applied to a 

specific category of tourism, sun and sand tourism. However, what differentiates this study from previous works 

is that the study area is visited by Bulgarian tourists who can travel to the destination by car. In addition, 

although most tourists seek to enjoy sun and beach, the study area has remarkable natural beauties that could be 

utilized in creating a stronger tourist product. However, the main contribution of this study is that it has pointed 

to a new approach to tourist satisfaction; that is, it moves beyond the mere examination of tourist satisfaction 

and the factors affecting it by examining the type of activities that tourists would like to carry out during their 

stay at the destination. This is based on the idea that if tourists were provided with the opportunity to carry out 

activities that match their expectation, they would be more satisfied with the destination and would be more 

likely to revisit it or recommend it to others. In this way, this work proposes a more integrated approach to 

tourist satisfaction research while enabling actors involved in tourism planning to create more attractive tourist 

products. 

On a general note, tourists in this study were found to be satisfied with the destination and in their majority they 

would revisit it in the next two years. A closer analysis revealed that the respondents were satisfied with certain 

attributes in the destination: the relaxation and calmness they experienced during the stay, the behavior of shop 

owners, the hospitality of local people, the quality, service and price in food establishments as well as 

entertainment. These are thus the attributes that make a positive contribution to the destination’s performance 

and create tourist satisfaction. 

However, the respondents expressed their dissatisfaction with the provided medical care. Decision makers at the 

destination should thus consider improving the existing healthcare services or perhaps establish some healthcare 

units explicitly for tourists during the peak season. Moreover, tourists expressed some level of dissatisfaction 

with the environment in terms of cleanliness in public areas, traffic, noise and parking spaces. Neglecting efforts 

to address such issues could mean losing a valuable opportunity to rectify negative aspects of the tourist 

experience. From this perspective, the findings that emerged from the tourist satisfaction analysis are greatly 

illustrative. For our respondents, negative experiences at the destination were associated with tourism 

congestion and the environmental degradation. As these issues are likely to downgrade the tourist experience 

and perhaps cause frustration to tourists they should be addressed by relevant stakeholders.  

Categorical analysis showed that the short distance of the destination to the Bulgarian border that can be covered 

by car affected tourists’ satisfaction levels. It may be inferred that this attribute was greatly valued by Bulgarian 

tourists and perhaps had a strong effect on choosing this destination. Thus, communication strategies aiming at 

positioning the study area as an attractive destination for foreigners in neighboring countries should emphasize 

not only the destination’s most apparent attributes, such as beaches, but also the short distance of the destination 

to neighboring countries. 

Another noteworthy finding of this study was that younger tourists aged between 18 and 24 expressed 

significantly lower satisfaction levels in comparison to the other age groups. This indicates that actors involved 

in tourism need to exert more effort in order to improve the tourist experience for younger tourists. To that end, 

it would be highly effective to provide those activities that were found to be more appealing to this age group. In 

particular, tourists aged 18-24 were found to be interested in water activities such as diving, underwater fishing, 

rafting, kayak, thermal baths, hydrotherapy, spa as well as renting speedboats. Therefore, providing these 

activities could enhance the satisfaction of young tourists.   

The analysis of tourist satisfaction also showed that tourists who earned high annual incomes were more 

satisfied compared to tourists with lower incomes. In order to enhance the satisfaction of low incomers, it is 

recommended to create attractive yet affordable holiday packages. These packages could perhaps include 

activities whose appeal has been tested by the present study.   

Finally, this study has confirmed previous research works which indicated that high tourist satisfaction has a 

positive effect on revisit intentions. In order to translate intentions into actual visits in the future, however, it is 

important to bring forward the positive attributes and correct the negative ones. Some of the issues stem from 

the unsustainable tourism development and the subsequent deterioration of natural resources. Hence, destination 

marketing both in the study area and elsewhere should support sustainable tourism development to minimize the 

negative impacts of the over-development of destinations. 
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Abstract: It is an indisputable fact that the pandemic has had major influences in tourism demand and supply as 

well as in tourism policy making. Limited literature has focused in the state of play for tourism exhibitions and 

travel trade shows as important marketing tools during the pandemic. The present study focuses on the “imposed 

transformation” of international tourism exhibitions into virtual or hybrid (both physical and virtual) events. 

After providing examples of how exhibitions organizers have adapted to the new context caused by the 

pandemic, results of a relevant quantitative study among tourism exhibitors from Greece are presented. This 

paper constitutes an attempt to shed light on the ways involved stakeholders of tourism exhibitions (i.e. 

organizers, DMOs and DMCs, hotel companies, tourism organizations etc.) are adjusting to the new conditions 

of a virtual or hybrid environment. Based on findings from 103 respondents, recommendations and practical 

implications for event marketers and organizers are discussed. Additionally, good practices -as indicated by 

tourism exhibitors- are suggested.  

 

 

Keywords: tourism exhibitions, pandemic, virtual events  

 

 

1 Introduction 

Tourism exhibitions are considered a valuable tool for the marketing and PR plans of many NTOs, DMOs and 

other key players of the tourism market. In a broad context, there are three major categories of tourism 

exhibitions: B2B exhibitions addressing only to tourism businesses and organizations, consumer travel 

exhibitions, and exhibitions addressing to both audiences. Other tourism exhibitions are oriented towards special 

interest tourism products, e.g. Le Grand Pavois, Seatrade Cruise and Posidonia for nautical tourism, BOOT and 

InterDive for diving tourism, Moscow MedShow, Shangai International Medical Tourism Fair and Gulf Medical 

Tourism for medical tourism, “The Wedding Journal Show”, “Royal Wedding Show”, “Scottish Wedding 

Show” for wedding tourism and many more focusing on golf tourism, bike tourism etc.  

In the beginning of 2020 it was profound that tourism exhibition annual plans would be executed with the same 

conditions they were held in the previous years; though the outbreak of the pandemic -already from February 

2020- led to a series of cancellations for major tourism events. It is interesting to describe in brief the way that 

the industry responded to these totally unexpected conditions.  

IBTM Asia-Pacific, initially scheduled for February 2020, was one of the first physical events to be postponed 

due to coronavirus. As mentioned in Reed Exhibitions’ website (RX, 2021) when COVID-19 struck in early 

2020, the company was mindful the very real challenges but also of the opportunities: a single platform where 

exhibitors and hosted buyers could connect, share content and learn from each other. Thus, within the space of 

two weeks, IBTM Connect was born. Few weeks later, in April 2020, World Travel Market launched its own 

online portal for the global travel and tourism industry ‒ WTM Global Hub. Throughout the pandemic, such 

content hubs have delivered motivational and educational webinars and videos to help their customers through 

the crisis and prepare for recovery; news and blogs kept them up to date with developments; networking 

opportunities with industry peers were provided; even personal and professional advice on everything from 

career development to wellness were available. Although developed in quick response to customer needs, these 

content hubs were going to remain a permanent part of the WTM and IBTM brands offering alongside in-person 

events when they return. Within this content, event organizers created rich digital content, innovative tools and 

sophisticated technology platforms to add customer value and enhance the physical event experience, when 

returning to “normality”. 

It is interesting to present in detail the example of ITB Berlin, an event taking place in physical form for over 50 

years, positioned as “the worlds’ leading travel trade show”. ITB Berlin 2020, initially scheduled for March 

2020, was cancelled and planned to return in 2021, with UNWTO stating that events that were due to be held in 
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the exhibition would be rearranged (UNWTO, 2020). The Federal Ministries of Health and Economics decided 

to cancel ITB Berlin, as the exhibition’s organizer Messe Berlin announced just few days before the official 

opening ceremony; this was the first time in 54 years that ITB Berlin would not take place. Consequently, the 

pandemic changed the plans of both organizers and participants for 2021 as well: as mentioned in GTP 

Headlines (2021), the ITB Berlin 2021 event ran in an entirely virtual format (entirely virtual platform at ITB 

Berlin NOW) due to the coronavirus pandemic. During the five-day event, around 65,700 users visited the 

online platform, of whom around two-thirds were from other countries. “The experience gained at ITB Berlin 

NOW will influence our planning for March 2022. We will take the lessons learned and combine them with our 

decades-long experience of organising in-person events,” stated D. Ruetz, Head of ITB Berlin (GTP Headlines, 

2021). Indeed, ITB Berlin 2022 adopts a hybrid form, with its physical part scheduled to take place from 9 to 13 

March as an in-person event and with its virtual trade show elements such as the two-day Digital ITB Business 

Days scheduled right after the event (Messe Berlin, 2021).  

In a nutshell, the market, after the initial shock and short period of inertia, has responded and adjusted in various 

ways since the outbreak of the pandemic. Well known established exhibitions, such as the Arabian Travel 

Market 2021 or the World Travel Market 2021 are launched as hybrid events; other exhibitions have been 

completely cancelled (e.g. IMEX 2021 in Frankfurt, Brussels Travel Festival 2021, Outbound Travel Market 

2021 in Mumbai) while others, such as World Travel Market 2020, Luxperience 2020, IMTM 2021, ITB Asia 

2021 and Ferienmesse Wien 2021 took only a virtual form. While uncertainty due to the evolution of the 

pandemic remains, exhibitors and organizers continue to adjust to the new setting. 

 

2 Literature Review 

Despite the popularity of tourism exhibitions among industry professionals, the literature focusing on this field 

is rather limited and it mainly focuses on visitors’ expectations, motives and profiles. According to 

Rittichainuwat & Mair (2012), visitors to consumer travel exhibitions have multiple motivations, such as 

acquiring purchase information, being attracted by the theme, or being encouraged to visit by media coverage 

and two clusters can be identified among them: the shopper cluster and the information-seeking cluster. A 

significant percentage of them perceived travel fairs to be an important distribution channel through which they 

could get special deals on travel to desirable destinations. Kozak & Kayar (2008) based on a sample of 295 

visitors found that visitors' objectives had four dimensions, i.e. "entertainment," "developments," "exhibition 

facilities," and "vacationing" while their most important objective when attending the exhibition was to learn 

about the recent developments in products and services.  

Lee, Fu & Tsai (2018), in their study focusing on the reasons that a firm participates in a travel exhibition, 

suggest that the primary purposes were to enhance the firm’s reputation and sales and that their marketing 

strategies primarily involved on-site promotional activity and relevant five-sense experiences. In his study 

regarding the exhibit objectives in one of the largest in tourism, hospitality, and travel trade shows in Turkey, 

Kozak (2005) proposed that exhibitors in the working areas of hospitality, tourism, and the travel industry in 

Turkey have contributed much regarding “strategic benefit-related” objectives. The rest of their objectives were 

research-related, promotion-related, and selling-related. 

As for the tremendous impact of the pandemic on the tourism market, there is quite rich recent literature. As 

Sigala (2020) notes, COVID-19 has major impacts, behaviours and experiences for the three major tourism 

stakeholders (namely tourism demand, supply and destination management organisations and policy makers) 

that vary during the three COVID-19 stages (response, recovery and reset) and can be a transformational 

opportunity for all of them. Many other scholars have studied the impact of COVID-19 in various aspects of 

tourism marketing and tourist behaviour, e.g. tourist preferences and behaviour (Kim & Lee, 2020; Kim, 2020; 

Itani & Hollebeek, 2021; Boto-García & Leoni, 2021; Kim et al., 2021; Sánchez-Pérez et al., 2021), human 

resources and organizational commitment (Filimonau, Derqui & Matute, 2020; Giousmpasoglou, Marinakou, & 

Zopiatis, 2021; Karatepe, Saydam, & Okumus, 2021) destination image and branding (Ahmad et al., 2020; 

Pasquinelli et al., 2021; Joo et al., 2021; Traskevich & Fontanari, 2021), policy making and industry responses 

(Hao, Xiao & Chon, 2020; Rogerson & Rogerson, 2020; Quang et al., 2020; Ntounis et al., 2021; Bonfanti, 

Vigolo, & Yfantidou, 2021; Khalid, Okafor, & Burzynska, 2021; Payne, Gil-Alana & Mervar, 2021), events 

management (Mohanty et al., 2020) and other fields.  

In parallel, a number of industry reports have tried to measure or estimate the impact of the pandemic on 

regional and global economies. According to ETC (2021a, b), tourism activity will remain in levels lower than 

the pre-pandemic era until 2024 and the recovery of the European travel market has started though it will not be 

full in the short term level; short-haul markets will remain crucial during years to come while Asia and America 

are most likely to return to pro-pandemic levels before 2024. However, uneven vaccination rates, are expected 

to lead to an uneven recovery across Europe while more transmissible Covid-19 Delta variant, which could 

force the return of travel restrictions constitutes a threat for recovery in the following months. UNWTO’ in its 

press release in 28/1/2021 (UNWTOa) mentions that 2020 was the worst year in the history of tourism, with 1 

billion less international tourist arrivals and losses 11 times bigger than those caused due to 2009 crisis. 
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According to a following UNWTO press release in 2/6/2021 (UNWTOb), UNWTO Confidence Index is 

showing signs of recovery.  

 

 

3 Research questions and design  

Based on the limited literature on the topic, a quantitative study was designed in order to gain initial feedback 

from participants in one of the most popular tourism European exhibitions, taking place in a virtual form in the 

beginning of 2021. The main research tool was a fully structure questionnaire addressing to exhibitors in the 

virtual event. The questionnaire was constructed on four pillars: 

- Identification of previous experiences with tourism exhibitions and reasons for non-participation 

- Motives and initial expectations for their participation in the specific virtual event 

- Valuation of their participation and future behavioural intentions concerning tourism exhibitions 

- Profile of the company/organization  

The study took place in the first semester of 2021, right after the completion of the virtual event. A link with the 

questionnaire was sent to a sample of 300 professionals that had participated at the virtual event and had 

provided their permission to be contacted for relevant issues. The process of self-completion was anonymous 

and -after a kind reminder to increase response rates- a response rate of 34,3% was reached, i.e. 103 fully 

completed questionnaires.  

 
4 Findings  

As mentioned above, 103 participants in the virtual exhibition responded to the survey. The sample profile 

included: hotel owners or managers (46%), travel agency representatives (17%), destination management 

company’s representatives (10%), local government organizations representatives (14%) and 13% representing 

other tourism organizations.   

More than one third (34,3%) of our respondents was attending the specific exhibition for the first time while 

16% of them had practically no previous experience with any other exhibition. The main reason for not having 

participated/exhibiting at a tourism exhibition before were: limited financial resources (59%), lack of time 

(18%), lack of appropriate marketing plans (12%) and other marketing priorities (12%). Over 85% of the first-

time participants stated that the pandemic had a major influence on them to find additional sources of 

extroversion to grow their businesses and make valuable professional and business contacts.    
As per their motives of participation in the specific exhibition, 44% of respondents stated that their main motive 

was to identify new business opportunities, 31% stated that they aimed to enhance their extroversion and 

networks, 20% that they aimed at closing deals and achieving promotion in a specific tourism segment, while 

5% stated that their major motive had to do with getting in touch with new market trends. Initial expectations of 

respondents for their participation were characterised as average for almost half of them, while 32% claimed to 

have high initial expectations from the event and its effectiveness.  

In terms of the effectiveness of the virtual event, 15% of the virtual meetings were expected to lead to short-

term business deals and another 26% of them was likely to lead to a business deal in a mid-term basis. It is 

interesting to note that the pandemic and its implications urged tourism stakeholders to utilize additional tools 

for the creation of business contacts and deals (88% of the respondents who did not have previous relative 

experiences). As for overall satisfaction rates, 32% stated as satisfied from the event while 27% stated limited 

satisfaction from their experience from the virtual event.  

Main reasons for dissatisfaction included the limited scope of a virtual event compared to a physical, limited 

networking opportunities due to lack of representatives from specific target markets, technical difficulties and 

disruptions appearing both from their side and the organizers’ platform. In terms of sub-dimensions of overall 

satisfaction, 28% stated satisfied from the number of their business contacts during the event, 32% stated 

satisfied from the quality of these contacts while 28% stated satisfied of the prospects of these contacts to lead to 

collaboration agreements in the short-term. In comparison with the physical exhibition, 61% of the participants 

stated the virtual event was evaluated as less effective while only 8% stated that it was equally effective with the 

physical exhibition and 29% had no previous experiences to compare with. In terms of the extent that their 

participation actually contributed to enhance their networking and extroversion, 27% stated that the contribution 

was significant while 38% stated that it was limited or even non-existent. 

Through the responses of virtual exhibitors it appears that the match-making systems of the organizers plays an 

even more critical role for virtual and hybrid events. Additionally, user friendly platforms and punctuality in the 

length of appointments are additional prerequisites for successful tourism events. 

 
5 Conclusions and Marketing Implications  

Gaining feedback from participants through satisfaction surveys before, during and after the event is also a 

valuable tool that helps organizers to identify the needs of exhibitors and areas of improvement within this new 
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reality; it is a promising fact that most organizers are actively seeking feedback from their exhibitors with both 

qualitative and quantitative tools.  

Exhibitors on the other hand need to pay special attention to their virtual image, by providing accurate 

descriptions of their targeting, positioning and unique selling propositions.  

Professionalism in virtual meetings, i.e. well prepared company presentations, punctuality, press kits and high 

quality electronic material are also essential assets for virtual exhibitors. Last but not least, virtual and hybrid 

events need to utilize their advantage or reduced traveling costs to bring together professionals from all over the 

world and incorporate valuable presentations and key-note speeches with industry experts, in order to increase 

the added value of the virtual event and educate exhibitors by presenting new market trends and state of the art 

practices. When possible, the content of the platforms can be available both in synchronous and asynchronous 

forms. In this virtual environment special attention should be given to the protection of participants’ personal 

and organizational data and permissions for content use. 
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Abstract: 

The current study aims to detect emerging changes in tourists’ behaviour and motivations resulting from the 

Covid-19 pandemic, highlighting the main motivational and behavioural aspects affecting those traveling to a 

tourist destination during the current time period. Under the particular circumstances, previous studies (eg. 

Ahmand et al., 2021; Wachumi & Kusumanigrum, 2020; Marques Santos, 2020; Sigala, 2020) indicate the 

presence of a significant impact leading to changes on how the tourists respond and make choices in reference to 

the selection of a tourist destination. The criteria involved in making traveling choices were also found to have 

been affected along with the preferences and attitudes towards the tourism product (Damijanić, 2021; Gallego & 

Font, 2021; Rastegar, Seyfi & Rasoolimanesh, 2021). Key findings will contribute to the recovery of the tourism 

sector, facilitating the development of specific strategies promoting business in this sector. The findings will also 

reveal new travel preferences and trends which should be taken into consideration on any future planning 

activity. Based on those points, a quantitative research was conducted among 433 Greek tourists with the use of 

a questionnaire. The research tool was based on the studies of Al Gassim and Abuelhassan (2021) and Woyo and 

Slabbert (2020) making the necessary adaptations according to the Covid-19 situation. The questionnaire was 

tested for its validity through factor and reliability analysis. Also, parametric statistical tests were used to study 

tourists’ behaviour and motivations. The findings reveal that tourists’ behaviour is strongly affected by Covid-19 

in terms of Hygiene and Safety (M = 4.24) followed by domestic (M = 3.68) and international travel inclination 

(M = 3.29). On the contrary the attitude and preferences of tourists are moderately affected (M = 3.00). The age 

and the existence of previous experience with domestic and international tourism were found to be deciding 

factors regarding travel consumption behavior. Scenery constituted the main travel motivation (M = 4.44) while 

social activities was the less important motive (M = 3.12) which can be explained by the current Covid-19 

pandemic and lockdown effects, where natural scenery and environment are considered more important than 

socialization and cultural gatherings. Attitude and preferences present a positive relationship with hygiene and 

safety (r = .511, p < 0.01), thus the criteria about hygiene and safety are a determining factor in tourists’ 

behavior in terms of attitude and preferences. Moreover, tourists’ motivational factors were found to be 

interrelated, while the four dimensions of tourists’ consumption behavior were associated with tourists’ 

motivational dimensions. Specifically, domestic and international travel inclination presents a positive 

statistically significant relationship with all travel motivational dimensions (p < 0.01). Finally, the outcome of 

this study was analysed compared to the findings deriving from other international studies. 

Keywords: Tourists’ motivation, Tourists’ behaviour, Covid-19 tourism preferences, Travel inclination 
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Abstract  
 
The psychology of colors associated with persuasion is one of the most interesting aspects of marketing. The 

way a color affects our psychology depends on many factors, such as genes, environment, gender, age, 

education, and social context. Color as a valuable tool and an integral part of marketing communication directly 

affects our subconscious and attracts or rejects us with its hidden meaning. It is therefore very important to 

choose the right color which achieves communication with the consumer. Marketing experts affect consumer 

behavior with integrated marketing communication through various market research. Better position of a 

product in the market and increased profits, can be achieved by proper selection and combination of colors.  

The survey and statistical analysis of the data were conducted by using data mining algorithms applying 

classification rules. Segmentation is the process of classify tourism advertisements according to the criterion of 

color into multiple homogeneous regions with similar properties whereas classification is the step that labels 

these regions. The main goal of this paper is to analyze the most popular methodologies and algorithms to 

segment and classify a series of digital printed Greek tourism advertisements according to color and tourism 

destination. 

Then the collected data are analyzed and transformed to assume suitable form for the execution of the respective 

machine-learning algorithms provided by the software package WEKA.  

The results indicate among others, that the use of data mining methods is an important tool to export and receive 

the conclusions and decisions especially in the field of psychological assessment, perception and cognition in 

general. 

In conclusion, color segmentation according theories of psychology can be promoted and evaluated also by 

neuropsychological assessment tools and the findings of the present project can be possibly further expanded.  
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