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where I have seen many examples 
of rural entrepreneurs selling work-
shops as tourism products. The  
leather manufacturers in Ubrique 
offered bag making, shoemakers of-
fered flamenco shoe making work-
shops for tourists, while carpet  
weaving can be learned at Pampa-
neira in Sierra Nevada. During my 
following travels, I found the heaven 
of Andean craftsmanship in Venezue-
la. Entrepreneurs’ street or market 
stands are flooded by millions of 
sweaters, earrings, socks, hammocks, 
crates, and handmade pencils. Most 
of these items can already be pur-
chased online, but unfortunately it is 
not local communities that receive 
the major part of the revenue.

On the one hand, we would 
like to help rural entrepreneurs 
and craftsmen sell their services 
more easily and successfully by  
advertising them on the right  
marketing platforms. On the other 
hand, we want to popularise local  
products of tourism in the  
Carpathians. Our aim was to  
explore how to increase the visibili-
ty and attractiveness of the products 
of the craftsmen and rural tourism 
service providers participating in the  
workshops, how to increase their 
income, how to create sustain-
able tourism services, or start and 
finance a business activity.

Foreword

I am Ágnes Szabó-Diószeghy, 
project coordinator of CARPA-
THIAN TOURISM Project. The idea 
of the project was born in October, 
2016 when I was interning at the 
Secretariat of Carpathian Convention 
of the United Nations Environment 
Program in Vienna. The basic idea 
was to try to provide very pragmatic 
marketing and tourism knowledge 
to rural tourism entrepreneurs in 
the Carpathian region, and it was a 
priority to involve local craftsmen in 
the project as well. 

I spent several years in Spain, 



During the project, we  
organised four workshops, one 
in each of the four countries of 
the Visegrád Group. During the  
workshops we provided touristic 
and marketing knowledge with the 
help of experts on the develop-
ment of businesses of rural tour-
ism and craft entrepreneurship. The  
marketing modules were led by Péter  
Balog, and the tourism modules 
were led by Dr. Tibor Gonda and  
Dr. Zoltán Raffay.

The modules of the workshops 
are included in this handbook in a 
revised version, with the aim of  
helping those who did not come to 
the workshops but would like to  
enhance the promotion of their own 
product and business. The handbook 
is also published in English, so it 
can reach more entrepreneurs. In  
addition to the workshops and 
the handbook, we have created 
an English language catalogue of 
the products and services of the  
participants of the workshops with 
photos, which is available online 
and will be presented at the 2018  
FITUR and ITB tourism exhibitions in  
Madrid.

Dr. Mátyás Szabó contributed 
to the project as a consultant and  
editor of the handbook. In  
implementing the project and  
editing the handbook, Adrienn Széll  

provided indispensable help.
The project is run by the  

Association for Tourism on the Tisza 
Plain in cooperation with Humtour 
Ltd. We received a lot of support 
and motivation from the Secretariat 
of the Carpathian Convention, who 
helped the implementation of the 
project, contacting local partners, 
and the dissemination as a partner 
from the very beginning.

The partners of the project are 
Stowarzyszenie Ekopsychologia As-
sociation from Poland, the Art and 
Craft of Stiavnica Civil Association—
Občianske Združenie Umenie a 
remeslá Štiavnice from Slovakia and 
the Tourist Authority South Mora-
via—Centrála cestovního ruchuJižní  
Morava, z.s.p.o. from the Czech 
Republic. The Ecological Insti-
tute Foundation and the Glass  
Manufactory Ltd. also participated 
in the project. We wish to thank 
everyone who helped the imple-
mentation of the project, and in 
particular to the participants of 
the workshops for their active  
participation in the project.

Ágnes Szabó-Diószeghy
http://carpathiantourism.humtour.com/

http://carpathiantourism.humtour.com/


Marketing and 
communication

Author: Péter Balog



Introduction

In the past decade, digital commu-
nication has achieved an astonishing im-
portance when it comes to establishing a 
successful business presence. A shop with 
a good location, pleasant branding and a 
decent product has always been a success 
in any time of age. Even so, up until the 
turn of the millennia, having at least one 
of these three could have been enough 
for a business to chug along. Nowadays 
the same can hardly be said—with the 
advent of new technologies, the race for 
customers just got closer.

A business’ online communication 
consists of everything that said business 
does in the virtual world: from landing 
pages to advertisement management, it 
is a very demanding matter, and finding 
the right balance between the challenges 
of social media and review management 
can be a tough gig even for the seasoned  
entrepreneur. While most people do 
know how to handle at least one or 
two of these areas (after all, we live in a 
tech-savvy time!), as the competition gets 
fiercer, getting by is just not enough.

To get ahead of the crowd,  
especially in a competitive sector like  
tourism, one has to handle all areas 
with the utmost proficiency and care. 
Long gone are the days of radio ads 
and flyers, these blunt instruments are 
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now the (mostly)  
extinct species of 
our time. Instead, 
we now have the 
ability to pick our 
customers with the 
precision of a scalpel, 
thanks to the massive 

data and the advanced 
targeting abilities of tech 
giants like Google and Face-
book.

The following chapters will try 
to lend a helping hand in this maze of 
digital communication by answering 
common questions of the tourism 
service providers’ mind:

■■ How can a business stand out in 
an online environment?

■■ Why have a consistent online 
presence across all marketing 
channels?

■■ What tools can Small and Medi-
um Enterprises (SMEs) in tourism 
utilise to increase bookings and 
sales?

■■ How to maximise the potential of 
a website?

	
There   are  
numerous technical  
terms and tools out  
there, and even seasoned  
experts acknowledge that  
from a small business perspective, 
things can get quite overwhelm-
ing. The goal of this essay is to help  
solving these issues. We will be look-
ing at hard data, backed up by statis-
tics and personal experience as well, 
just to give a more tangible sense of 
what can be achieved online nowa-
days.

Hopefully, at the end of the 
day, tourism service providers and  
owners—or you, the reader—will 
have a better idea on the potential 
of their businesses!
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It is a bit of a cliché in in-
dustry circles to talk about 
constant growth, but the 
facts are undisputable. The 
tourism sector continues 
to impress with its depend-
able rate of growth, and its 
massive impact on global 

economy. According to the Unit-
ed Nations’ yearly outlook report, 
tourism continues to be one of the 
most important sectors not just for 
countries, but for the whole of the 
globe. Nearly 1 in 10 people work 
in tourism today, amounting to 10% 
of the world’s gross domestic prod-
uct (GDP), amounting to about 7% 
of total export (UNWTO, 2017). 
According to the report there were 
1,235 billion tourist arrivals in 2016, 
and with an expected annual growth 
of 3.3% this could reach 1.8 billion 
by 2030. Emerging economies, new 

Nearly 1 in 10 people 
work in tourism today, 
amounting to 10% of 
the world’s gross do-

mestic product (GDP).

Trends in Digital Tourism

and more economic ways of travel 
and a more interconnected world 
all play a part in these immense 
figures, and without any significant 
economic bubble burst, the long-

term outlook continues to be 
quite positive. The importance 
of the service and tourism sec-
tors in national economies will 
continue to grow as small busi-
ness providers look for more 
opportunities to jump on the 
travel gold rush. Suffice it to say, 
the winners and losers of these 
trends are already starting to 
emerge. 
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From a digital perspective, the 
last decade has been even more 
exciting. The appearance of new 
technologies, smartphones, and 
the continuing spreading of digital-

isation around the world all helped 
the emergence of a new way to trav-
el: enter the information-driven age 
of tourism.

Long gone are the days of tour 
operators and offline offices being 
the only window to the world, now 
even the most casual traveller can 
gather all the necessary information 
about their trips, including booking 
transportation, accommodations, 

and enjoying local tourism prod-
ucts—skipping the middleman in 
the process. While the prevalence of 
the old guard has diminished signifi-
cantly, the need for them to reinvent 
did manage to keep them afloat. The 
balance between offline and online 
is another trend that continues to 
shift towards the new and emerging 
technologies. And marketing is no 
different.

•	Instead of billboards, we have 
targeted advertising.

•	Instead of brochures, we have 
personalised offers.

•	Instead of call operators, we have 
automated chatbots answering 
user queries.

For the first time ever, online 
booking channels actually overtook 
their offline counterparts. Travel re-
search company Phocuswright con-
ducted a research on the matter, and 
concluded that 55% of all transac-
tions now happen in an online en-
vironment (Phocuswright, 2016). 
According to a similar study by 
TrekkSoft, when it comes to creat-
ing a balanced distribution network, 
online has become the leading chan-
nel, with most tour operators having 
a sales funnel relying 60% in favour 
of online (TrekkSoft, 2016). Anoth-
er important finding of the study 
was that most tour operators agree 

Offline Is Losing  
Ground Every Year
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that having a booking option on the 
service provider’s own website (di-
rect booking) is the most important 
channel when it comes to generating 
leads.

While these trends do represent 
the global market, it is important to 
note that there are, and  

 
 

always will be, regional differences. A 
good example of this is the emerg-
ing third-world market, which—ac-
cording to studies conducted by the 
United Nations’ office—will be the 
next big game changer for the indus-
try (UNWTO, 2017). A cultural and 
digital divide does exist at the mo-
ment, as a TripAdvisor survey found 
that while Western travellers (UK, 
Italy, US) are more likely to book 
their next trip online, their Chi-
nese counterparts still prefer tradi-
tional channels like booking agents. 
With the continuing saturation and 
growth of more recent digital mar-
kets, it is a reasonable assumption 
that these gaps will shrink smaller 
and smaller (TripBarometer, 2015).

A good example of the effects of 

digital booking on the tourism sec-
tor can be found in the case study of 
Greece, Italy and Spain. Conducted 
by Tourism Economics in Oxford, this 
document finds that countries that 
have a lower ICT  Development 
Index (ICT: information and com-

munication technologies; for 
example two of the eleven fac- 
tors to this index are: slower  
internet access or lower per-
centage of households with 
internet access) perform 
worse with tourism growth 
than other EU countries or 
the EU average (Tourism Eco-
nomics, 2013, p 5). The same 

way, online tourism arrivals in these 
Mediterranean countries lagged far 
behind from the EU average when 
it came to both researching infor-
mation online, and actually booking 
services in an online environment. 
To solve these issues, the document 
ventured into providing recommen-
dations for these countries and their 
respective travel sectors, namely:

■■ Businesses should develop their 
online presence.

■■ Businesses should develop their 
offers for cultural tourism.

■■ Businesses should engage their 
audience on social media plat-
forms. 

55% of all booking  

transactions now happen 

in an online environment.
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■■ Work for better cooperation be-
tween government agencies and 
corporate actors.

Suffice it to say, the goal and  
approach of this present  
document follows these steps  
closely. In the next two chapters 

we will take a quick general look at 
a few different trends that can help 
not just these countries, but indi-
vidual businesses as well to reach  
these goals, regardless of location.

With the release of the first  
iPhone in 2007, the change of the 
average business owner’s life began. 
Nowadays almost everyone owns 
a smartphone, and this innovation 
profoundly changed the way we  
interact not just with each other, but 
with businesses, and that includes the  
travel sector. In fact, the revolution 
happened so quickly that the point 
of mobile overtaking desktop has  
actually swung by us a couple of years 
ago. 	

Mobile-Friendliness
Nowadays there are more people 
who use their phones to connect to 
the internet.

This is exactly why we must 
talk about mobile-friendliness. Sim-
ply put, if someone can use a web-
site’s every function in an easy  
manner on a mobile device, it is called  
mobile-friendly. According to  
Google’s study on travel planning 
and purchase, travellers seek infor-
mation and convert (purchase) on 
mobile. The document also details 
that over 90% of travellers using  
mobile devices will switch to  

another site or app if their  
needs are not met (Think 
with Google, 2017).

One of the most strik-
ing figures that represents 
the importance of mobile  
comes from marketing  
expert Frederic Gonzalo’s 
research. According to his 
findings, mobile bookings in 

Mobile bookings in the 

travel industry have 

grown by 1,700%  

between 2011 and 2015.
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Figure 1: A simplistic but efficient way of  
depicting mobile-friendliness 

(source: Google)

the travel industry have grown by a 
staggering 1,700% between 2011 and 
2015 (Gonzalo, 2016). His report 
also states that the vast majority of 
travellers now do not rely on tradi-
tional sources of information when 
on the road. Instead of opting for 
a guide book, 85% of international  
visitors will have a smartphone 
with them. Sites that do not have a  
mobile-friendly website or mobile 
version will lose out on the majority 

of their potential traffic.
From a more practical point of 

view, a good tool for a business to 
determine if their existing site is  
mobile-friendly is to run Google’s 
very own mobile-friendly test. The 
tool can be found here: 
https://search.google.com/test/
mobile-friendly

After a few seconds, the test will 
also show all the major areas where 
a site could be improved.

https://search.google.com/test/mobile-friendly
https://search.google.com/test/mobile-friendly
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A Glass Always Full

Some say the glass is always 
half empty, while others claim it to 
be half full. Pessimists and optimists. 
When discussing marketing with 
business owners, one of the most 
common experiences I have is that 
a surprising number of them have a 
great understanding of several mar-
keting channels. Some do it better, 
some do it worse, but generally  
speaking, they know how to fill their 
glasses. They know about Facebook 
boosts, search engine optimisation, 
some even have great websites, and 
others love their Instagram promo-
tions. But whenever I ask them to 
try to summarise or categorise their 
marketing efforts, they fall short, and 
understandably so. Public relations, 
word-of-mouth, return of invest-
ment, user experience, radio ads, 
brochures, marketing funnels… we 
could name marketing terms all day 
long, piling on the confusion.

Most local business own-
ers do not know how to do their  
marketing efforts, or how to fill  
their glass works. They have some  
ideas, however, what holds their  
marketing efforts together.

How the glass  
actually works, why it is  
there, and how to fill it up 
properly in order to live 
up to its full potential, so 
we have a glass always full.

Holistic Marketing  
Communication

The glass that holds together all 
marketing efforts of a local business 
is called holistic marketing commu-
nication. Or as Kotler and Keller put 
it in their book Marketing Manage-
ment, the four dimensions of holistic 
marketing are:

1.	 Internal marketing – “ensuring  
everyone in the organiza-
tion embraces appropriate 
marketing principles, espe-
cially senior management.”

2.	 Integrated marketing – 	
“ensuring that multiple means of 
creating, delivering, and com-
municating value are employed 
and combined in the best way.” 

Digital Communication,  
or Building an Identity
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3.	 Relationship marketing – “having 
rich, multifaceted relationships 
with customers, channel members, 
and other marketing partners.”

4.	 Performance marketing – 	  
“understanding returns to the 
business from marketing activities 
and programs, as well as addressing 
broader concerns and their legal, 
ethical, social, and environmental 
effects” (Kotler & Keller, 2016).

What affects most our di-gi-
tal marketing communication is  
integrated marketing. Accord-
ing to Kotler and Keller, “integrated 
marketing occurs when the market-
er devises marketing activities and 
assembles marketing programmes 
to create, communicate, and deliver 
value for consumers such that the 
whole is greater than the sum of 
its parts.” This may sound a bit ac-
ademic at this point, so a good way 
to understand holistic marketing and 
integrated marketing is to visualise it.

FIGURE 2: SOME ELEMENTS OF YOUR

INTEGRATED MARKETING COMMUNICATION (IMC)
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Crafting a message that conveys 
the core of our business is not an 
easy task, as demonstrated usually 
by tourism business owners when 
asked to sum up their product in 

a sentence. From experience, only 
one out of five succeeds at this, as 
most instantly realise how far they 

are from figuring out step zero of 
their tourism product—what it is 
exactly.

To answer this question, there 
is a great exercise one could try.  
Filmmakers are already familiar 
with this concept, and evolved on 
it before the land of marketing.  
An ‘elevator pitch’ was designed to 
convince potential investors what 
a film is about and why it would 
sell. The goal was simple—get your  

The Message Is Key
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message across in the short time of 
an elevator ride, and convince the 
studio exec trapped inside the tight 
confines of the cabin.

The fundamental principles 
are the same for us marketers and 
business owners. But what would 
a well-crafted message look like? 
Debbie Wetherhead, a seasoned  
online PR trainer, summarised it as 
the “essence of what you commu-
nicate, bite-sized summations that  
articulate: what you do, what you 

stand for, how you 
are different and 
what value you 
bring to stakehold-
ers” (Wetherhead, 
2011). According to 
Wetherhead, a key 
or core message 
should be concise, 
relevant, simple, mem-
orable, compelling, 
real, and strategic.  
Real, as in not  
sounding too much  
like an advertisement, 
and strategic, as in  
offering a value  
proposition for the  
possible customer.

Throughout this  
study, I will bring  
examples of an imag-
inary tourism service 
and apartment located  
in Tuscany, Italy. Their 

message would look something like 
this, note the three-four key messag-
es presented in bold:

Visual Creatures

Humans are visual creatures; 
we evolved to pay attention and  
respond to visual stimuli. Without 
going into various communica-
tion models, we can acknowledge 
that the digital environment is of  
numerous visual signals, and the best  
visual message will reap the benefits: 
a business that sells tourism prod-
ucts.

However, the attention span 
of an average human being is  
quite short, more so in an online  
environment. A study conducted 
by Microsoft revealed that in re-

Example: 

“We offer  
relaxing daytrips,  

delicious wine tastings 
and family-friendly  
accommodations  

in Tuscany.”
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cent years our attention span has  
decreased from 12 seconds to 8  
seconds, while other studies showed 
it to be closer to 7 seconds— 
simply because we are more easily 
distracted by all the screens and  
multiple streams of media  
(Microsoft Canada, 2015). As mar-

keters as small business owners, we 
are tasked to grasp the attention 
of our potential customer in these 
short few seconds. A daunting task 
for all parties involved.

Without going into detail, nu-
merous marketing studies showed 
the importance of relying on visual 
communication when we are to de-
liver our aforementioned message(s). 
It is a good idea to always include  
something that will catch the  
attention of the customer, may it be 
an image, a video or just a catchy 
slogan.

Furthermore, in adaptation 
to the online environment, our  
brain started to function different-

ly, or rather consume information 
differently. The reading brain of the  
digital age has wandered afar from 
the Gutenberg Galaxy as today’s 
digital natives are wired different-
ly. A study conducted by San Jose  
State University found that when we 
consume materials from a screen, 
our brains like to take shortcuts, 
we scan for information, keywords, 
any-thing that might catch our  

attention before we  
decide to read further into 
the matter (Liu, 2005). We 
process differently.Always include  

something that will 
catch the attention of 
the customer, may it 

be an image, a video or 
just a catchy slogan.
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Let’s Talk Funnels

The concept of the market-
ing funnel is one of the old-
est ones in the business. The 
AIDA-model, or Awareness, 
Interest, Desire and Action 

goes back to the 19th century, devel-
oped by E. St. Elmo Lewis. The fun-
nel itself was first born a couple of 
decades later in a book 
titled Bond Salesmanship 
by William W. Townsend, 
1924. But what are these 
funnels, and how come 
they are still so relevant 
today?

The funnel is a great 
way to illustrate the jour-
ney of a potential cus-
tomer becoming a happy 
customer, from gaining 
awareness of the pro-
duct (step 1) to research-
ing the product (step 2), 
making a decision (step 
3), and finally buying the 
product (step 4). All along these 
steps our potential customer has the 
chance of turning around and leaving 
us, not buying our product, not using 
our service.

These same principles apply in 

an online environment, as well as 
for a tourism service provider. 
The more people we pour into 
the funnel, the more customers we 
get at the bottom, or more people 
“convert”. Looking at Figure 3 above 
we can see that out of a 100 people  
gaining awareness of our product 
(say a nice apartment in Tuscany, 
and checking out our website), only 

about 2-3 end up actually paying 
for the product (meaning actually  
sleeping in our apartment’s bed after 
booking through our website). That 
is what we call a conversion, the rate 
of which is conversion rate.

From Potential Customer  
to a Successful Sale

Figure 3: The Purchase Funnel  
and the Customer’s Journey
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The bigger the conversion rate 
the better. For example, a funnel can 
be a website on which our potential 
apartment guest can take a look at 
our service. Put it simply, if we have 
a good website, out of a 100 website 
visitors, maybe 4-5 people will end 
up staying at us. If we have an out-
dated website (not mobile-friendly, 
no booking options, no visual items 
etc…), out of the same 100 people 
maybe 1 will actually stay at us—the 
rest? They will go with the competi-
tor with a better website, more effi-
cient funnel…

To sum up, our goal as marketers 
are threefold:

1.	 Making sure we feed the funnel 
with more and more potential 
customers through digital and 
traditional marketing channels.

2.	 Making sure that the funnel is 
wide, and more and more poten-
tial customers end up converting. 
The sciences of this are called 
conversation rate optimisation 
(CRO) and user experience (UX).

3.	 Making sure that the converting, 
purchasing costumer becomes 
a loyal product evangelist.

Figure 4: A very simplistic figure of 
Feeding and Refeeding the funnel
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In the previous chapters we have 
already discussed the importance 
of having an online presence for 
our tourism business (setting up a  
funnel). In this chapter we take a 
closer look at feeding that funnel 
with various marketing channels.

Your Marketing Channels

Search Engine Marketing (SEM)

Search engine marketing has two 
main branches with very different 
pros and cons. Pay Per Click, or PPC 
for short, stands for advertisement 
that is presented in the search re-
sults page (SERP). This is the land 
of Google and their outstanding  
AdWords service, although honor-
ary mentions go to Yahoo-Bing and 
the Russian-built Yandex as well. On 
the other hand, SEO, or Search En-
gine Optimisation is the process of 
optimising our sites to appear higher 
in SERPs.

If we are to be blunt, PPC is 
paying for success, while SEO is 
working for it the hard way—at 
least this is what clients usually see, 
at first that is. Such harsh catego-
ries would be quite unfair, how- 
ever, since both avenues have their 
advantages and disadvantages, and 
a thorough strategy builds on a  
balance of both.

PPC is…

»» a tool that brings instant re-
sults, since as soon as we start 
our ads, people start coming; 

»» but in return, it costs money, 
and an inefficient campaign setup 
can prove to be quite costly; 

»» finally, PPC is very temporary 
by nature—once we stop funding 
it, we lose revenue.

SEO, on the other hand, is…

»» a slow process, results only show 
after months of hard work; 

»» but in return, it usually costs less 
than an advertisement campaign; 

»» and its effects are long-term, 
meaning what we build with hard 
work, stays there.

PPC: Pay Per Click
 

SEO: Search Engine  
Optimisation  
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SEO

Getting on the search engine 
results page (SERP) is done by  
either paying or working for it.  
The latter is what most  
people know as SEO. But how 

does Google decide who gets the 
top spots? All search engines have 
a sophisticated set of algorithms 
that factor in several attributes for 
sites and attached services. These 
are called ranking factors. Google 
has about 200 of them, but no one 
knows for sure as the search engine 
is quite secretive about its actual 
algorithm, understandably so. Some 
of these ranking factors are worth 
more, some are worth less, but here 
are a few examples: 

•	What kind of content and key-
words does the site have? 

•	What other websites link to the 
page? 

•	What is the domain? 

•	Do people share the site and con-
tent on social media?

•	How fast is the website?

•	Is the website mobile-friendly?

These are just a few simplified 
examples. These ranking factors 
are often affected by each other. 
Also, the weight of these ranking 
factors is affected by every major 
search engine algorithm update. A 
few’s importance might increase, 
a few’s might decrease. There are  
several professional services 
tracking these changes, inc- 
luding moz.com, semrush.com, and  
serps.com.

The main goal of every 
search engine is to figure out 
the search intent of the user, 
and then provide unique and 
relevant results. However, it 
would be a mistake to assume 
that an SEO expert’s main role 
is to tailor a site to the search 
engine’s current taste. While 
SEO is a very potent approach, 
one must always think long-
term, in an intertwined system,  
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where everything has an effect on the  
other. Content, user experience, 
SEO, PPC, social media all play an  
important role in providing a rele-
vant experience for the user. Our 
goal is to improve this experience to 
the best of our knowledge.

Search engine optimisation has 
three major areas that require the 
attention of the marketer. These 
three main areas are called off-site, 
on-site and technical SEO (moz.com, 
2015). In the next three chapters we 
will talk about these areas in detail.

Off-site

Off-site, or off-page SEO is what 
happens outside of the website, 
which is more or less outside of our 
control in most cases. Without get-
ting too technical, off-page SEO is 
basically the process of gaining back-
links. A backlink is a hyperlink or a 
mention of our site on a third-party 
website, pointing to our service and 
our content.

   Figure 5: Main areas of SEO
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The general rule of thumb is that 
the more backlinks our site has from 
various sources, the more relevant it 
is deemed in the eyes of search en-
gines, and will be ranked higher on 
the Search Engine Results Page.

This is a very simplistic approach 
to the concept as there are numer-
ous ways to actually do more harm 
than good when it comes to link-
building—the process of acquiring 
backlinks. Let’s see a few useful dos 
and don’ts:

Dos:

•	 The more people write about us 
the better.

•	 Try to have legitimate mentions 
from authority sites. An author-
ity website is a well-known site, a 
possible news source, a respected 
blog etc…

•	 Stay in niche: meaning if we run 
a travel business, it is best to have 
mentions from other industry-re-
lated sources (example: a link from 
LonelyPlanet basically communi-
cates “this site is about travel”. If you 
have several links from random-au-
to-magazine.com, that tells the  
search engines that “this site might 
be about cars”).

•	 For a local business, in area local 
mentions are good (for example a 
local newspaper).

•	 Directory sites and business listings 
are helpful (often called citations, 
yellow pages for example).

Figure 6: an example of backlinks pointing to our site

Example: 

Sticking to our Tuscany 
apartment complex, let’s say 

BBC travel decides to write an 
online piece about our great 

services, and mentions our site 
in their article. That’s a link 
pointing to us, and hence, a 

backlink.



27

M
arketing

Don’ts:

•	 Do not buy links: some  
services sell backlinks. These can 
harm your online presence, and 
Google will punish you by not 
showing your website in SERPs.

•	 Careful with link exchang-
es, or the process of two sites  
mutually mentioning each other in 
a big quantity is harmful.

•	 Avoid spamming: too many 
links from one site will result in a  
possible penalty.

The general idea is to have a 
healthy balance of low-quality back-
links and high-quality backlinks, 
building a balanced link profile. Here 
you can see that easy to obtain low- 
quality backlink (directory links) is 
abundant, while high-quality men-
tions from authority sources not so 
much.

On-site

On-site SEO is what happens 
on our website and its content.  
Content in this case mostly means 
text, although having videos and  
plenty of images relevant to our  
site’s niche also helps. If we have a 
site about cars, having videos and 

Figure 7: Link profile
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images of cars is help-
ful—to be very simplistic 
once again. To discuss on-
site SEO, we have to define 
two very important terms 
here.

Keyword: a keyword 
is a phrase that best de-

scribes what the article or site 
is about. If we are writing a long 
piece about the sights of Tuscany, 
then our keyword for that particular 
content would probably be “Tuscany 
sights” (moz.com, 2015).

Keyword density: keyword 
density is the ratio of our keyword 
compared to the total body of text 
on the page. Basically, how many 
times the keyword appears in our 
article. A good keyword density is 
between two and three percent of 
our total word count.

Keywords used to be the bread 
and butter of SEO, since keywords 
not only summarise our content, but:

»» A keyword is what people actual-
ly search for in search engines;

»» A keyword tells search engines 
what our site is about;

»» A keyword can affect our paid 
advertisement budget as well 
through quality score.

And this brings us to 
keyword research, the pro-
cess of figuring out what people 
search for—via tools like Goole  
AdWords’ Search Volume, keyword  
optimisation, or rewriting our 
content to have a better fit for these 
popular keywords.

These are the very basics of 
keywords and on-site SEO, but as 
the search engines get smarter and 
smarter, SEO practices change as 
well. These principles still matter 
nowadays, but with the introduction 
of semantic search, their prominence 
has decreased. In many cases search 
engines now have the ability to  
figure out what a site is about with-
out relying heavily on keywords.
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Do:

•	Keyword research to deter-
mine search interest for your 
area and tourism product.

•	Optimise your content according 
to your research results.

•	Write your keyword in the meta 
description of your content.

•	Use plurals and synonyms, search 
engines do understand those now 
(for example ‘car’, ‘cars’, ‘autos’ 
etc…)

Don’t:

•	Best to avoid keyword stuffing, 
or placing your keywords every- 
where. Pay attention to your  
keyword density.

•	Don’t use artificial language by 
forcing your keyword into your 
content; make it flow naturally 
(for example avoid this: “we offer a 
relaxing experience at our Tuscany 
apartments”).

Example of  
the semantic web: 

Five years ago you had to 
include the keyword “Tuscany 

apartment” on your site to 
tell search engines what your 
service is about. Nowadays, 
if  you maybe have an “our 

rooms, prices, amenities” sec-
tion, and state that your servi-
ce is in Tuscany, Google and 
other search engines will do 

the math, add 2+2, and figure 
out that maybe this service is 
about providing accommoda-

tions in Tuscany.

However, artificial intelligence is 
not quite there yet, so the basic prin-
ciples still apply, especially in non- 
English areas of the web.
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Tech

Some sources like to include 
technical SEO under on-site SEO, 
but in my—and others’—profes-
sional opinion that takes away 
from its importance. Technical 
search engine optimisation is the 

process of getting the website’s 
backend up to specs, and usually re-
quires some coding experience as 
well. Quite a few of Google’s rank-
ing factors heavily rely on technical 
aspects, so a streamlined website is 
a must nowadays if we are to stand 
out from the crowd. Without listing 
all of these technical ranking factors, 
here are a few:

■■ Site speed, or how fast a website 
loads. This is affected by the kind 
of CMS (Content Management 
System) we use, the size of the 
images and videos on the site, and 
many-many more. Good tools to 
check our site speed (and more 
importantly, where we are losing 
precious seconds!) are

»» pingdom’s site speed test:  
https://tools.pingdom.com/

»» gtmetrix: https://gtmetrix.com/ 
 
 
 
 

We should have a load 
speed under two seconds, as  
Google expects. Why? With every  
second we waste, more and 
more people just decide to 
close the page (Google, 2015).  
Ruthless, but as we discussed, we 
do not have a long attention span. 
 

■■ Mobile-friendliness, the impor-
tance of which we have already 
discussed in previous segments. 
Needless to say, mobile-friendly 
sites rank higher on Google, and 
if our site is not mobile-friendly, 
competitors are already beating us. 
 

■■ Bot accessibility, or can search 
engine crawlers reach our site 
and read our site? If Google can-
not read our content (indexing), 
then it will not rank at all. A good 
way to check if all of our con-
tent is indexed is to simply go on  
Google.com, and search for our 
site’s complete address with quota-
tions marks, like this: “mysite.com” 
 
 
 
 

https://tools.pingdom.com/
https://gtmetrix.com/
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The search engine optimisation 
of a site is a lengthy process, but fo-
cusing all of these three major areas 
(on-site, off-site and technical parts) 
is just a fraction of the complete 
marketing mix of a business. While 
many hail the arrival of semantic web 
as the death of SEO, its importance 
still remains.

PPC

We have already established 
the difference between SEO and 
PPC. Now it is time to talk about 
paid advertisement in detail.  
Facebook, Twitter, Google, Instagram 

and LinkedIn all have their adver-
tisement platforms, and campaigns 
organised on them brings in a great 
amount of traffic and revenue to 
local businesses around the world. 
With the digital marketing boom 
going on in every major developed 
country, search volumes continue 
to climb year after year (Internet 
Live Stats, 2012)—most business-
es cannot ignore the necessary evil 
of advertisement. As most search 
engines favour their advertisement 
platforms more and more (Goo-
gle, Bing, Yahoo too), businesses are 
forced to take part in the game. 
When potential customers search 
for a tourism service or product, 

Figure 8: Search volume growth. Do you want in  
or out on that traffic? (Internet Live Stats, 2012)
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businesses have to compete for 
their attention, and not grabbing one 
of the top (paid) spots is certainly 
a mistake. While organic, social, di-
rect and other channels do bring in 
enough traffic, not even competing 
in the race can have grave conse-
quences: your business’ competi-

tors will get all the clicks.

Why Invest in PPC?

This is one of the most common 
questions by business owners, and 
rightly so, justifying spending hun-
dreds of dollars on AdWords every 
month better be a good invest-
ment. The simple answer for this is:  

because it’s worth it. Simply put, ev-
ery dollar a business spends on ad-
vertisement will make another two 
dollars of profit (Google, 2017).

Another important figure is that 
when it comes to organic and paid 
results, many people do choose to 
click on the paid ones—as they ap-
pear on the top. In fact, according 
to a Wordstream marketing study, 
about 41% of people click on the top 
three spots or the paid results (Kim, 
2015).

Furthermore, advertisement 
can be a great way to kickstart in-
terest for new companies. As we  
discussed, getting our site to rank  

Figure 9: What’s PAID and what’s Organic in SERPs? 
Note the little ‘AD’ signs
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organically in a good position in 
SERPs can take quite some time, but 
many need traffic right of the bat, 
and this is where PPC steps in. A 
professional marketer can set up a 

campaign in hours, sending potential 
customers to our service—feeding 
the aforementioned funnel.

Remember your key 
messages when  

you are writing an  
advertisement.

Facebook boosts 

can be a great way 

to generate inte-

rest for an event, 

but pay attention 

to targeting and target 

audiences.

Connect AdWords to other Google 
services, most importantly Google My Business. Read more about this by looking up “location extensions”.

Remember to be 

visual when it comes 

to creating display 

ads, and most impor-

tantly, stick to the visual 

language of  

your other online  

channels (i.e.: use  

the same logo and  

colours as your  
website).

PPC is also a good way to test new ideas. We can al-ways “buy traffic” to test a new service or a product, or to check out how a new keyword on our site performs.

Tricks, Tips and Ideas
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Content Marketing

Content marketing is the pro-
cess of creating creative content 
for your website in order to sell 
your products. Content can be 
anything: a blog article about 

the benefits of your product, a  
YouTube video showcasing your 
business location, or maybe an 
e-book about tips and best prac-
tices…

A few pointers on content  
creation:

■■ Dare to be personal: your cus-
tomers are interested in you, and 
being personal and upfront about 
your services will bring you closer, 
humanises the business and your 
story. The more you share, the 
more you will engage with your 
target audiences.

■■ Spend money: we will be talking 
about the importance of creating 
good content, and why spending 
money on professionals is never a 
bad idea.

■■ Synergy in mind: remember your 
brand’s identity, your key mes-
sages; interact with your other 
marketing channels! If you pay 
great attention to SEO, write blog 
articles focusing around keywords 
important to you. If you create 
great visuals for your website, go 
ahead and use them in social me-
dia posts too! The possibilities are 
endless.

Influencer Marketing

Tapinfluence, an agency special-
ised in influencer marketing defines 
the term as “a type of marketing 
that focuses on using key leaders to 
drive your brand’s message to the 
larger market” (Tapinfluence, 2017). 
In other words, a company contacts 
inspiring and well-embedded people 
of a community or niche to sell the 
product. For example, if a company 
sells beauty products, contacting a  
famous fashion YouTuber to talk 
about said products is a great exam-
ple of influence marketing.
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Social Media Marketing

Social media marketing is one 
of the most difficult channels to 
get right, but if you have a viral hit 
on your hands, the efforts are well 
worth! Social media marketing con-
sists of sharing your brand’s key 
messages on any of the popular  
social media platforms, which for 
travel businesses usually includes: 
Facebook, Twitter, Google Plus,  
Pinterest, Instagram to name only 
the most prominent ones.

A few tips on how to use social 
media efficiently:

■■ Upload branded content: up-
load your logo as a profile pic-
ture, populate the header sec-
tion on Facebook or YouTube 
with branded banners or videos.

■■ Remain proportional with your 
communication: if you have a 
small audience and maybe not a 
lot happening on a usual week, do 
not post every day; once a week is 
enough. On the other hand, if you 
have a weekend with a big con-
ference going on, feel free to post 
several times a day.

■■ Be consistent: whatever content 
schedule you decide to go with 
when it comes to your social me-
dia presence, stick to it.

■■ Pin important messages: if you 
have something important going 
on with your business, emphasise 
it by pinning that content to the 
top!

■■ Hashtags are dorky but useful: 
hashtags can feel forced, but are 
great when it comes to categoris-
ing your content, and a good way 
to present your services to poten-
tial customers.

■■ Buttons and Call to Actions: if 
a social media service has ways to 
direct traffic to your website, use 
them! Set up a website button, a 
messaging bot, enter your phone 
number—the goal here is to bring 
your potential customers from ar-
eas that you do not preside over 

Example: 

An industry-relevant 
example of  this would be 

for our Tuscany apart-
ment to contact a travel 

writer who visits Italy 
frequently, and for a price, 
ask this influencer to talk 
about our apartment and 

services.



36

M
ar

ke
ti

ng

(Facebook) to domains where you 
can control their action towards 
converting (your site).

■■ Share your story: people like to 
see the human side of a business, 
so sharing a live story on Face-
book, for example, is always a 
good idea!

■■ Use Google Plus: while not 
many people hang out on this 
service, posting content here may 
help with your search engine opti-
misation efforts!

Other Channels

Affiliate Marketing

Investopedia defines affili-
ate marketing as “an advertising  
model where a company pays com-
pensation to third party publish-
ers to generate traffic or  leads  to 
the company’s products and ser-
vices” (Investopedia, 2017). For small 
businesses affiliate marketing is usu-
ally not the most common tool to 
generate interest, but can be useful 
for testing new partners. 

E-mail Marketing

Email marketing is one of the  
oldest digital marketing tools, and 
can be great in building a loyal audi-
ence. Most travel-related local busi-
nesses nowadays use e-mail market-
ing to talk about promotions, news 
related to the service, and maybe 
to ask for reviews as well. A re- 
commended free tool to use when it 
comes to constructing newsletters is  
Mailchimp (www.mailchimp.com). 
For small businesses e-mail market-
ing can be one of the most impor- 
tant channels to engage existing cus-
tomers, which actually brings us to 
customer satisfaction and retention.

Example: 

An online tour company offering 
packages for the Tuscany region 

contacts our Tuscany apart-
ment, offering to send us guests 
for a percentage of  the profits.

http://www.investopedia.com/terms/s/sales-lead.asp
http://www.mailchimp.com)
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Customer Satisfaction  
and Retention

When discussing funnels, we  
talked about the final step of the 
customer’s journey, about convert-
ing, what the process of the cus-
tomer buying our product and 
enjoying our service is. However, 
our interaction with the customer 
does not end here; the job is not 
done. In fact, one of the easiest 
and cheapest marketing tools in 
our toolkit is the good ol’ word of 
mouth marketing: people enjoying 
our service, and recommend-
ing it to friends, family, coworkers.  

	 Simple, right?
One of the greatest  

entrepreneurs of our times, 
Warren Buffett famously said, 
“it takes 20 years to build a 
reputation and five minutes 
to ruin it.” In other words, 
one misstep by us, and one 
unhappy customer can set 
back years of progress 
and hard work. The same  
applies to our digital en-
vironment, only the bad 
news is, it applies ten-fold.

With the advent of 
tools and services like 
TripAdvisor, Facebook 
Reviews, Yelp or Google 
My Business, custom-
er satisfaction has ne- 
ver been this important. 

While twenty years ago an unhappy 
customer could spread his or her 
opinion to maybe two dozen peers, 
now in an online environment a bad 
review can be seen by thousands of 
potential customers. Thus, the way  

 
 
a business responds to such  
comments is key to a successful on-
line presence. Here are a few tips on 
how to handle bad apples, based on 
ReviewPro’s guidelines (ReviewPro, 
2016):

Always

•	Thank the reviewer for the feed-
back.

•	Respond to positive comments 
too.

•	Apologise for any legitimate nega-
tive experience.

•	Explain the steps you’ll take to 
prevent it from happening again.

•	Allow the guest to contact you 
offline if follow-up discussion is 
needed.

„It takes 20 years to build a reputation and five minutes to ruin it.”

Warren Buffett
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Never

•	Take it personally.

•	Write angry, abusive responses—or 
any type of personal attacks.

•	Question the reviewer’s legitima-
cy.

•	Use corporate speak that contains 
no meaningful information.

Finally some good news: cus-
tomers have realistic expec-
tations. Don’t be afraid of having 
a 4.5 star overall score; in fact, a 
study showed that customers trust 
imperfect scores more, since the 
“too good to be true” effect also 
translates to an online environment  
(PowerReviews, 2015).

Best Practices

Finally, we are to take a quick 
look at a few tips and tricks that 
can be beneficial to most local busi-
nesses. These general guidelines 
might feel just that—too gener-
al—, but bear in mind that all mar-
kets are different; what might work 
in one city or country might have  
totally different results in others. 
This is where a marketer has to do 
their due diligence via a comprehen-
sive market research to determine 
the characteristics of the local busi-

ness environment. There are, howev-
er, a few rules of thumb that ring true 
in almost all cases, and especially in 
the Visegrád area for tourism-based  
local businesses.

■■ Spend $2 on creating content, 
$1 on marketing that content. 
If there is one key takeaway for 
local business marketing, this is it. 
As Bill Gates famously said more 
than twenty years ago, “content 
is king,” meaning if you do not 
create engaging and meaningful 
content, you can have the best 
marketing ever, it will not stick. 
Spend two dollars on creating an 
awesome blog article, spend mon-
ey on a professional photographer 
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(visuality grabs attention!), create 
engaging copy (remember your 
key messages), dare to share your 
story via video messages (person-
al communication), and dare to in-
vest in a state-of-the-art website 
that converts well.

Once you have all of these ready, 
then you are ready to market your 
site, product and service. You are 
ready to spend your one dol-
lar on advertisement campaigns, 
Facebook post boosts, influencer 
marketing via Instagram, Google 
AdWords and so on. If you have 
great content, it will engage your 
target audience no matter how 
you deliver it. Ad campaigns are 

designed to give a little push, not 
supplement the content.

■■ Develop a multilingual web-
site. Most countries in Europe 
have a neighbouring country 
where people speak a different 
language. Preparing for a multi-
cultural and multilingual environ-
ment is a must if we are to offer 
our services to regional audiences. 
Having at least an English version 
of our site is not just good for our 
marketing efforts, but is essential. 
And this actually brings us to our 
last point.

■■ Thinking without boundaries. 
Our closely intertwined econo-
mies and the continuous integra-
tion process of the service indus-
try may scare many, but it can 
also be viewed as an opportunity. 
The most successful travel ser-
vices nowadays do not just target 
a local audience, but dare to think 
without boundaries, without bor-
ders. Set up an English site, dare 
to engage neighbouring potential 
customers, or even customers liv-
ing thousands of miles away. With 
the advent of info technologies 
and cheaper plane tickets, the op-
portunities are ripe for harvest.
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keting, we often talk about the 
digital divide, or “the differing 
amount of information between 

those who have access to the Inter-
net, especially broadband access, and 
those who do not have access” (in-
ternetworldstats, 2017). A country’s 
digital divide can be bigger or small-
er due to the population’s age, infra-
structure, social mobility, economic 
advancements and a couple of other 
factors. But the general consensus is 
that this divide is getting smaller and 
smaller.

Between 2000 and 2017, the 
number of internet users grew by 
976.4% worldwide (internetworld-
stats, 2017), and with just 51.7% of 
the global population online, there’s 
still immense growth to be expec- 
ted, especially in developing count-
ries. However, as we have seen in 
the introduction, while some of 
these countries might not have re- 
levant purchasing power from our  
Eastern European perspective, this 
can change even in a decade.

Furthermore, we have already 
seen that those markets that do not 
invest heavily into info communi-
cation may actually fall behind, just 
remember the examples of Greece, 
Spain, and Italy.

Digital marketing may 
feel like a different world, 
but it is definitely an oppor-
tunity for all. Small compa-
nies no longer need to rely 
on the whims of great travel 
agencies and booking sites; 
they can make their own fortune. 
The travel gold rush is a chance for 
all. It is now time for the Visegrád 
countries to boldly dare for new 
markets and new opportunities.

Recommended  
Learning Resources

Understanding today’s online 
environment can be a daunting task, 
but lucky for us, there are several 
great, often free, courses available to 
get you started. Here’s a short list 
of services that I wholeheartedly re- 
commend to learn from. Remember, 
most offline and academic digital 
marketing courses are outdated by 
the time you finish them, so the best 
way to stay up-to-date is to go to 
the source, and go digital. These lear-
ning resources are called MOOCs, 
or Massive Open Online Courses;  
here’s a list of the best of them.

The Digital Age  
— Closing Remarks
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Where to Learn?

■■ Udemy.com: Udemy is pro-
bably one of the fastest growing 
online learning resources, and the 
reason for that is their content is 
user generated. The upside is that 
you can find cheap courses here, 
however, due to the nature of user 
generated content, the quality 
varies. Only go for well-respected 
content creators with plenty of re-
views.

■■ Lynda.com: one of the oldest 
learning resources on the inter-
net, and its prestige is well earned. 
Great courses for only $25 per 
month!

■■ Coursera.com. Coursera part-
nered with leading US universities 
to provide comprehensive, certifi-
able trainings. They have a rich se-
lection in marketing, however the 
prices can seem hefty at times. 
Still, it is a good investment into 
you and your company’s future!

■■ Google: great place to learn the 
basics for digital marketing; their 
courses are very useful to learn 
the ins and outs of Analytics and 
AdWords. If you live in a major 
urban area, chances are Google 
has its very own real life course as 
well.

What to Learn?

If you are interested in learning 
about the concepts discussed in this 
document, here are a few keywords 
that can help you find what you 
are looking for!

■■ Marketing basics: holistic 
marketing, online marketing 
fundamentals, lead generation 
fundamentals, growth hacking, 
marketing channels, marketing 
strategy

■■ Digital communication: mar-
keting funnels, visual communi-
cation, attention span, storytel- 
ling, copywriting basics, customer 
satisfaction, review management, 
Google AdWords, Google Analy-
tics, data driven marketing

■■ Marketing channels: social me-
dia marketing, search engine opti-
misation, PPC marketing, affiliate 
marketing, electronic direct mail 
(EDM), influencer marketing, con-
tent marketing

■■ Design and UX: conversion rate 
optimisation, user experience, co-
lour theory, elements of design, 
responsive web design, service 
thinking, gamification, call to ac-
tion



Tourism

Authors: Dr. Tibor Gonda,  

Dr. Zoltán Raffay



Foreword of  
the Authors

It was a pleasure to accept the invi-
tation of the management of the CAR-
PATHIAN TOURISM project to provide 
learning opportunities on product devel-
opment, and on rural and ecotourism 
to tourism service providers, craftsmen 
and local producers coming from V4 
countries through workshops organised 
in different countries. We compiled our 
handbook based on the results of the 
workshops, and individual consultations 
with the participants of the project, and 
on the decades of experience we have in 
tourism. Since we are both active players 
of the supply side of the tourism market 
as service providers besides having a role 
in the education and research of tour-
ism, we know from our own experience 
that having theoretical knowledge on 
tourism can greatly enhance successful 
market presence, and facilitate the intro-
duction and successful operation of the 
tourism service.

Tourism is a significant phenomenon 
of our times. It is not only an econom-
ic branch anymore but a socio-cultural 
phenomenon that is an integral part of 
human life. The expansion, development 
and massive growth of modern tourism 
trace back to just a lifetime. The dynam-
ics of expansion is well represented by
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the fact that while 
in the early 1950s, 
25 million people 
participated in in-
ternational tourism 
(i.e. travelled abroad), 
nowadays it has ex-
ceeded 1.2 billion. 
This dynamic growth 
is also a possibility for 
new service providers 
to successfully join 
the tourism market. 
And tourism sciences 
develop hand in hand 
with tourism’s becom-
ing a social phenome-
non. By examining the 
phenomenon of tour-
ism, knowledge on the 
principles of tourism is 
also constantly chan-
ging, progressing and expanding. Nu-
merous new trends have become 
known and new conceptual catego-
ries have emerged, and the navigation 
between them is a challenge even 
for well-prepared professionals of 
tourism. Gentle, sustainable, res- 
ponsible, green, natural, eco, con-

scious etc.: we could list well-known 
or lesser-known “characteristics” of 
tourism without having deep under-
standing of their underlying mean-
ing. We hope that our handbook 
will prove helpful in navigating be-
tween the important categories of 
tourism. We would like to provide  

 
useful and practical information on 
tourism product development, ac-
tive and rural tourism, antecedents 
of the development of ecotourism, 
and on ecotourism practices.

We aimed to write this hand-
book in a practice-oriented way, 
supplemented with personal advice, 
hoping that it will reassure the read-
ers in their engagement as active 
service providers in tourism in or-
der to successfully fulfill their ideas 
and business plans.
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Improving tourism products 
is an important task of ev-
ery tourist receiving area, 
as tourism service provid-
ers and the destinations can 
thus raise the interest of the 
demand side, and maintain 

and strengthen their market posi-
tion. In the theoretical and practical 
system of tourism, the tourism prod-
uct approach has no long history. In 
the second half of the 20th century, 
with the rapid development of tour-
ism as an economic activity and as 
a social phenomenon, the science 
of tourism developed as well. In the 
1970s and 80s, the product-based 

approach became widespread both 
in foreign academic literature and in 
the tourism development practices 
of developed tourist receiving areas, 
tourist resorts. Nowadays, there is 
already a vast academic literature 
on some of the major tourism pro-
duct types. Tourism researchers and 
practitioners analyse and examine 
the process of product development 
and the special characteristics of 
certain product types from the be-
havioural practices of service pro-
viders through buyers’ motivation 
to the infrastructural needs of the 
given tourism product etc.

Tourism product development 
is a complex task 
that requires wide-
spread knowledge, 
thorough knowl-
edge on tourism 
theory, and cre-
ative thinking. 
Naturally, with 
the development of 
tourism, new types 
of tourism prod-
ucts may emerge 
or already existing 
ones can become 
more and more 
fashionable.

Things to Know  
About Tourism Products
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There are several interpretations 
of tourism products. Its most wide-
spread understanding is that it is a 
service that a tourist uses. According 
to this interpretation (also referred 
to as microeconomic), when a host 
leases its room, the accommodation 
service itself is the tourism product. 
According to another interpretation, 
the tourism product itself is a tour-
ist destination with its many colour-
ful supply elements and attractions.

According to our interpreta-
tion, a tourism product is rather 
the latter. We think that a tour-
ism product is a complex set of 
services that tourists use during 
their trips and their stay in the 
given tourist receiving area. In 
other words, it means a set of 

services fulfilling the needs of 
tourists.

It is a special product since it 
cannot be abstracted from place 

and time. A “simple” consumer 
good can be easily interpreted as a 
product (for instance, a television, a 
refrigerator, a bottle of wine etc.). 
When using such products, place 
and time have minor significance 
in contrast to tourism products  
(Lengyel 2004).

The characteristics Kotler 
(2002) defined with regard 
to services in general are 
valid for tourism products 
as well:

»» intangibility – not mate-
rialised;

»» inseparability – consumed at the 
moment of production;

»» heterogeneity – the quality of the 
service is closely related to the 
service provider;

»» perishability – services cannot 
be stored (inventoried), i.e. the 
services did not used go to waste. 

What Is a Tourism Product?
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»» (It is often referred to as the 
“HIPI” principle: heterogeneity 
– intangibility – perishability – 
inseparability.)

The main features of a tourism 
product result from its characteris-
tic that it is made up of several ser-
vices. The tourism product is bound 
to a place; it is the tourist who has 
to appear at the venue of the supply, 
and it is not the service that is de-
livered to the tourist as is the case 
with goods.

The tourism product is of 
non-material nature, a predeter-
mined stock not manufactured and 
delivered on time. The tourism 
product package (for example, avail-
ability at a hotel or available seats on 
a flight) has to be sold at the time 
when and where it is available (a seat 
on a charter flight which is not sold 
is wasted). If no sales can be execut-
ed at the time of availability, there 

is no revenue but the costs remain, 
so in the field of tourism marketing, 
among other things, price formation 
and pricing policy play a dominant 
role.

Before purchasing it, the tourist 
does not see the tourism product, 
because there is no product sample, 
consequently the tourist does not 
know what they will receive, con-
sume. The tourism product has to 
be purchased without prior com-
parison. It is intangible but can be 
experienced. One of the main tasks 
of marketing is thus to display the 
services offered as well as possi-
ble, and present their advantages  
(Kovács 2004).

The most important tool for 
displaying tourism services was the 
travel catalogue, the programme 
booklet and various other tourism 
publications. By today, the impor-
tance of online tools has increased 

significantly. They help 
to present tourism 
products, and for this 
reason they serve 
as a communication 
tool while signifying 
the “materialisation” 
of the intangible, phys-
ically non-existent 
tourism product.

In the “produc-
tion” of the tourism 
product, the tourist 
itself is involved: the 
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delivery, the provision of services 
and their use coincide (simultane-
ous, inseparable); there is no possi-
bility of quality control.

When purchasing a consumer 
product, the customer always ex-
pects the same performance from 
the product (pencil = writing, light 
bulb = lighting, etc.). However, 
from tourism service, each cus-
tomer hopes to fulfil their own 
individual desires. This fact, in it-
self, makes planning extremely 
difficult, since the behaviour of 
tourists is a factor independent 
from us. By the marketing assess-
ment of the needs and habits of 
tourists, we can reduce the likeli-
hood of unpleasant surprises.

The basic elements (original sup-
ply) of tourism offers – natural, geo-
graphic, historical attributions, habits 
and lifestyle of the local population 
– undergo only slight changes both 
in the short and long run.

Some elements in the structure 
of the tourism industry – the quan-
tity and quality of hotel accom-
modations, the road network, and 
certain elements of the infrastruc-

ture – can be changed only in the 
medium or long run because they 
require significant capital investment 
and the creation or acquisition of 
high-value assets. The investment 
risk can be reduced to an acceptable 
level only with sound and reliable 
market knowledge and information, 

with well-established business plans 
for which market research proves to 
be an essential tool.

Complementarity is an essential 

feature of the tourism product. It is 
hard to sell only one kind of tour-
ism service alone (“a hotel service 
provider does not make tourism 
alone”). Tourism offer consists of a 
large number of different elements, 
and there are several producers of 
one service package (transportation, 
hotel, restaurant, culture, sports, 
commercial and other companies, 
including businesses of variable siz-
es), and for this reason, it is difficult 
to control it (ETC-UNWTO 2011). 
The marketing activities, the quality 
of work, and performance of compa-
nies that are in a complementary re-
lationship with each other decisively 
influence tourists’ opinion of other 
companies. Some services can not 
replace others; a frowsy, poor quality 
hotel room cannot be effaced by an 
excellent cuisine (Raffay 2013).

To understand the special char-

From a tourism service, 
each customer hopes to 

fulfil their own indivi-
dual desires. 
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acter of tourism products, we sum-
marised their most characteristic 
features:

A tourism product is:

»» complex, made up of several ele-
ments (accommodation, cuisine, 
sport, leisure, travel etc.);

»» the customer compiles its 
elements, he/she finalises the 
product;

»» the aim is to fulfil the needs of 
the tourist;

»» another important aim is the 
collection of memories that can 
be presented and told;

»» consumption is tied to place; 
 

»» consumption is tied to time (in 
accordance, available accom-
modations that is not sold is 
wasted);

»» “intangible;”

»» the service provider and the cus-
tomer cannot be separated from 
each other, they have an interac-
tive effect on each other, and the 
quality of the product depends on 
the activity and attitude of the 
customer;

»» customers can compile it them-
selves, but a travel agency or the 
management organisation of a 
local destination can also compile 
the service package.

“The product thus includes se-
lective elements of the general sup-
ply that the tourist can select for 
themselves alone in accordance with 
their needs” (Michalkó 2012).

Attraction and fascination 
are at the heart of a tourism 
product. This can be natural or 
man-made. However, attraction 
can exert its attractive force if it is 
equipped with the right infrastruc-
ture. For this, an example can be an 
accessible road, or basic infrastruc-
ture that satisfies the basic needs of 
visitors during their stay. In order for 
an attraction to have significant im-
pact on tourism, the establishment 
of the necessary tourism infrastruc-
ture is required (Puczkó–Rátz 2011). 



50

To
ur

is
m

Tourism theory calls this tourism 
superstructure. There is a need for 
nearby accommodations, dining facil-
ities, and for a longer stay, a number 
of additional services. Certain supply 
elements must be in harmony with 
each other, i.e. the type of product 
based on a certain attraction deter-
mines the type of accommodations 
and meals, the way of transporta-
tion and the estimated length of the 
stay. The schematic structure of the 
tourism product is illustrated by the 
following figure (Figure 10). Tourism 
product is therefore a set of supplies 
that can satisfy the demand. The evo-
lution of tourism products that are 
actually used by tourists depends 
on a number of influencing factors. 
For instance, think about the orga- 
nisation of the journey. The fact that 
whether a tourist arrives individually 

or in a group has a significant influ-
ence on what service package, i.e. 
tourism product, is used during the 
trip.

In the case of organised groups, it 
is decided usually prior to the jour-
ney, and mostly predetermined, and 
the organiser books it in advance, 
while in the case of individual tour-
ists, on-site spontaneous decisions 
have greater role. The knowledge of 
motivations inducing and inspiring 
demand is very important in product 
development, because based on it, 
the type of tourism product sought 
by the visitor (such as cultural tou-
rism, holiday, spa excursions, wine 
tourism, rural tourism, shopping 
tourism, active tourism etc.), and its 
characteristics and elements can be 
foreseen and planned.

Secondary superstructure

e.g. herbals, herbal cream boutique

Primary superstructure

e.g. thermal hotels

Tourism infrastructure

e.g. thermal baths

Attraction
e.g. thermal water

Figure 10.: The structure of tourism products
Source: Authors’ compilation based on Michalkó, 2012.



51

Tourism

Attraction

The main motivator of 
tourism is the tourists’ 
aim to obtain experi-

ence. Experience is provided by 
the attraction or fascination. The 
attraction is therefore the basis 
of the tourism product, because 
this is the reason why the trip ul-
timately takes place.

Attraction is linked to motiva-
tion based on the interests of po-
tential visitors, or may trigger mo-
tivation itself occasionally. What if 
a particular area does not have a 
tourist attraction at all? For answer-
ing this question, we must begin by 
defining attraction, which is not a 
simple task. Attraction means dif-
ferent things for different people. If 
somebody wants to get away from 
the world and relax, attraction may 
be a secluded little farmhouse with 
quiet surroundings. It may be that 
an attraction for the locals is not an 
attraction to tourism, and vice ver-
sa. It may be that emerging tourism 
calls the attention of locals to an at-
traction not yet recognised by them. 
Generally speaking, every East-Cen-

tral European settlement has some 
sort of attraction – of course not 
necessarily bombastic ones.

A beautiful piece of land-
scape, a favourable belvedere, 
a pleasant hiking trail, a fasci-
nating tree, a stone cross, a few 
charming old cellars can all be 
appealing. Certainly, these local 
resources and tourism poten-
tials need to be discovered and 
continually developed. Drawing 
up an inventory of attractions is  

Elements of  
the Tourism Product
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therefore the basis for establish-
ing a demand.

Throughout the history of tour-
ism, attractions have been changing: 
initially, only natural elements were 
considered as attractions to tourism; 
then the scope of attractions grad-
ually widened, and new elements 
became driving factors for tourism. 
Today, most of the world’s most pop-
ular attractions include man-made 
facilities, entertainment and other 
programme opportunities (Rátz– 
Michalkó 2015). This process sped 
up particularly after World War II 
with tourism increasing on a massive 
scale. At the end of the 20th centu-
ry, the process of creating thematic 
attractions with huge investments 
where the experiences, excitement 
and adventure tourists could gain 
was concentrated.

Classification of Tourism At-
tractions:

Attractions can be divided into 
two groups: natural and non-natu-

ral, in other words, man-made.

1. Natural attractions are

•	climate (warm, cold, sunshine, 
snow, ice; and climate suitable for 
healing);

•	water (sea, lake, river, generating 
regular and special interests—for 
instance sunbathing, bathing, and 
thermal water);

•	beautiful scenery (either cultivat-
ed or untouched area; especially 
a shore, mountains, panorama 
paths);

•	unique natural beauties (high 
mountains, caves, waterfalls, 
volcanoes);

•	flora and fauna (inducing general 
interest or scientific observations);

•	national parks, reservations (for 
the protection and preservation of 
disappearing species).
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2. Man-made  
attractions include

•	archaeological 
sites, historical 
and cultural 
places (buil-
dings, ruins, 
churches, cities, 
ships sunk during 
wars, earth-
quakes, settle-
ments destroyed 
by volcanic eruptions);

•	cultural peculiarities (tradition, 
lifestyle, clothing, folklore, crafts-
manship—tied to cities, regions);

•	religion (pilgrimage, religious holi-
days), arts (music, dance, theatre, 
fine arts and crafts—occasionally 
these are the main attractions, for 
instance, opera in Milan, theatrical 
play in the quarry at Fertőrákos);

•	urban environment (metropolises, 
lots of sights, vivacity, shopping 
opportunities);

•	museums, cultural centres (pre-
senting values, education, raising 
awareness);

•	cultural festivals, series of events 
(music, fine arts, plays);

•	theme parks, funfairs, circus (their 
significance varies);

•	shopping opportunities (malls, 
souvenirs, duty-free, special and 

traditional handicraft products, 
jewellery, plazas—for instance De-
signer Outlets—Parndorf, Austria);

•	special events (sports competi-
tions, exhibitions, fairs, Olympics, 
world exhibition);

•	casinos (main or complementary 
attraction: for instance Las Vegas 
and Monaco);

•	conference, congress, workshop 
(interesting combined with other 
attractions);

•	sports, recreation (can be a pri-
mary or secondary attraction—
for instance, hunting, bullfight, 
cycling, swimming, horse riding 
etc.);

•	interesting farming activities (har-
vest, fishing, market);

•	ethnic origins, nostalgia (visiting 
relatives, ancient homeland, bat-
tlefields etc.);
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•	other elements of tourism supply 
(a major attraction could be a 
unique hotel, for instance, Burj Al 
Arab in Dubai, a renovated means 
of transport—Orient Express 
–, gastronomy—wine tasting) 
(Puczkó–Rátz 2011).

The listed attractions are only the 
possible major groups of attractions, 
and the attractions of a destination 
may, in accordance with local condi-
tions, have different significance—ag-
gregated or more detailed.

Evaluating the attraction

For evaluating the attractions, 
the following features shall be con-
sidered:

»» scope of the attraction (local, 
regional, national, international or 
global);

»» relative costs of developing and 
maintaining the attraction;

»» accessibility of the attraction;

»» environmental capacity;

»» environmental and socio-cultural 
effects.

By the analysis, it is possible to 
find out what the primary attrac-
tions of the receiving area are, or 
what the secondary attractions 
are that increase the duration 
of stay as supplementary attrac-
tions. It can also be defined which 
attractions dominate the area in 
question: natural or man-made.

The central element of a tour-
ism product is the attraction, thus 
the main question of tourism prod-
uct development is the possibilities 
of attraction development, and the 
ways how to carry it out. 

There are three well-defined 
ways of attraction development  
(Sulyok 2013):

Prepare an inventory  
of attractions!

It helps to systematise 
business opportunities, 

product development and 
strategic goals.

When preparing an invento-
ry of attractions, each attraction 

must be systematically deter-
mined, indicating the exact 
name, type, location, availabil-
ity and features of the attrac-

tion, including possible problems 
as well.

Each attraction—if it is linked 
to a location—must be marked 
on the map. If the receiving lo-
cation has more than one attrac-
tion, their features must be list-
ed separately.



55

Tourism

1.	 Establishing an iconic sight:

This can be achieved mostly by a 
large investment that will create 
an attraction with such strong ap-
peal that can position the entire 
destination in the tourism sphere 
(for example, creating a new high 
capacity aquapark, an exhibition 
centre in a contemporary archi-
tectural masterpiece, or the es-
tablishment of different thematic 
visitor centres).

2.	 Cluster development of cer-
tain products

This happens when we intend to 
develop the product with a new 
type of cooperation based on ex-
isting attractions, without major 
investment. It is possible to de-
velop regional tourism product 
clusters or to develop different 
thematic trips. This kind of prod-
uct development is carried out 
also by coordinating a well-func-
tioning destination management 
organisation.

3.	 Introducing events and pro-
grammes

This is the third form of tourism 
attraction development, when 
events and programmes are the 
attractions. For the success of this 
type of product development, the 
recursiveness and the brand are 
important factors.

Assess your  
opportunities  
regarding points  
2 and 3!
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Transport and  
Other Infrastructure

The right level of infrastructure 
is a basic requirement for tourism, 
as attraction that enhances turnover 
has to be approached in some way. 
Attractions that are inaccessible or 
difficult to reach cannot be used for 
tourism. Infrastructure is a basic con-
dition for tourism, while it is peculiar 
in a way that it is not only used by 
tourists who want to access an at-
traction, but by local people as well, 
and that solely for tourism, infra-
structure is rarely established. How-
ever, due to the dynamic evolution 
of tourism, so-called tourist ghettos, 
i.e. separated holiday complexes 
which are used solely by tourists, 
are established out of 
nowhere more and 
more frequently. They 

may even reach the size 
of small towns.

Accommodation  
Facilities

But attraction can only 
motivate the traveller to 
visit a place. In order for a travel-
ler to become a tourist, according 
to the definition, s/he has to spend 
one night at the given location. The 
infrastructural basis for this is ac-
commodation. The examination of 
accommodations covers all types 
of accommodations available in the 
receiving area, considering their ca-
pacity, trends in turnover, the level of 
capacity utilisation, price range, types 
of guests, ownership, quality of ser-
vice, connectedness to international 
chains etc. Despite the recommenda-
tions of international organisations 

Significant Factors in Tourism
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(UNWTO, OECD), the grouping and 
categorisation of accommodations 
has not led to a uniform practice. 
Nevertheless, when evaluating, it is 
essential to compare the category 
and the services provided: whether 
the classification of a given facility 
is down-to-earth, whether the ser-
vices meet the expectations.

Catering

The evaluation of catering cov-
ers, on the one hand, the examina-
tion of the catering network, and the 
rating of the selection on the other.

The following factors shall be ex-
amined:

»» the size of the network (number 
of shops, type, location);

»» the volume of turnover (broken 
down by type of business);

»» the quality of service;

»» choice of food and drink;

»» price range;

»» attractiveness of shops;

»» hygiene and comfort;

»» local specialties and prohibitions.

Catering is a special element of 
supply. Since it can be a standalone 
attraction—as a country’s gastron-
omy can be a special attraction in 
tourism—it is worth bearing in mind 
to facilitate that visitors can enjoy 
the “pleasures of taste” in several 
places. At the same time, gastron-
omy cannot be self-contained, the 
taste, eating habits, possible reli-
gious bans or restrictions must be 
considered.

When assessing catering, con-
temporary international trends of 
nutrition have to be taken into ac-
count, since in the absence of these, 
catering does not encourage longer 
stays.
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From our topic’s point of view, 
the trend according to which a wide 
range of people have a deeper inter-
est in gastronomic heritage, regional 
cuisine specialities and local prod-
ucts is more advantageous. Thus, the 
accommodation provider, with a lot 
of creativity but with relatively little 
effort, can take on the development 
of attractiveness independently. The 
following catering-related experi-
ences have been proven by several 
providers, and the tourism market 
has confirmed that there is an inter-
est in:

•	joint production of a traditional 
local product (e.g. jam cooking, 
brewing, pickling);

•	cheese making course;

•	gastro school;

•	pig slaughter;

•	wine or pálinka tasting etc.

Travel Agency Services

It is necessary to evaluate the 
offer of the travel agencies of the 
given area, the local programme 
offers, the travel agencies’ touring 
activities and other activities of the 
travel agencies (ticket sale, reserva-
tion or rental, etc.).

Cultural Services

An increasingly wide spectrum 
of tourists require cultural services 
during their stay as well. Receiv-
ing places with modern destination 
management consciously strive to 
ensure that local cultural offerings 
are sufficiently colourful, and tour-
ists can easily access them.

The following areas are import-
ant for tourism product develop-
ment:

»» peculiarities and uniqueness of 
the culture of the given area (arts, 
folklore, traditions);

»» culture of everyday life (such as 
gastronomy, living folk art, local 
customs, etc.);

»» characteristics of cultural life 
(theatres, concerts, museums, 
exhibitions, places of entertain-
ment etc.), their open hours and 
seasonality.
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Other Services

»» possibilities for shopping (souve-
nirs, food, products specific to the 
destination);

»» financial services (currency 
exchange, ATM, credit and debit 
card acceptance);

»» healthcare (first aid, clinic, hospi-
tal proximity, availability, quality, 
rescue possibilities);

»» information services (tourist 
and other information, foreign 
language information, brochures, 
websites).

Security, Hygiene 

When evaluating supply, the fol-
lowing factors shall be considered:

»» the political stability of the re-
ceiving area;

»» public security;

»» crime rate;

»» laws concerning prostitution, 
drug use and trafficking;

»» public health and epidemiological 
provisions.

Human Factors 

»» number of people working in 
tourism, their level of education;

»» education, vocational training, 
retraining, further training;

»» language knowledge;

»» hospitality, the openness of 
locals.

Think about  
how to  
improve the  
factors above! 
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Classifying tourism products is 
not a simple task. As new products 
are being created or becoming fash-
ionable in line with the dynamic de-
velopment of tourism, classification 
can not be regarded as perpetual. 
This also varies with the given age, 
and the current trend of tourism. 
Most of the time, however, we dis-
tinguish products based on three as-
pects, namely activity-, location- and 
group-specific products (Michalkó 
2012).

1.	 If the name of the product can 
be linked unambiguously to the 
essence of the well-defined tour-
ism activity, we can talk about 
activity-specific products: for ex-
ample, conference tourism, shop-
ping tourism, or even a product 
of active tourism such as cycling 
tourism, equestrian tourism, golf 
tourism etc.

2.	 Tourism products can also be clas-
sified based on location, which 
determines the essence of the 
supply and demand side as well. 
Products associated with such 
locations are called location- 

specific products: for in-
stance, rural tourism, 
urban tourism, seaside 
tourism, mountain tour-
ism, and even ecotour-
ism, as the latter is heavily tied to 
natural areas.

3.	 The third version of classification 
approaches the essence of the 
product’s demand side, as there 
are products that can be specif-
ically linked to a well-defined 
group. These are the so-called 
group-specific products, as they 
can be linked to specific market 
segments (e.g. youth tourism, se-
nior tourism, LGBT tourism, single 
tourism).

 
We assessed the classification 

of tourism sectors relevant to 
our topic in Table 1.

Classification of  
Tourism Products
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Activity-specific  
sectors

Location-specific 
sectors

Group-specific  
sectors

A
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equestrian tourism Rural tourism Senior tourism

hiking tourism Urban tourism Youth tourism

cycling tourism Mountain tourism

active water tourism Beach tourism

hunting tourism Ecotourism

angling tourism 

Wine tourism, gastronomy

C
ul

tu
ra

l t
ou
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m

heritage tourism

rural cultural tourism

religious tourism

Health tourism

Table 1. Classification of the relevant  
tourism products in the rural supply of the Carpathians 

Source: Authors’ own work

Group your  
enterprise  
according to the  
above, assess the seg-
ment-specific customer 
habits, features of the cus-
tomer market and focus 
on them in your business 
activity in the future!
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The system of tourism can be di-
vided into two sub-systems, demand 
and supply, which practically cover 
the main components of the tourism 
market. The processes of tourism are 
also influenced by its environment 
(social, natural, economic, political, 
technological and cultural), which is 
called the external system of tour-
ism. The embodiment of demand is 
in fact the tourist themselves, whose 
travel is influenced by the triad of 
free time, salary and motivation, 
which provides a sound description 
of the demand side.

We can classify travellers in a 

variety of ways. We can talk 
about travellers who are 
not in tourism statistics 
(e.g. commuters, immigrants 
etc.), and those who are re-
corded by different tourism 
statistics, i.e. who are travelling for 
recreational and/or business purpos-
es. We use the collective term ‘visi-
tors’ to name them, and they can be 
further classified into other groups. 
In case the visitor spends a minimum 
of one night in a given destination, 
they are tourists, and if somebody 
travels without staying overnight, we 
use the term ‘visitor’ or ‘traveller’.

The Place of Tourism Demand  
in the System of Tourism
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The characteristics of tour-
ism demand can be assessed as 
follows:

»» the level of freedom of choice;

»» the travel decision involves a 
high degree of risk as the cus-
tomer buys an unknown item, 
the product is intangible, and it is 
essentially the memory that lasts 

(though modern information 
technology provides more and 
more information on the prod-
uct to people prior to their travel);

»» tourists themselves participate in 
the manufacturing of the product, 
since the service provider and the 
customer are both present at the 
same time when the “product” is 
created;

Figure 11. The internal and external system of tourism 
Source: Authors’ own edit based on Lengyel M. (2004)
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environment

 Natural environment
 Economic  
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Demand
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Accomodation and catering
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Security and hygiene
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environment
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»» characterised by seasonality, tem-
poral and spatial concentration;

»» extraordinary sensitivity to chang-
ing factors, external system and 
internal processes as well.

The protagonist of demand is 
the tourist, and every tourist is an in-
dividual with a unique personality, spe-
cial motivation and individual choices.

Certain market segments are es-
sentially made up of group of people 
with similar motivations and needs, 
or of groups with other character-
istics. Lengyel M. (2004) defined the 
following segments.

Market division criteria Example

motivation leisure, healing, education

geography region, locality

demography
age, gender, income, occupation, education, so-

cio-economic features, relationship status, religion

destination business and holiday trips and their subcategories

psychography value and lifestyle

behaviour customer behaviour with regard to the product

product health tourism, active tourism

channels direct, indirect, mixed

Table 2. Segments in tourism.  
Source: Authors’ own work
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The decision-making pro-
cess on travel is based on 
needs. Need is a generic 
concept: we can talk about 
internal needs, biological 
needs, and physical needs. If 

a person is unsatisfied, internal ten-
sion develops in the human body, 
and the driving force to overcome 
it as soon as possible leads to the 
reduction of the tension at last. At 
the first stage of making the travel 
decision, the individual has to real-
ise the need, which evolves into in-
tention. Marketing practically helps 
this process through its toolkit, as it 
enhances the interest of customers, 
and makes them aware of the intent. 
In fact, the individual becomes mo-
tivated at this point to leave their 

permanent environment by giving in 
to their need for change. The state 
of being motivated influences the 
behaviour of the individual for satis-
fying their needs.

In the motivation process, satis-
fying each individual’s needs can be 
done in many ways, and similar moti-
vations can be met in different ways. 
The purpose of marketing is to pro-
vide the customer with proof that 
the best way to meet certain needs 
is to choose the given product or 
destination.

Maslow developed a system of 
motivational hierarchy in the 1940s. 
He claimed that the needs of all 
human beings can be set hierarchi-
cally. His followers developed the 
so-called pyramid model of his the-

The Role of Motivation  
When Deciding on Travel
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oretical system. He stated that daily 
necessities are at the lower levels of 
motivation, the satisfaction of which 
is essential to the human body. 
These physiological needs include 
hunger, thirst, rest, activity. On the 
second level of the hierarchy, there 
is a search for security, for a state 
without fear and anxiety. The next 
level is belonging (giving and receiv-
ing love), then appreciation (self-es-
teem and appreciation of others), 
while the highest level is self-reali-
sation (self-expression).

Mill and Morrison later further 
developed this system by adding the 
needs for knowledge and under-
standing (obtaining knowledge), and 
aesthetics (appreciation of beauty) 
(Michalkó 2007).

Different tourism products can 
be associated with different levels, 

with simpler products on lower  
levels of motivation, while the higher 
level the needs are, the more com-
plex the product is. As the lower 
levels are met by more and more 
people, the higher levels appear in 
the form of travel motivation more 
often and for a wider range of peo-
ple. Naturally, certain products and 
product variants are not limited to 
one level; as there is an increasing 
differentiation within one product, 
higher needs can be fulfilled by a 
single product. Thus, for example, 
the evolution of gastronomic sup-
ply goes far beyond satisfying simple 
physiological needs by nowadays, and 
gastrotourism is often accompanied 
with experiences that can be classi-
fied into the category of knowledge 
and self-realisation.

Figure 12. Michalkó (2007) based on Maslow,  
Mill and Morrison, and Puczkó–Rátz

Self-realisation  
Active tourism,  

adventure tourism

Aesthetics  
Cultural and heritage tourism

Respect  
Incentive tourism

Love  
Visiting friends, relatives, acquaintances

Security  
Travel decision

Physiology  
Holiday, gastronomy, health tourism
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“So many people, so many 
travel motives,”—we can 
put it this way. As needs of 
individuals are different, the 
travel motives can be var-
ied as well, which can be 

grouped as follows. Below answers 
can be found for the questions why 
are people travelling, what makes a 
person travel?

Physiological drives

•	Addressing the consequences of 
physical stress

•	Maintaining physical and health 
conditions

•	Recovery

•	Psychic needs

Socio-cultural drives

•	Establishing and maintaining hu-
man relations

•	Religion—pilgrimages

•	Language learning in native envi-
ronment

Existential factors

•	We travel to trigger acknowl-
edgement from our environment

•	Business tourism

•	Shopping tourism

etc.

The Motives Behind Travelling
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Tourism consumption is influenced 
by a number of factors. Of these, we 
consider the most important ones.

1.	 Needs (already presented in de-
tail).

2.	 Income—plays a decisive role in 
the development of demand, as 
the effect of income change rap-
idly exerts its spillover effect to all 
areas of life. In the case of reces-
sion, people tend to reduce their 
recreational spendings first, while 
in the case of positive income 
changes people tend to spend 
more money on travelling (out of 
prestige as well).

3.	 Price—certain tourism products 
react to changes in prices differ-
ently.

a.	 products of sticky prices: busi-
ness and conference tourism

b.	 products of flexible prices: lei-
sure tourism

With regard to price, nowadays it 
is not the price itself but the price–
quality ratio that determines the 
demand, since travellers have 
more and more travel experience 
and have increasing expectations.

4.	 Supply—a diversified supply can 
enhance demand.

5.	 Free time—free time is pres-
ent in the discourse since the 
industrial revolution. The  
after-hours activity of the popu-
lation flowing into the cities only 
emerged as a problem at that 
time. The earlier—mainly agri-
cultural—activities of people al-
lowed for different time schedule. 
In today’s postmodern society, 
recreation has become a privi- 
lege, urban and suburban recre-
ational spaces have emerged. The 
trend first favoured the products 
of mass tourism, and then the de-
mand shifted to quality free time 
activities. Nowadays, we can talk 
about free time in a context where 
free time is increasingly becoming 
a commodity, consumption cul-
ture is transforming from day to 
day, and the variety of fashion 
trends have a significant impact 
on it. Mediators (nowadays not 
only tourists in the classical sense, 
but online platforms as well) have 
an important role to play in influ-
encing customers and in encour-
aging shopping.

Think about the  
motivation of  
customers to whom  
you provide services or 
products.

With this in mind,  
regard…



69

Tourism

7 useful tips for  
a successful tourism enterprise

During the course of tourism product development, stri-

ve for complexity and diversity! Do not just think about 

providing accommodation, offer more! If you cannot do it 

alone, look for strategic partners.
1

Experience is above all! Tourists need experiences. 
For this reason, promise experience in your marke-

ting message! 2
Begin your work by creating an inventory 

of attractions in your environment.3
If there are significant attractions near you, 

you need to think about how to optimise these 
experiences. 4

If there are no significant attractions nearby, create programmes, 
minor or major attractions by yourself in a creative and innova-
tive way so they can be sources of experience!5

Try to position yourself well. It should be clear for you what 
kind of guests you are expecting. But be careful not to narrow 

your target group too much in order to be able to address 
people with different kinds of motivations and interests.

6
For the guest, price is not the most important conside-
ration but the price–value ratio. If something is of poor 
quality, regardless of its low price, it will not be a successful 
service. But if you invest great energy in your service and 
can provide lasting experience, feel free to ask for the price! 
High-quality service brings customers.

7
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Active tourism plays a decisive 
role by itself and also as an element 
of other product groups in the sup-
ply of Carpathian tourism. Its suc-
cess, among other things, is due to its 
varied components that offer per-
manent experience and relaxation, 
connecting sport and nature.

The close link between the mul-
tifaceted activities of active tourism 

and other tourism products 
(e.g. ecotourism) makes 
it difficult to define active  
tourism in professional liter-
ature.

Most definitions consider active 
tourism to be activity as a motiva-
tion, and focus on leisure travel des-
tinations.

Based on this, 
we can say that 
“active tourism is 
a form of tourism 
where the moti-
vation of a tourist 
is to perform of 
a recreational or 
sporting activity 
requiring physical 
activity” (Magyar 
Turizmus Rt. 2003).

“Active tourism is 
understood as any 
tourism activity 
in which the indi-
vidual’s non-rou-
tine, experience- 

Things to Know  
About Active Tourism
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driven motion is performed in an 
environment different from their 
everyday spaces” (Michalkó 2002).

If we look at it as a tourism prod-
uct, we can determine active tourism 
as a group of products related to ac-
tivity. In this interpretation, activity 
and motivation are closely related 
(Michalkó 2012).

According to the terms defined, 
the conceptual structure of active 
tourism is made up of the following 
types of tourism:

As discussed above, activity and 
motivation are closely intertwined. 
There may be overlaps between 
products (e.g. cycling in rural tour-
ism). Activities make it easier to clas-
sify the product, but it is important 
not to ignore the main motivation 
of the tourist when identifying each 
product.

International literature does not 
use the term ‘active tourism’ to des-
ignate the concept.

Active Tourism, by extending 
the concept, gives a more pre-
cise definition of active tourism: 
“a responsible form of travel that 
requires physical and mental par-

Figure 13.Types of tourism constituting  
the conceptual system of active tourism 

Source: www.itthon.hu

Camping tourism Cycling tourism

 
Hiking tourism

Equestrian tourism

Hunting tourism Golf tourism

Water tourism, 
water sports

Sports and running tourism

Winter sports 
ski tourism

Angling tourism

Adventure and 
extreme tourism

ACTIVE TOURISM 
in the product structure of

Hungarian Tourism Ltd.

http://www.itthon.hu
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ticipation from the tourist, with 
taking into account sustainabili-
ty, the protection of biodiversity 
and cultural conservation. Rec-
reation, education, respect and 
contemplation are important 
elements of a tourism product, 
and also the active participation 
of a local expert—profession-
al tour guide—in the journey.” 
(Csapó–Remenyik 2011).

Sports tourism shows a close 
relationship with the category of 
activity tourism, but their differ-
ence is that within sports tourism, 
active and passive sports tourism 
are differentiated. In case of passive 
sports tourism, physical activity is 
not exercised but tourists are only 
spectators of professional sporting 
events (Marton 2015). In addition, 
it is also a significant difference that 
sports tourism is a category related 
to sport competitions, while active 
tourism can be linked to hobby ac-
tivities.

Attraction is basically divided 
into two large groups of natural 
and man-made attractions. The 
artificial supply elements charac-

teristic of active tourism require 
physical strength and good stamina, 
increased adrenaline production, 
which causes a euphoric feeling that 
contributes to a sense of happiness. 
Among other things, these elements 
are becoming more and more pop-
ular today, not only among young 

people and young adults, but also 
among middle-aged people. Natural 
attractions also require active move-
ment.

The basic criterion for both 
natural and artificial attractiveness 
is their geographical distance from 
tourist-sending places. Ideally, the 
active tourism attraction is located 
near destinations or tourist attrac-
tions often visited by tourists, and 
offers complementary programmes 
for guests. Active tourism thus con-
tributes to the regional centralisa-
tion of tourism but can also promote 
decentralisation (Aubert et al. 2013).

In Central Europe, the infra-
structure and superstructure of ac-
tive tourism is already developing, 
but there is still a lot to be done in 
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this field. It could be exploited well 
during the developments that active 
tourists can quickly overcome the 
underlying infrastructure deficien-
cies, thus the necessary develop-
ments can be carried out in a more 
focused, concentrated way. More 
and more organisations and local 
governments are investing in active 
tourism, but unfortunately the con-
ditions and ancillary services often 
do not reach the necessary quality. 
There are more and more extreme 
parks, often connected with forest 
bicycle routes, but it is often difficult 
to access the park itself (for exam-
ple, lack of proper information or 
poor quality roads). Ports of water 

tourism are also very deficient in 
terms of related services, and occa-
sionally they do not offer any other 
opportunities than the sport activ-
ities, so the guests soon leave the 
location, as there is nothing to keep 
them there.

In the Carpathians, hiking has a 
more than one century old tradi-
tion. Changes have been made in the 
field of hiking in recent years, and 
progress is noticeable (Magyari-Sás-
ka et al. 2011). Thanks to the support 
of the European Union, several cab-
ins, service stations and ecotourism 
visitor centres are established along 
hiking trails that help to ensure the 
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comfort of active tourists, and meet 
other physical and consumer needs.

Commercial accommodations 
and catering facilities represent the 
primary superstructure of active 
tourism. Rural or village tourism is 
linked to active tourism at this point, 
as rural accommodations are waiting 
for active tourists in a nice, cosy and 
clean environment. The great advan-
tage of village accommodation is that 
it usually relates to services present-
ing local values.

In order to reach the interna-
tional standard we must have more 
serious accommodation structures. 
The most important types of tour-
ist accommodation for active tour-
ism are: village accommodations, 
eco-lodges, and accommodations 
linked to special products (e.g. horse 
stables), guest houses, forest hous-
es, campsites and youth hostels 
(Csapó–Remenyik 2011).
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Among the activities of ac-
tive tourism, cycling is a 
priority. The diverse land-
scape of the Carpathians is 
excellent for cycling tour-
ism. Over the past decade, 

a number of cycling-related devel-
opments have been carried out in 
the relevant countries. Not only new 
cycle paths (bicycle lanes in cities, 
trails) have been built, but the lo-
cal government emphasises its sup-
port for cycling by creating bicycle  
storages and bicycle rental facili-
ties in more and more settlements  

(such as Bubi in Budapest).
Transport makes it easier and 

quicker to reach the tourism des-
tinations and therefore plays a very 
important role in tourism. Eco- 
friendly cycling contributes to the 
realisation of sustainability princi-
ples. The specialty of this type of 
transport is that tourists already 
collect direct experiences during 
the journey (in the car, in a bus, or 
in the train we often do not perceive 
the small events happening around 
us, for instance we cannot see the  
flowers by the road or see the 

Characteristics  
of Cycling Tourism

Figure 14.  Cycle path along the Rhone–Rhine Canal 
Source: http://www.freewheelingfrance.com

http://www.freewheelingfrance.com
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hedgehog crossing the road). In ad-
dition to the “riding” experience and 
the beautiful scenery, cyclists can 
travel through secure and continu-
ous routes, and while on the road, 
visit cyclist-friendly settlements and 
get access to relevant information 
through the roadside information 
boards.

Definition of  
Cycle Tourism

The concept of cycling tourism 
can be approached from many ways, 
and there is no consensus regarding 
its definition. The common feature 
of different concepts is that cycling 
is an integral part of recreation.

The Hungarian Cycling Tourism 
Development Strategy (2009) con-
tains a system of terms that defines 
the different types of cycling activ-
ities (the categorisation was pre-
pared on the basis of the categori-
sation of the EUROVELO study 
prepared at the request of the Eu-

ropean Parliament):

■■ Cycling tourism: denotes trav-

el between two places by bicycle, 

performed with touristic purpos-

es. Cycling is an integral part of 

the tourist experience.

■■ Cycling holidays: a vacation 

that is motivated by cycling as 

a popular form of recreation for 

travel, sightseeing, or walks. The 

main means of transportation is 

typically the bicycle for both lo-

cal and long-distance travels, but 

the target area can be reached by 

other means of transportation as 

well.

■■ Holiday cycling: a holiday that 

involves cycling as a programme 

type, and is often connected to 

other activities, usually during 
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single centre tours (for example, 

during long weekends, one morn-

ing is dedicated to cycling).

■■ Cycle day trips: free time and 

recreational excursions from ho-

me or from the accommodations, 

combined with cycling as an inte-

gral part of the daily excursion.

■■ Long-distance cycling routes: 
cycling routes designed to encour-

age cycling tourists to explore 

different destinations within a 

country or between countries. It is 

more than 100 km long, 

but a 500 km route is 

not uncommon either. 

Bicycle regions/road 

networks are generally 

provided with proper di-

rections and are equipped 

with different interpre-

tation tools to better in-

form cyclists.

■■ Cycling events: 
national or internation-

al cycling competitions, 

performance races or 

other cycling events, pro-

grammes that are organ-

ised based on a theme 

or event (even annually). Their 

impact is significant in many re-

spect, as they contribute to the 

strengthening of local economy 

by the attendance of accom-

panying family members and 

other interested parties and 

spectators, for example Tour de 

France (Cycling Tourism Develop-

ment Strategy, 2009).
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7 useful pieces of advice  
to improve active tourism supply

“The foot is always at hand.” The demand for various forms of 
pedestrian tourism (whether it is an easy walk around the accommoda-
tions or a hearty performance tour) is increasing. That’s why you should 
know the hiking trails well in your environment! Keep a tourist map at 
home!

1
Create a connecting road between the hotel  

and the nearby hiking trail! If you do not have a nearby hiking trail, 

you can set up your own round route. Your guests will love it! 2
The popularity of cycling is growing steadily. Get bicycles! It’s 
okay if they’re used, but have at least 6-8 so that a larger family 
or smaller group of friends can take advantage of them.3

Make an inventory of what kind of active tourism servi-

ces are available in your settlement (e.g. horse riding, swim-

ming, water tourism, etc.). Offer these to your guests! 4
Create your own active tourism infrastructure from a small 
amount of money! Petanque, for instance, can be played 
almost everywhere, only a set of good quality balls is needed. 
Some nordic-walking poles are not a big investment, but they 
make your guests happy.

5
With tiny yet unique offers you can compete  

with great attractions. Night-time animal watching with an  
expert, or a nearby fishing spot with “sure catch”, a hike on the 

hills where the unforgettable panorama is waiting …  
These are things that an active tourist needs.

6
The greatest experience for tourists is usually personal relationships. 
Find a friendly person with outstanding authentic knowledge of the 
area who has more time than you, and for a lump sum is willing to take 
your guests for a trip! If they speak foreign languages, it is highly valued 
since you can involve foreign guests in the programme.

7
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In Central European coun-
tries the pace of develop-
ment in rural areas has al-
ways lagged behind that of 
the capital cites and their 
metropolitan area through-

out history. Since the global eco-
nomic crisis, the economic cen-
tralisation of capitals and individual 
regional centres has only strength-
ened; due to the slower economic 
development of rural areas, terri-
torial inequalities have continued 
to grow. The process of rural im-

poverishment is still taking place in 
several affected countries, an inte-
gral part of which is the growth of 
urban agglomerations, the aging of 
settlements due to the younger gen-
eration leaving villages in the hope 
of better living and work. Because 
of the virtuous circle of migration, 
it poses significant socio-economic 
problems, as unemployment occur-
ring for generations is reproducing 
poverty, and thus the inadequate 
level of qualification structure also 
shows an even picture.  Agriculture 

Rural Tourism
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and agrobusiness have dropped out 
of the pulling economic sectors, 
during the 20th century rural areas’ 
advocacy capacities decreased sig-
nificantly, and the decline of rural ar-
eas has become a real danger.

Today’s fast-paced world has 
brought changes in recent decades. 
Tourism experts, locals and tourists 
are also aware that the continuous 
economic downturn of rural areas 
can result in the permanent disap-
pearance of natural and social values. 
One of the possible tools to slow 
down and reverse this process is ru-
ral tourism development.

Definition of  
Rural Tourism

In international literature, sev-
eral definitions (rural, agri-, agro-, 
farm-, green, and soft tourism) can 
be found for tourism supply in rural 
areas that are based on resources 
of local families. According to the 
European Union, rural/village 
tourism is a complex system in 

which, besides many components, 
agriculture also appears, but is not 
exclusively based on it.

Key features:

»» local enterprises (ancillary activ-
ities);

»» less developed infrastructure 
compared to the city;

»» small facilities—no areas of large 
population density or develop-
ment;

»» lots of outdoor activities and 
programmes;

»» part-time employment (workers 
are close to home);

»» great seasonality;

»» few guests—personal contact;

»» local atmosphere.
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Agrotourism is an emerging form 
of village tourism and village tourism 
is part of rural tourism. According 
to László Csizmadia, agrotourism 
is a way of spending free time with 
activities based on crop and animal 
production, food processing, forest-
ry, hunting and fisheries, and on their 
utilisation.

Rural tourism is indispensable 
for fulfilling the needs of domes-
tic and foreign guests in village 
and rural environments, for es-
tablishing, presenting and pre-
serving quality infrastructure and 
unique services, for preserving 
nature and the environment at 
the same time, for local people, 
institutions and businesses to im-

prove their living conditions with 
the cooperation of professional 
rural tourism providers.

The definition of the Nation-
al Tourism Development Strategy 
2005–2013 for rural tourism: hosting 
in rural areas (typically accommoda-
tions, catering, and programme ser-
vices) by familiarising with the typical 
lifestyle and traditions of the coun-
tryside with the active participation 
of tourists.

According to the meaningful 
term of Szabó (2014), rural tourism 
is a supply based on local partner-
ship to present the traditions of ru-
ral landscapes and settlements.

The concept of rural tourism is 
more than rural accommodations; it 

RURAL / COUNTRYSIDE
TOURISM

VILLAGE TOURISM

AGROTOURISM

Figure 15.

means tourism in ar-
eas where

■■ the attractions 
are scattered 
and are less 
attractive in 
themselves;

■■ the organisa-
tion and asso-
ciation of the 
local community 
is necessary for 
development; 
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■■ tourism development and rural 
development can work syner-
gistically.

Village tourism is not the 
same as a village accommoda-
tion.

Village accommodation pro-
vides the accommodation of a 
guest for a specified number of 
nights. At the accommodations, 
guests can satisfy their physical 
needs in a safe, appropriate environ-
ment during their stay, but the host 
does not actively intervene in the 
holiday programme (offering only 
programmes of local service provid-
ers, tourist attractions in the area). 
The owners of village accommoda-
tions participating in rural tourism 
are real hosts to their guests who 
are introduced to the everyday life, 
culture and customs of the local 
population, to the local culinary tra-
ditions and cuisine, and are asked 
to help in the preparation of their 
own meals (for instance, baking in a 
fire stone). Their attention is also 
raised to activities related to local 
culture (such as an open handicraft 

workshop) and natural values ​​(locals 
often accompanying guests for the 
tours). The complex form of hospi-
tality is complemented by comfort, 
safety and tidiness as a basic supply 
element. Briefly, the main features of 
rural tourism are nature’s proximity 
and naturalness, preserved and culti-

vated traditions, rural hospitality and 
familiarity.

Rural tourism therefore re-
flects the cohesion of the com-
munity that may result in the 
emergence of seemingly value-
less resources that can become 
marketable through the cooper-
ation of local forces.

The Supply of  
Village Tourism

When clarifying the concept 
of village tourism, we have already 
mentioned its main features. We can 
see that it is a more complex con-
cept than to have accommodations 
in a rural environment.

The hospitality of the hosts, 
the traditions of folk culture, nat-
ural values and naturalness are 
the attractions of rural tourism, 

The main features of rural 
tourism are nature’s  

proximity and naturalness, 
preserved and cultivated 

traditions, rural hospitality 
and familiarity.
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and its supply is manifested as a 
diversified totality of these ele-
ments. It will become a complex 
product only when there is an ex-
tra service or programme supply 
along with basic services.

The composition of programmes 
depends on the characteristics of 
the region, so if, for example, in the 
given destination cultural tourism is 
significant, cultural programmes will 
be predominantly included in the 
programme supply; if the region is 
famous for its unique gastronomy, 
then gastronomic programme supply 
is added.

Village tourism as an indepen-
dent tourism product can be further 
broken down into unique tourist 
supplies and their forms of appear-
ance. If we interpret it as a set of 

types of tourism, we can easily infer 
from the subtypes (product types) 
the related types of services and the 
different programme opportunities.

The actors of the supply side 
of rural tourism (private and pub-
lic sector) have the task of making 
these features attractive and recep-
tive. This challenge can only be met if 
the human and material conditions 
are met for the particular attrac-
tion and service.

Village tourism not only 
supports the exploration and 
utilisation of natural and cultur-
al resources, but also brings the 
city and the countryside closer 
to each other, which are moving 
away from each other in the 21st 
century.
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Rural lifestyle 
tourism

•	 rural hospitality
•	 rural tourism  

(holiday, relaxing)
•	 homestead  

tourism
•	 farm tourism  

(cultivation,  
breeding,  
forestry)

Rural cultural and 
heritage tourism

•	 rural mansion tourism
•	 rural cultural and 

heritage tourism
•	 handicrafts tourism
•	 church and religious 

tourism
•	 pilgrimage

Rural  
health tourism

•	 rural  
health tourism  
(water, air, herbals)

•	 rural thermal 
tourism

•	wellness
•	wine tourism

Rural culinary tourism

•	 gastrotourism
•	wine tourism
•	wine tours  

(open, thematic, classic)

Rural agrotourism

•	 agricultural event or  
programme tourism (festivals)

•	 agricultural conference tourism 
and professional fairs, exhibi-
tions

•	 agricultural thematic trips
•	 agricultural thematic parks
•	 rural shopping tourism

Rural nature tourism

•	 hiking (green tourism)
•	 plant collecting
•	 animal watching
•	 geotourism
•	 ecotourism
•	 nature school

Rural active tourism

•	 hunting tourism
•	 angling tourism
•	 cycle tourism
•	 equestrian tourism
•	water tourism
•	 adventure tourism
•	other rural sports tourism (traditional 

games and sports)
•	 golf tourism
•	 ski tourism

Rural tourism

Figure 16. Types and groups of rural tourism 
Source: Dávid 2007
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The Demand  
for Village Tourism

Demand for the products of the 
tourism market depends on the in-
ternal motivation of those who wish 
to travel/relax, and on the existing 
socio-economic conditions. The de-
mand for rural tourism is intensified 
by urban peoples’ longing for silence, 
and harmony with nature, and a 
lot of people are motivated to get 
to know the treasures of folk cus-
toms, and the material ethnographic 
culture of the given destination. The 
popularity of rural tour-
ism is also enhanced by 
the fact that the tour-
ism market is extremely 
price-sensitive and the 
price–value ratio of ru-
ral tourism is one of the 
best in the diverse tour-
ism supply. The price of 
a hotel room with simi-
lar quality can be higher 
by even 50–60 percent. 
It is not uncommon to 
have a convenient room 
with separate bathroom 
for just 20€, but it is 
also an important factor 
that the personal rela-
tionship with a friendly 
and welcoming host can 

make the tourist experience more 
complex and unique.

The motivating factors of foreign 
tourists are different from that of 
domestic tourists’. Foreigners pre-
fer to go to village accommodations 
where at least one foreign language 
is spoken by the host. Therefore, 
those who have a well-structured 
website that meets the expectations 
of the modern age and indicate the 
spoken foreign languages can expect 
a larger number of foreign guests. 
The national minority settlements, 
especially German minority villages, 
benefit from it. Not only because of 
the native level language knowledge, 
but also because with the network of 
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families and friends of 
those living there it is eas-
ier to establish a potential 
clientele, and the return-
ing guests also mean a se-
cure income.

In the case of rural 
tourism, domestic tour-
ists are predominantly 
family members living in 
the city. In a family living 
in a city, it is usually the 
baby that brings back the 
need of parents and grand-
parents for fresh rural air. Not only 
families want to relax in the coun-
tryside, but young people, young 
adults, middle-aged and retired peo-
ple also have individual needs. More 
and more people give up organised 
group trips. This process is called 
the individualisation of rural tour-
ism, where the demand for individual 
care and service is strikingly visible. 
The desire for recreation and active 
leisure is also advantageous for the 
demand for rural tourism.

The guest expects an ever 
higher quality that is reflected in 

the price–value ratio as well. Indi-
vidual and special accommodations 
and services, however, who meet 
high quality demands, will improve 
their position.

The Effect  
of Rural Tourism

The difficult rural economic sit-
uation resulted in decreasing pro-
duction, which not only threatens 
farmers’ livelihoods, but also has a 
serious impact on the standard of 
living of rural people. Village tourism 
can be a life-saving haven for a settle-
ment. On the one hand, its economic 
impact is local, as it generates profits 
at local levels, and on the other hand, 
it is national, as it increases domestic 
exports by selling locally produced 
products.

From the point of view of em-
ployment policy, it contributes to 
improving the employment rate as 
it creates new jobs in the tourism 



87

Tourism

sector. The involvement of families in 
the reception of guests reduces un-
employment in the given area, thus 
improving the living standards of 
locals. It provides not only the main 
source of living, but also the oppor-
tunity for some people to earn addi-
tional income.

Rural tourism may also have an 
impact on the settlement image. 

Revenues from different 
taxes can be spent on in-
frastructure development.

Its capability to retain 
the population can be ex-
plained by the fact that 
family businesses, through 
decisions and investments 
in development policy, are 
able to prevent migration 
and the depopulation of the 
settlement.

We may not even 
need to detail the her-

itage conservation function of 
rural tourism. In addition to pro-
moting the survival of folk tradi-
tions, it plays an important role 
in the cultivation and presenta-
tion of built legacies. Through 
the presentation of local prod-
ucts used in village catering, tra-
ditional farming methods and 
traditional rural lifestyle can be 
preserved.

Rural tourism, in a sus-
tainable way, uses and pro-
tects local natural and 
cultural values ​​in an environ-
ment-friendly way, and helps 
to protect them. It builds on 
the use of local resources and 
stimulates the production of 
local products and their utili-
sation in tourism (Szabó 2014)

Rural tourism uses and 
protects local natural and 

cultural values ​​in an  
environment-friendly way, 
and helps to protect them. 
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7 useful pieces of advice  
for rural tourism service providers

Remember: you have to provide not only accommodations, but expe-
rience too! In this experience, you are the most important with your 
kindness, attentiveness, hospitality and with much of your work.

1
Village tourism is a mission, the mission to preserve the values of the 

countryside. Therefore, pay close attention to your heritage: the ha-

bits of people living there, traditional farming, values of folk art etc.! 2
The need for authenticity is a proven customer trend. Therefore, 
transforming your building should also serve the aim of preserving 
values! Modernise while taking into consideration the local archi-
tectural traditions!

3
Do not be afraid to recycle old furniture! It is cheaper 

to renovate beautiful old furniture than to buy one from 

Ikea, and your guests will be more pleased with it as well. 4
Village lofts hide treasures for a city man. Collect the ‘unnecessary’ 
objects and tools of your acquaintances. Create a mini museum!  
Interactively show this to your guests! Do not be surprised if the names 
are mixed up, sooner or later they will figure out what they are used for.

5
Despite being a good host, your service can become boring 
after a few days. For this reason, collect the sights and tou-

rist attractions of the area! Provide information on them. 6
Rural accommodation comes with hearty rural hospitality. You 
must undertake to provide at least breakfast. And you mustn’t disap-
point your guests by getting food from a nearby supermarket. Instead, 
encourage your acquaintances to make delicious local products! You 
will almost certainly find honey, jam, eggs etc. nearby, but in a few 
years a complete supply can be established. You can also help to sell 
the products of locals: for them, it is income, for your guests it is a 
souvenir, and for you it is a satisfied guest. It’s a win-win situation.

7
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The tourism industry in to-
day’s sense came into being 
after World War II. Since the 
1960s and 70s the phenom-
enon of tourism has become 

worldwide, and the number of tour-
ists has become massive. More and 
more professionals have noted that 
this process has not only a positive 
economic impact, but can also cause 
negative environmental and societal 
changes. Over the past few decades, 
the amount of criticism regarding 
tourism has increased, mainly due 
to the unforeseen consequences of 
mass tourism.

A lot of people therefore con-
ceived the idea to support some 
other supply or alternative to mass 
tourism. This is how the category of 
alternative tourism was born, which 
largely corresponds to the former 
form of tourism (before the birth of 
mass tourism), but a number of el-
ements reflecting present challenges 
were added.

When it comes to delineating 
the two forms of tourism (mass 
tourism and alternative tourism), 
it signifies much more than one is 
used massively and the other is not. 

The two forms come with different 
quality and value concepts (Table 
3). The content of mass tourism is 
rather negative. The concepts that 
can be associated with it include 
congestion, mediocrity, superfici-
ality, shallowness, copying, and so 
on. Alternative tourism has rather 
a positive content associated with 
the following concepts: uniqueness, 
depth, quality, responsibility, sustain-
ability etc. The following table shows 
a comparative analysis of the two 
forms of tourism.

Changing Needs, New Trends: 
Alternative or  
Mainstream Tourism?
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Characteristics  
of mass tourism

Characteristics  
of alternative tourism

The phenomenon emerged in 
the second half of the 20th cen-
tury. Popular destinations are 
visited by tourists of unimagi-
nable masses. Characteristics:

■■ hasty developments motiva-
ted by financial gains

■■ standardised services

■■ similar experiences

■■ schematic

■■ idleness, sunbathing

■■ hedonism, pursuit of pleasure

■■ barely any personal contact 
with locals

■■ the role of the environment 
is negligible for obtaining 
experience

■■ formation of tourist ghettos 
due to concentrated supply

■■ dominates the tourism 
market

The “ancient form” of tourism, re-
invigorated in the 1970s and 1980s 
with new elements.  
Characteristics:

■■ result of a conscious devel-
opment that considers the 
interests and values of locals 

■■ services satisfying individual 
needs

■■ unique experience

■■ uniqueness, segmented and 
varied supply, satisfying needs 
different from average

■■ programmes requiring mental 
and physical activity

■■ responsible consumption

■■ authenticity

■■ conscious behaviour of tourists

■■ intense relations with locals

■■ experience becomes complete 
due to the intensive connected-
ness with nature

Table 3. Comparing mass tourism and ecotourism  
Source: Authors’ own work
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The emergence  
of alternative tourism  

and sustainable tourism

From the 1960s and 1970s, the 
emergence of classic mass tour-
ism has seen the adverse social and 
ecological phenomena created by 
tourism: the excessive use of certain 
areas caused significant environmen-

tal, social or economic damages to 
locals (for example, the high rise 
in real estate prices) (Puczkó–Rátz 
2005). Naturally, experts and the 
more sensitive members of society 
reacted immediately to these pro-
cesses. Krippendorf had already for-
mulated his criticism of tourism in 
his 1975 book Die Landschaftfresser 
(free translation is “Land Gluttony”). 
Jungk (1980) called traditional mass 
tourism “hard” tourism, while out-

lining another vision and 
creating a “soft” tourism 
concept. The thoughtful-
ness and value system of 
soft tourism have many 
features related with those 
of ​​sustainable tourism that 
emerged later. Economic, 
ecological, sociological and 
political considerations 
are equally represent-
ed (Strasdas 1987). Soft 
tourism was an interest-
ing and important social 
countermovement when 
the decisive trends in tour-
ism were hedonism and 
the pursuit of pleasure.

The comparison of 
hard and soft tourism is 
shown in the table below.
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Characteristics of  
hard tourism

Characteristics of  
soft tourism

Unthoughtful Deliberate

Offensive Defensive

Aggressive Careful

Fast/hasty Slow/sensible

Big leaps Small steps

Uncontrollable Monitored

Nonregulated Regulated

Maximalist Optimising

Exaggerated Moderate

Short-term Long-term

Particular interest General interest

Controlled from outside Self-defined

Weak resistance Stronger resistance

Sectoral/thematic Integrated

Price-oriented Value-oriented

Quantity Quality

Increase Development

Table 4. Contrasting elements of hard and soft tourism 
Source: Turisztikai erőforrások [Resources of Tourism]  

(Dávid et al 2007, p.40.)
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Summarising the above, we can 
conclude that alternative tourism is 
a form of tourism that primarily aims 
to break with the negative effects of 
mass tourism, focuses on satisfying 
individual needs, and on the relations 
to the social environment, and pays 
attention to the principles of sus-
tainable development. Alternative 
tourism has now gained deeper and 
more positive understanding. It is a 
kind of collective category that com-
bines the manifestations of count-
er-mass tourism trends, such as soft, 
responsible and ecotourism.

Of these, soft and responsi-
ble tourism can be interpreted 
as forms of behaviour based on 
a specific value system, which 
the tourist conducts when using 
different product types, where-
as ecotourism is an autonomous 
tourism product type with its 
own complex practices.

Mass tourism as a phenomenon 
obviously can not be eliminated, but 
hopefully the number of conscious 
tourists increases who choose re-
sponsible tourism that seeks respect 
for local people and the environment, 
and to preserve these values ​​during 
their journeys. Alternative tourism is 
also a response to tourists who al-
ready had enough of mass-tourism’s 
sketchy solutions and programmes, 
so they want unique and authentic 
experiences. Alternative tourism of-
fers a deeper insight into the cultural 
and natural values ​​of the destination 
visited, and gives an insight into the 
everyday life of the locals. Alterna-
tive tourism, therefore, represents 
the ecological values, the future 
generations and the interests of the 
local population as opposed to the 
strictly interpreted financial interest, 
while the tourist’s experience will 
not be poorer but deeper and more 
meaningful.
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The ecological footprint of hu-
mankind was so great in the 1980s 
that it already exceeded the Earth’s 
long-term regenerative capacity. It 
is no coincidence that many inter-
nationally renowned scholars have 
already drawn attention to all the 
problems that today are most com-
monly referred to as global prob-
lems, which, unfortunately, have 
unquestionably become the major 
challenges of humankind. On all of 
these lists, the destruction of the en-
vironment has a prominent role, and 
regrettably, tourism also has a role in 
it. Tourism is the “industry of peace”, 
the “industry of the 21st century”, 
just to mention two of the most 
striking signs of the sector’s signif-
icance. What was a privilege for 
most of the history of humankind, 
by now has become a mass phe-
nomenon. Due to technical prog-

ress, universal right to paid leave, 
increasing cultural literacy, and oth-
er factors, significantly more tour-
ists are travelling now than a few 
decades ago. In the years following 
World War II, the number of realised 
tourist arrivals in the world did not 
reach the present numbers of tour-

ists arriving to Hungary ev-
ery year. Globally, the num-
ber of tourist arrivals has 
surpassed one billion, and 
the United Nations World 
Tourism Organization (UNWTO) 
predicts to reach one and a half bil-
lion by 2020 (Figure 17). Tourism has 
also become a major factor in the 
evolution of GDP as a traditional 
index of economic development, in 
some countries producing tenth or 
even more of the generated income.

One Version of Alternative  
Sectors: Ecotourism
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However, with the dynamic de-
velopment of tourism, the nega-
tive impacts of the sector have also 
emerged shortly after the unilater-
ally emphasised positive effects. The 
further increase in the volume of 
tourism1 means a fantastic business 
and economic opportunity, but it 
also entails a huge responsibility for 
the stakeholders, and, for the sake 
of sustainability, it requires a more 
environmentally conscious approach 
from the travel sector.

1	  It is projected that only the Chinese 

middle class as potential travellers will increase by 

about 300 million over the next decade, but the 

dynamic yet less intensive development of other 

BRICS countries will need to be considered as well. 

The Effect of Tourism  
on the Environment

Prior to the industrial revolu-
tion, humanity travelled with envi-
ronmentally friendly means, but 
with the industrial revolution, 
horse-drawn carts and sailing 
ships were replaced by coal-fuelled 
steam-driven vehicles. The interac-
tion between tourism and the en-
vironment became stronger in the 
mid-twentieth century, when, among 
others, the motorisation resulted 
in mass tourism, and increased the 
number of people travelling for lon-
ger distances.

Figure 17. Evolution of tourist arrivals across the world 1950–2020. 
Source: www.unwto.org

http://www.unwto.org
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(Mass) tourism harms the envi-
ronment. There are effects that can 
be clearly identified, have obvious or 
visible signs, such as waste, destruc-
tion and constructions. By contrast, 
identifying the indirect impacts is 
more difficult because the effect 
is exerted through intermediate 

factors, and is mixed with those 
appearing in our environment—for 
instance, the harmful emissions of 
means of transport.

The biggest environmental dam-
ages occur in the most popular tour-
ist destinations. In several cases trav-
elling is directed towards protected 

areas and national parks, as unique 
treasures and natural rarities are dis-
played. In many cases, environmental 
stress is concentrated not only in 
space but also in time due to the 
seasonal characteristics of the tour-
ism sector. The crowdedness of mass 
tourism and the traffic jams it entails 
often show their negative effects on 
different areas, and are harmful for 
the environment. Its forms are:

»» Pollution of the air: 	  
most vehicles are run by dif-
ferent petroleum products, the 
emission of which damages the 
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air and the ecosystem. Noise 
pollution is an artificial sound ef-
fect that interferes with the life 
of the living creatures;	  

»» Pollution of land:	  
where tourists appear, they usu-
ally leave garbage behind. In 
holiday resorts, the use of dis-
posable, less environmentally 
friendly devices is common. Soil 
can be chemically damaged along 
the busy traffic routes, while it is 
thickened by treading, and thus 
physically degrading the quality 

of the soil. By removing the sur-
face cover vegetation, soil erosion 
is enhanced—this may also occur 
after the creation of ski resorts—
but the rocks are also damaged 
by the clipping of clamps into the 
walls, or by the breaking of stalac-
tites during climbing;	  

»» Water pollution: 	  
in the activity of tourism, com-
munal sewage can return un-
cleaned to nature. In baths, the 
use of sunbathing substances 
can pollute the waters, just like 
the oil and fuel emitted by crafts. 
Due to illegal building of piers 
and replenishments, i.e. arbitrary 
water reservation, the ratio of 
areas covered by reed and sedge 
has greatly decreased;	  

»» Damage to living organisms due 
to collection, destruction, or be-
cause human presence disrupts 
animals’, or prevents their natu-
ral reproduction. The construc-
tion of tourism infrastructure 
leads to the shrinking of the living 
space of living creatures, and as a 
result of increased road traffic due 
to tourism, animal deaths by cars 
may become more frequent;	  
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»» Damage to the landscape: 	  
landslides due to ski slopes, lifts, 
roads, air pipes, horse-riding 
paths, and constructions that do 
not fit into the given area (land-
scape).

In most cases, by the damage of 
the environment we strain precisely 
the resource that offers the tourist 
attraction. It is not by chance that 
tourism has a distinctively negative 
nickname, which is “suicidal indus-
try”.

Tourism can have a positive ef-
fect on the natural environment with 
proper control and management:

»» By the designation of protect-

ed areas, they can be saved 

from further damage (not 

just because of tourism);	  

»» In the area of ​​tourism destinations, 

the demand of the population 

and the local government to em-

bellish their environment, estab-

lish parks and plant flowers;	  

»» By the deliberate introduc-

tion of plant species in the 

area, the flora is enriched;	  

»» Education related to tourism 

contributes greatly to the change 

of attitude and to the devel-

opment of an environmental-

ly conscious attitude;	  

»» Infrastructure along the tourist 

paths can be interpreted as a pos-

itive impact that does not disturb 

living creatures in the area, but has 

beneficial effect on the conserva-

tion of natural conditions, such as 

information boards, tourist signs, 

garbage collectors, designated 

fireplaces, or the building of bel-

vederes. With these paths, the 

size of the area visited by tourists 

can be controlled, so treading and 

damaging can be greatly reduced.

An Answer for the  
Challenges: Ecotourism

At the Rio Summit in 1992, 
most countries in the world signed 
an agreement on the protection of 
species and natural habitats. The 
contract signed in Rio contained the 
“Precautionary Approach”, stating 
that resource utilisation should only 
be allowed if the user can demon-
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»» Education related to tourism 

contributes greatly to the change 

of attitude and to the devel-

opment of an environmental-

ly conscious attitude;	  

»» Infrastructure along the tourist 

paths can be interpreted as a pos-

itive impact that does not disturb 

living creatures in the area, but has 

beneficial effect on the conserva-

tion of natural conditions, such as 

information boards, tourist signs, 

garbage collectors, designated 

fireplaces, or the building of bel-

vederes. With these paths, the 

size of the area visited by tourists 

can be controlled, so treading and 

damaging can be greatly reduced.

An Answer for the  
Challenges: Ecotourism

At the Rio Summit in 1992, 
most countries in the world signed 
an agreement on the protection of 
species and natural habitats. The 
contract signed in Rio contained the 
“Precautionary Approach”, stating 
that resource utilisation should only 
be allowed if the user can demon-

strate that their activity does not 
endanger biodiversity, i.e. the use 
of natural resources shall be mon-
itored and planned for long-term 
sustainability. This must be taken into 
account in all economic activities, in-
cluding tourism. Sustainable tourism 
and ecotourism have emerged from 
the recognition of the sensitivi-
ty and popularity of natural phe-
nomena, and that the interactions  
between guests and hosts, as well 
as the sensitivity of the cultural 
heritage are fundamental condi-
tions for sustainability.

UNWTO has developed the 
concept of sustainable tourism, 

and the definition is used by the 
European Union as well: “The de-
velopment of sustainable tourism 
satisfies the needs of today’s tour-
ists and tourist receiving areas while 
preserving and developing future 
opportunities. The pursuit of sus-
tainable tourism promotes forms of 
resource management that can meet 
economic, social and aesthetic needs 
while maintaining cultural integrity, 
basic ecological processes, biodiver-
sity, and living systems.”

According to the IUCN (Inter-
national Union for Conservation 
of Nature and Natural Resources) 
Ecotourism Program, “ecotourism 
is a journey and a visit to the envi-
ronment in relatively undisturbed 
natural areas, the enjoyment of their 
natural, historical and cultural values 
in order to save preserve them by 
reducing the adverse effects of the 
visit and by giving the local popula-
tion social and economic benefits”.

According to the Ecotourism 
section of the Conference, “Eco-
tourism is a collection of concepts 
and an approach. As a collection 

Ecotourism is a  
journey and a visit to 
the environment in 

relatively undisturbed 
natural areas.
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concept, it denotes different forms 
of tourism that are based on the 
sustainable use of natural biological 
resources within the bearing ca-
pacity of the given ecosystem. (…) 
Ecotourism is also an approach that 
aims to make all forms of tourism 
sustainable so that tourism can 
contribute to the preservation 
or restoration of ecosystems, and 
not to have negative impacts on 

natural resources.”
It should be noted that many oth-

er definitions (ecotourism, soft tour-
ism, green tourism, gentle tourism, 
natural tourism) have also emerged 
to describe the phenomenon. How-
ever, in terms of the content, condi-
tion and operating circumstances of 

ecotourism, all definitions agree.
Optimally, all tourism activities 

and all market segments should take 
ecotourism as an approach. This is 
particularly important for tourism 
based on natural and cultural her-
itage, where there is a potentially 
higher risk of damage to the envi-
ronment and to the socio-economic 
structure of the destination, not to 
mention that as tourism will reach 
more and more people in the com-
ing decades, there will inevitably be 
more pressure on the territories 
concerned. Below, we present the 
benefits—economic, environmental 
and societal—of sustainable tourism 
to tourists and the population of the 
host country.
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Economic Advantages

From the point of view of the 
visitor, we can talk about economic 
advantage when visitors think that 
they received something valuable for 
their money they paid to participate 
in that programme. It happens when 
there are competitive businesses 
and good tourist infrastructure in 
the visited area.

The economic advantage of 
hosts comes from created jobs and 
the diversification of the local econ-
omy, which makes the local com-
munity less dependent on a limited 
number of job opportunities. Sus-

tainable tourism leads to cooper-
ation between enterprises and to 
their specialisation, which results in 
greater efficiency and thus higher 
profitability.

Environmental Advantages

From the point of view of visi-
tors, we can talk about environmen-
tal benefits when they experience 
the beauty of the landscape. This is 
the case when natural and historic 
areas are available to them and if 
they have the opportunity to pursue 
activities in nature or cultural activ-
ities. These activities should be or-
ganised in a way that visitors accept 
the measures taken to safeguard the 
cultural and natural heritage.

From an environmental point of 
view, we can talk about environmen-
tal benefits when tourism is viewed 
as a means of protecting nature and 
cultural heritage. For the environ-
ment it is beneficial if tourism en-
hances the environmentally friendly 
production and consumer habits 
of tourists, and the local commu-
nity.

 
Societal Advantages

It is a societal advantage for 
visitors if they feel at home, be-
cause tourism respects the lifestyle 
and culture of their hosts. Peace, 
tranquillity, prosperity, intellectual  
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stimulation etc. can be achieved if 
social factors are taken into account 
when developing tourism. Sustain-
able tourism should encourage 
personal contact and cross-cultural 
exchange of values so that the vis-
itor can gain more knowledge of 
the place they are visiting. Hopefully 
this will contribute to a better un-
derstanding of different cultures and 
peoples.

Hosts can achieve better, 
more durable and greater 
number of workplaces to im-
prove their living standards. If 
hosts do receive these bene-
fits, the level of social justice 
is also rising. Hosts thus per-
ceive that they are part of the 

community they live in. In this 
way, relationships between visi-
tors and hosts are developed, in 
which hosts want to share their 
experiences with guests.

The Hungarian National  
Ecotourism Development 	

Strategy emphasises the important 
role of national parks in Hungar-
ian ecotourism. In recent years, the 
number of visitors to national parks 
has increased dramatically. Growth is 
due to expanding programme offer-
ing, newly established facilities, and 
to the improvement of existing facil-
ities.

There is a significant dispropor-
tionality in the number of visitors to 
national parks: the most frequented 
ones had 10 times more visitors than 
less frequented ones. National parks 
seem to be popular where tourism 
is otherwise strong. This also shows 
that it is not necessarily the “hard-
core” ecotourist who visits such 

Sustainable  
tourism should  

encourage  
personal contact and 

cross-cultural  
exchange of values.
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establishments. The target audience 
of ecotourism is far from homoge-
neous; they are motivated to take 
part in ecotourism activities by dif-
ferent factors. The aforementioned 
National Ecotourism Development 
Strategy classifies tourists interest-
ed in ecotourism into the following  
segments:

•	devoted ecotourist;

•	ecotourist;

•	active green tourists;

•	occasional green tourists.

At the top of the scale, we find 
devoted nature conservation tour-
ists making up only a few percent 
of all ecotourists, who are willing 
to give up the comfort of tradition-
al tourism services to observe a 
unique natural experience (such as 
rare species). For them, underdevel-
oped rural areas of our country are 
the most valuable areas due to their 
biodiversity on the one hand, and to 
their underdevelopment as a result 
of political and economic reasons 
on the other, offering the mere exis-
tence of the large untouched areas, 
and also an aesthetic experience. It 
is not negligible that such things can 
be “sold” to them that are not ex-

pressively attractive, or even re-
pulsive to the average tourist: the 
lack of “civilisation”.

Then, the ecotourist expects 
some amenities, while the main 
motivation of green and espe-
cially occasional green tourists 
is outside ecotourism: they are 
staying at an ecotourism infra-
structure with different mo-
tives but can be tempted to 
participate in ecotourism pro-
grammes with relatively high 
attractive ecotourism infra-
structure and tourist attraction 
(visitor centres, showrooms, 
nature trails).

The proportion of individual 
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segments within all visitors is esti-
mated by the Hungarian National 
Ecotourism Development Strategy 
based on various surveys as follows:

•	occasional green tourists: 50–60%;

•	active green tourist or “outdoor” 
tourists: 20–30%;

•	ecotourists: 10–15%;

•	devoted ecotourists 5–10% 

(Pannon Egyetem–Aquaprofit Zrt. 2008, 
pp. 61–65.).

Strengthening the  
Role of Ecotourism in  

Rural Development

Strengthening Ecotourism and 
Thus Its Potential 

Over the last decades, the envi-
ronmental status of the Carpath-
ian countries has considerably 
improved in many respects. Due 
to the closure or modernisation 

of former industrial plants and bar-
racks, the decrease in the use of 
chemical substances in agriculture 
– partly for financial reasons –, the 
modernisation of heating systems 
and cars, significantly less harmful 
substances are produced than be-
fore the 1990s.

All in all, it can be said that sur-
face waters are in a more favourable 
state than they were in the decade 
after the change of regime. It is, how-
ever, another question that the im-
provement is not primarily caused 
by strengthening environmental 
awareness of the population or eco-
nomic organisations, but rather by 
the disappearance of industrial facil-
ities and thus their polluting effects 
after the regime change.

The growth of biodiversity, the 
return of indigenous species and the 
increasing stock of disappearing spe-
cies are positive developments.
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Establishing Further 
Protected Areas

The ecotourism 
potential of countries 
can not only be pre-
served, but can also be 
improved. The purpose 
of conservation is to 
maintain the current 
state and improve the 
amount or quality of 
the value (optimally both). Natural-
ly, not only nature conservation and 
ecotourism based on natural values, 
but also the aspects of local econo-
my and society, must be met during 
the developments.

An increase in ecotourism po-
tential may be achieved by increasing 
the size of areas suitable for eco-
tourism, by making an area protect-
ed or by changes in the use of land, 
which is beneficial for the purposes 
of ecotourism.

The increase in size can also 
take place due to discovery. It may 
seem strange that some countries 
still have natural values to discover, 
but this is the case: in Hungary for 
example, some natural values ​​are 
under “ex lege” protection, i.e. they 
become automatically protected val-
ues ​​when they are discovered. “Ex 
lege” protected natural values ​​are 
wetlands, saline lakes, caves, springs, 
gullies or hillforts. Among them, the 

category of caves is constantly ex-
panding by the exploration of new 
caves and the gradual expansion of 
existing ones by making them visit-
able.

Development of ecotourism 
supply

The following can constitute the 
ecotourism of a country:

■■ visitor centres;

■■ exhibition centres;

■■ nature trails, hiking trails;

■■ observatories and belvederes;

■■ cycling and equestrian routes, 
services;

■■ tour guiding;
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■■ organised programmes;

■■ nature schools;

■■ accommodations;

■■ trade;

■■ equipment;

■■ information service, information 
and communication;

■■ professional background.

The Strategy addresses the de-
velopment of ecotourism in a sepa-
rate chapter. Among the articulated 
priorities, supply development occu-
pies the second place (development 
of tourism infrastructure, supply, 
human resources, related products 

and services, marketing, sales, visitor 
management, interpretation, experi-
ence elements, organisational back-
ground, and regional management). 
The developments are tailored to 
the identified segments of ecotour-
ism demand:

»» Development of supply targeting 

occasional green tourists: pro-

viding professional guided pro-

grammes to suit the need of the 

target groups; theme guided tours 

(herbs, rocks, mushrooms, ber-

ries, spices, etc.); rental of sports 

equipment (for example, bicycle); 

sale of souvenirs; the sale of local-

ly made products, bio foods and 

spices; selling local products at ca-
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terings; organising various types of 

recreational events based on the 

existing capabilities; organisation 

of chamber arrangements—based 

on the products of the primary 

producers;

»» development of active supply, dif-

ferentiated according to life-cycle 

groups;

»» development of ecotourism sup-

ply, differentiated according to 

life-cycle groups;

»» developing theme routes at na-

tional and regional level.

In the 1980s, the certification 
system of tourism products and ac-
commodations based on ecological 
aspects was established as sustain-
ability and green principles became 
a priority. These trademarks demon-
strate that accommodations are in 
accordance with ecological princi-
ples—similarly to organic foods, it 
is appreciated by guests in services 
as well. The trademark is a guaran-
tee for quality to the guest; it is a 
tool for the host to reach its future 
guests, and it is a help for tourism to 
promote environmental education 
(South Transdanubian Ecotourism 
Cluster qualification system 2011).

The use of certification systems 
and their associated trademarks and 
logos are particularly important in 
the marketing of ecotourism, as eco-
tourists can choose between poten-
tial targets, products, service provid-
ers and programmes. It has therefore 
become necessary to establish a uni-
fied ecotourism certification system, 
to which entrepreneurs directly and 
indirectly assisting ecotourism can 
join. Such a certification system was 
developed by the South Transdanu-
bian Ecotourism Cluster for five cat-
egories:

■■ accommodations;

■■ gastronomic services;

■■ programme service providers;

■■ festivals and events;

■■ other tourism service providers.

During the development of the 
certification system, already ex-
isting systems around the world 
were examined by experts, and af-
ter becoming familiar with their use-
ful elements, they developed a sys-
tem that can be applied in Hungary. 
Nearly thirty South Transdanubian 
providers joined the rating system 
(www.gyeregyalog.hu). Experience 
can be adapted elsewhere.
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Linking Ecotourism with 
Other Tourism Products

It has almost become a cliché of 
tourism literature that the custom-
er expects more and more intense 
experience for their money. Experi-
ence is increasingly becoming the 
centre in all sectors of tourism, 
whether it is about accommoda-
tion, catering, destinations, etc.—

and ecotourism cannot be an ex-
ception. Michalkó defines tourism as 
“an experience with a change in en-
vironment” (Michalkó 2007), while 
the spread of the hedonistic lifestyle 
as a megatrend (Törőcsik 2011) also 
indicates the strengthening of the 
experience economy. Tourism is one 

of the strongest sectors of experi-
ence economy (Zátori 2014).

Most tourism products do not 
consist of only a single product/ex-
perience element, but there are sev-
eral simultaneous motivating factors 
for tourists. That is, the more com-
plex the attractiveness of an area is, 
the more guests with different moti-
vations it can satisfy, the more it can 
count on success.

The ecotourism offer can be en-
hanced by the creation of common 
complex tourism packages with oth-
er tourism forms. On the one hand, 
this is needed in ecotourism, be-
cause currently only a limited scope 
of guests considers natural attrac-
tions as the primary destination. On 
the other hand, ecotourism supply 
can complement the regional, as they 
can be destinations of single-centre 
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trips, and can offer special, small, seg-
ment-specific programmes—such as 
photo tours, animal watching, adven-
ture tours (www.eturizmus.pte.hu).

Ecotourism is an excellent 
way of complementing the 
services of rural tourism, ac-
tive and health tourism:

»» some activities of active 
tourism are closely linked 
to ecotourism. The Hun-
garian ecotourism strate-
gy also discusses “eco-ac-
tive”—​​cycling, pedestrian 
and water tourism—as an 
opportunity for environ-
mentally friendly change, a 
basic principle of ecotour-
ism;

»» rural and agrotourism, local prod-
uct sales: ecotourists can revital-
ise local craftsmanship indirectly, 
as craftsmen can expand the sup-
ply by offering local handicrafts 
in green shops of nature conser-
vation exhibitions while support-
ing the local community. Local 
products should be sold in visitor 
centres, and local food products 
should be preferred in catering 
establishments. The preservation 
of authenticity must be guaran-
teed and maintained by trade-
marks. In this context, the rural 
development department and the 
national park directorates have 
already come up with initiatives 
(national park logo products). The 
interest of ecotourists can help 
to preserve and even revitalise  
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traditions and holidays. Ecotour-
ists also have a beneficial effect 
on local cultural programmes. 
Private accommodations are an-
other feature of rural tourism that 
are closely linked to ecotourism. 
Rural accommodation is an im-
portant element of the ecotour-
ism supply in many respects: they 
are linked to ecotourism in village 
and rural areas; the local com-
munity is supported by their use; 
rural accommodations, in their 
nature and design, fit into the 
image of ecotourism; they have 
small capacities, which is also a 
basic principle of ecotourism;	 
 
 

»» health tourism: a fundamental 
condition for the development of 
this tourism product is healthy 
environment, the diversity of nat-
ural and landscape conditions, 
their preservation and sustainable 
utilisation. If the improvement of 
conditions for ecotourism is linked 
to the development of health 
tourism, the goal of improving the 
quality of life of domestic pop-
ulation and the importance of a 
healthy lifestyle can be better 
achieved.
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7 useful pieces of advice  
for ecotourism providers 

Pay attention to the details! Real ecotourists have a 
holistic view, and expect everything to be ecological. 
As much as possible, strive for local supplies, from food 
ingredients to furniture. Be authentic in what you do!

1
Accordingly, local products shall dominate meals as well! 

They should not only be local, but healthy, chemical-free, 

and should come from ecological producers. 2
Discover your creativity and find an interesting ecotourism site at 
your place! Some good ideas: a night tour under the full moon with 
a local guide; collecting mushrooms with competent escort; obser-
vation of birds or wild animals, possibly photography etc.

3
Get to know the edible plants of the area! Share your 

knowledge with your guests, collect plants together and use 

them for your meals! You will have great success! 4
Get together with local service providers and 
develop a nature trail! There must be some 
good ideas to combine with an interesting topic.

5
Know the rules of treasure hunt,  

and create a trail for it!6
Join forces with others, engage in community develop-
ment, explore the values ​​of adjacent villages together, 
and organise your own green trips!

7
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http://www.civi lzemplen.hu/
wwwznp

ht tp : / /www.ecogo.org / tag /
iucn-ecotourism-definition/. Date of 
download:  25 May 2017

http://zold.itthon.hu

wikivisually.com/lang-hu/wiki/
Magyarorság_vízrajza

wikivisually.com/lang-hu/wiki/
Magyarország_vízrajza

www.balatonihalaszat.hu

www.georgikon.hu/…/51-fold-
muveles-foldhasznalat-10-foldhasz-
nalati-rendszerek. Date of download:  
25 June 2017

www.gyeregyalog.hu

www.gyeregyalog.hu/dox/okotu-
risztikai_minosites/cikk-hunyorral_
minositett_szolg.pdf

www.ksh.hu

www.retimajor.hu

www.termeszetvedelem.hu

www.termeszetvedelem.hu

www.turizmusonline.hu/aktualis/
cikk/csucsot_dontott_a_nemzeti_
parkok_latogatottsaga
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Péter Balog
Péter started his career as a freelancer in the 

field of text writing, and soon became a marketing 
specialist. He runs his own business ContentPeter 
providing marketing solutions to small companies 
in three continents on how to develop a more 
effective online marketing strategy. As a digital 
nomad he promotes the idea of working remo-
tely, however he has the aim to apply the expe-
rience he has gained throughout 18 time zones 
of the globe also on the local level in order to 
share his knowledge with the local communities. 
Péter’s latest project is the bocsimiawifi.hu online 
magazine through which he shares his traveller 
and remote work perspectives with his readers 
while he tries to find sometimes rather ironic so-
lutions to the often serious questions connected 
to self-realisation on global and local levels. 	  
http://contentpeter.com/ hello@contentpeter.com

Dr. Tibor Gonda
Dr. Gonda, university lecturer at the Univers-

ity of Pécs in Hungary, was for 25 years the ow-
ner of an inbound tourism agency. Currently he 
operates a horse riding farm and guesthouse in 
Orfű, Hungary, as a family business. Dr. Gonda is 
head of the Orfű based Association for Tourism 
Destination Management. His main field of sci-
entific research is ecotourism but he is also an 
experienced expert in the field of development 
of thematic tourism tours. Dr. Gonda is a lecturer 
within the Central Network of Vocational Training 
Institutes of Hungary on the field of village tour-
ism services and author of the book A turisztikai 
termékfejlesztés elméleti alapjai (Theoretical Ba-
sics of Tourism Product Development). Dr. Gonda 
is a lecturer at the Faculty of Business and Econo-
mics at the University of Pécs in Hungary	   
agondat@gmail.com
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ContentPeter 
bocsimiawifi.hu
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Dr. Zoltán Raffay
Dr. Raffay, university lecturer at the Faculty 

of Business and Economics of the University of 
Pécs in Hungary, is also an expert with many years 
of experience. He runs a guesthouse in Orfű and 
is one of the leaders of the County Sportfishing 
Association. Dr. Raffay is also a renowned English 
translator of tourism and regional development 
related documents and publications. His main field 
of research is ecotourism but he is also an expert 
in the development of thematic tourism tours. 	   
raffayz@ktk.pte.hu

mailto:raffayz@ktk.pte.hu
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Association for Tourism on the Tisza Plain 
Tisza Menti Mezőség Turizmusáért Egyesület

3465 Tiszabábolna, Mezőcsáti út 12.
***

Ekopsychology Society – Stowarzyszenie Ekopsychologia
www.ekopsychologia.pl, ekopsychologia@ekopsychologia.pl

Piotr Wyderka Pracownia Miodosytnia
miodosytnia@tlen.pl

***
Art and Craft of Stiavnica Civil Association – Občianske Združenie Umenie a 

remeslá Štiavnice
http://umenievstiavnici.wixsite.com/home

urs@goldnet.sk

Aleksandra Sikoraivova (SashaSi)
sashasibeads@gmail.com

***
Tourist Authority South Moravia

Centrála cestovního ruchuJižní Morava, z.s.p.o
www.ccrjm.cz
info@ccrjm.cz

***
Szabó-Diószeghy Ágnes

Project coordinator
+36 30 383 37 21

dioszeghy.szabo.agnes@gmail.com
http://humtour.com 

Széll Adrienn
Project Expert

adri.szell@gmail.com 

Dr. Szabó Mátyás
Professional Adviser

szabotmatyas@gmail.com 

Kocsis Judit
Photographer

juditkocsis@gmail.com

http://www.ekopsychologia.pl
mailto:ekopsychologia@ekopsychologia.pl
mailto:miodosytnia@tlen.pl
http://umenievstiavnici.wixsite.com/home
mailto:urs@goldnet.sk
mailto:sashasibeads@gmail.com
http://www.ccrjm.cz
mailto:info@ccrjm.cz
mailto:dioszeghy.szabo.agnes@gmail.com
http://humtour.com
mailto:adri.szell@gmail.com
mailto:szabotmatyas@gmail.com
mailto:juditkocsis@gmail.com
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