J

ournal of Environmental Management

and Tourism

Quarterly
Volume IX

Issue 2(26)
Spring 2018

ISSN 2068 — 7729
Journal DOI
http://dx.doi.org/10.14505/jemt

JMSERS

rPublishing



SPRING 2018
Volume IX
Issue 2(26)

Editor in Chief
Ramona PIRVU

Editorial Advisory Board

Contents:

Key Features of the Activity of Tourism Firms within the Russian
Federation. The Financial Aspect

The Impact of Customer Relationship Management on Tourist Satisfaction -
The Case of Radisson Blue Resort in Agaba City

Forming Approaches to Strategic Management and Development
of Tourism and Hospitality Industry in the Regions

Investigating English for Specific Purposes Tourism Management
Textbooks. Evidence from Iranian ESP Needs Analysis

Assessing the Perceptions of Local Residents on the Positive
and Negative Impacts of FIFA U-17 Women’s World Cup in Jordan 2016

Spatio-Temporal Dynamics of the Global Medical Tourism

Analysis of Tourism Destination Loyalty of Ragunan Zoo in Jakarta

System Diagnostics and Monitoring of Socio-Economic and Tourist
Potential of Peripheral Territories of the Region

Batur toward Sustainable Tourism Development - A Community-based
Geotourism Case from Bali in Indonesia

Modern Approaches to Assess Tourism Industry - Related Environment



SPRING 2018
Volume IX
Issue 2(26)

Editor in Chief
Ramona PIRVU

Editorial Advisory Board

ASERS Publishing
http://www.asers.eu/asers-publishing

ISSN 2068 — 7729

Journal DOI: http://dx.doi.org/10.14505/jemt

Innovation Strategy Role in Tourists Visit Improvement. Context of Man-
Made Tourism in Indonesia

Tourist Industry Development Prospects in Vladivostok under the Launch
of “Primorye” Integrated Entertainment Zone

Ethno-Cultural Aspects of Tourism Development in the Republic of
Kalmykia

The Development of Halal Ecotourism Destination. Context of Business
Collaboration and Mutual Trust

Risks of the Tourism Industry in Ukraine

Marketing Tools for Development of the Tourist and Recreational Area

Determining the Factors Attracting the Tourists to Visit Kedah State,
Malaysia

Partnership Schemes - A Solution to Sustain Raw Materials of Plywoods in
Lombok Island, Indonesia

Economic and Environmental Marketing in Establishment of Tourist
Territories. Exemplified by the Republic of Altai
Toskanaj Ajtmukanovna KUTTUBAEVA, Ljudmila Viktorovna ISHHUK,

Andrej Vladimirovich GLOTKO, Evgenija Olegovha CHERNOVA, Marija
Gennad'evha SUHOVA



Call for Papers
Summer Issues 2018

Journal of Environmental Management and Tourism

Journal of Environmental Management and Tourism is an interdisciplinary research journal,
aimed to publish articles and original research papers that should contribute to the development of both
experimental and theoretical nature in the field of Environmental Management and Tourism Sciences.

Journal will publish original research and seeks to cover a wide range of topics regarding
environmental management and engineering, environmental management and health, environmental
chemistry, environmental protection technologies (water, air, soil), pollution reduction at source and waste
minimization, energy and environment, modeling, simulation and optimization for environmental
protection; environmental biotechnology, environmental education and sustainable development,
environmental strategies and policies, etc. This topic may include the fields indicated above, but are not
limited to these.

Authors are encouraged to submit high quality, original works that discuss the latest developments
in environmental management research and application with the certain scope to share experiences and
research findings and to stimulate more ideas and useful insights regarding current best-practices and
future directions in environmental management.

Journal of Environmental Management and Tourism is indexed in SCOPUS, RePEC, CEEOL,
ProQuest, EBSCO and Cabell Directory databases.

All the papers will be first considered by the Editors for general relevance, originality and
significance. If accepted for review, papers will then be subject to double blind peer review.

Deadline for submission: 15" May 2018

Expected publication date: June 2018

Website: http://www.asers.eu/publishing/index.php/jemt
E-mail: [emt@aserspublishing.eu

To prepare your paper for submission, please see full author guidelines in the following file:

JEMT Full Paper Template.docx, then send it via email at jemt@aserspublishing.eu.




Volume IX, Issue 2(26) Spring 2018

WMSERS

Publishing
DOI : http://dx.doi.org/10.14505/jemt.v9.2(26).10

Modern Approaches to Assess Tourism Industry - Related Environment

Alexey Leonidovich NIKAZACHENKO
Bauman Moscow State Technical University, Russia
nikazachenko@bk.ru

Elena Evgen'evna YUDASHKINA
Bauman Moscow State Technical University, Russia
yudashkinae@list.ru

Grigory Vladimirovich VLASOV
Bauman Moscow State Technical University, Russia
vlasovg@mail.ru

Victoriya Valer'evna NOVIKOVA
Bauman Moscow State Technical University, Russia
victoriya.novikova@bk.ru

Kostyantyn Anatol'evich LEBEDEV
Institute for Tourism and Hospitality, Russia
qwer20003@rambler.ru

Suggested Citation:

Nikazachenko, A.L. et al. (2018). Modern Approaches to Assess Tourism Industry - Related Environment. Journal of
Environmental Management and Tourism, (Volume IX, Spring), 2(26):298-303. DOI:10.14505/jemt.v9.2(26).10

Article’s History:

Received November 2017; Revised December 2017; Accepted January 2018.
2018. ASERS Publishing®©. All rights reserved.

Abstract

This paper is devoted to the development of approaches to assess tourism industry-related environment. It is proved that the
concept of sustainable tourism development arose as a response to the need to develop profitable industry in the context of
limited available tourist resources. It is revealed that the lingering financial and economic crisis has led to a situation of essential
reduction in amount of tourist business and significant loss of tourist potential of the country. The authors’ suggestions will
allow improving and elevating the tourism industry to a totally new level in the national economy that includes social
responsibility for the fulfillment of the mission to society, the integration of economic potential and abilities of the professionals
involved in the tourism industry, as well as efficient use of resources in achieving set goals. The authors propose to establish
the Association of Tourism Business Leaders of the Russian Federation and transform it into an institution, which would
combine and implement the interests of its members.

Keywords: industry-related environment; potential; business; monitoring; concept; tourism; demand
JEL Classification: L80; L83.
Introduction

Tourism as a complex economic activity is characterized by considerable elasticity to the natural (ecological),
general economic, social, and political changes in any country. The complexity of the situation in the tourism sector
of the national economy lies in the fact that it is under negative impact of set of factors of mega-, macro-, and
mesoenvironment.

All of this requires constant monitoring of events, implementation of measures to reduce the impact of
negative factors, market research of changes in geospatial vectors of tourist flows in order to quickly satisfy the
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established effective demand of consumers, the development of the strategic orientations aimed at the sustainable
recovery and development of tourism.

The concept of sustainable tourism development is a response to two problems: on the one hand, the need
to develop industry sector, which would be profitable for our country, while on the other hand, the necessity to take
into account the restrictions on the availability of natural resources and their conservation. Lingering financial and
economic crisis has led to a situation of essential reduction in amount of tourist business and significant loss of
tourist potential of the country.

Studies indicate that socio-economic uncertainty ambiguously affects development trends in tourism.
Tourism is rapidly developing. A positive trend could be achieved as early as in the next period, as evidenced by
the growth in demand for tourism services.

In contemporary conditions of informatization, globalization of the economy, and hypercompetition it
becomes apparent that an important factor in the functioning of any economic system is its provision with an
adequate management system. One of the key management approaches in the context of universal dynamism and
unpredictability of the business environment is strategic management.

Studying the tourism development issues through the prism of the industry-related environment valuation is
reflected in works of G.L. Belov (2014), E.A. Dedusenko (2017), S.A. Kazakova (2014), M.A. Los’ (2013), A.A.
Medvedev (2017), and other researchers. The analysis of scientific sources testifies that management of tourist
development issues in the context of the implementation of the sustainable development strategy of the Russian
Federation still remains insufficiently investigated. Moreover, in the scientific works little attention is paid to selection
of the optimal strategy in the context of dynamic industry-related environment.

1. Methods

The methodological basis of the present study includes a variety of research methods, such as analysis,
comparison, systematization and generalization; dynamic, economic, statistical and comparative analysis, used to
study the marcoeconomic indicators of tourism development and to assess the tourism industry-related
environment; as well as survey and expert evaluation - to analyze tourist market conditions.

Theoretical and methodological approaches of the research were based on the works of domestic and
foreign researchers and practitioners in the effective management of the tourism development based on the concept
of strategic management in the context of uncertainty and variability in the business environment (Buiok et al. 2014;
Romanenkov et al. 2017, Zhokhova 2013).

Information base of the study included current codes and laws of the Russian Federation, delegated
legislation of state bodies regulating individual issues of tourist business, statistical data in terms of the indicators,
analyzing the development of tourism, as well as periodical materials available from mass media.

During research, it is planned to improve approaches to the elaboration of tourism development strategies,
to develop measures for coordination of activities between the key participants of the tourism business, to justify
the concept on the strategic management of sustainable development of tourism at different levels of the national
economy.

2. Results

Most tourism organizations in the Russian Federation conduct market research and perform segmentation of
consumers according to the method, which envisages carrying out a survey among the customers using different
methods, such as interviewing by telephone, by mail, and personally using specially designed questionnaires.

Despite the fact that many tourism companies use specially developed questionnaires, they usually carry
out segmentation based on just one indicator, i.e. use one-dimensional distribution. For example, the LLC "Sirena
Trevel" tourism organization, when asking during the survey a question "What type of recreation do you prefer?"
has received from consumers the following answers describing their preferences: a significant proportion among
the interviewed potential customers gave the preference to the active tourism (36%), sightseeing tours (32%), and
beach-related rest (21%).

To the question "What type of recreation abroad do you prefer?" questioned respondents answered in the
following way: 44% of the potential tourists chose sightseeing tour programs, 32% of holiday-makers preferred
beach-related holiday, while 11% of the respondents chose active tourism.

At one-dimensional segmentation tourism company encounters difficulties when proceeding to the choice
of target segment, on which the company should focus. Therefore, it is appropriate processing the obtained
questionnaire survey data in the following order: 1) to carry out initial segmentation based on one-dimensional
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distribution; 2) to carry out segmentation based on two-dimensional distribution (based on two characteristics); 3)
to be sure in the course of segmentation that the resulting segments are measurable, sufficiently large, attainable,
and stable.

When posing a question "Specify, which factors and segmentation criteria are used by your company when
planning tour packages and developing new tourist destinations?" the respondents were asked to rate the criteria
on a 5-point scale, where 5 meant very important, 4 — rather important than unimportant, 3 — hard to say, 2 — rather
unimportant than important, and 1 — absolutely not important (Table 1).

The obtained results have shown that two factors have received the highest rank (1.6), namely social and
psychological factors. This is evidence of the fact that the domestic tourism companies when forming their tourism
product are primarily driven by the income level of the average consumer, mentality and traditions, as well as
climatic specifics of the region.

Table 1. Assessment of segmentation factors and criteria of tourist services consumers

The importance of ~ Assessment of the | Rank of the

Formulation of criterion the criterion on a 5- criterion, points criterion
point scale

1. |Geographical factor 4 10 4
2. |Demographic factor 5 11 3
3. |Social factor 4 12 1.6
4. |Psychological factor 5 12 1.6
5. |Behavioral factor 5 8 5

Understanding consumer needs is the main principle of market management, and in our opinion, it is much
better to start the process of market segmentation exactly with customers’ perspectives and group them according
to the similar needs. In general, consumers of tourism services can be divided into 5 segments (Table 2).

The next step after grouping customers into segments based on their needs is identification. For example,
the main descriptive factors that distinguish segment A from other segments include level of income, age and
marital status. Also, quite obvious is the assumption that individuals in this segment are characterized by self-
confidence, individualistic behavior, and a wide range of interests beyond the home.

Although the segment B is in the same age category as the segment A, its representatives have lower level
of incomes. This segment includes most likely families with small children, and therefore they may be more sensitive
to the selection of tourist destination and the expectations of its approach.

Segment C can be described as the category of young people with not-too-high salary, who predominantly
tend to budget trips without extra amenities, as well as to sightseeing tours and active recreation. Representatives
of this category will likely turn a blind eye to the shortcomings in the course of organizing the tour. Segments D and
A have two features in common (age and the level of income), however there are some differences between them.

In particular, the segment D includes customers, who are married and have children. Based on this
circumstance, we can assume that the price and reputation of the tourist company for such consumers have a great
importance. For these customers, the security issue will play an important role.

Segment E characterizes customers with low incomes, who choose specific offers from tourism companies,
and for whom the main selection criterion is the offer of various benefits and discounts. This segment is prepared
to accept the lack of work and some inconveniences.

To check the comprehension of the needs of the certain segment and the company's ability to transform this
comprehension into the value proposition, we need to develop a strategy of segment-based positioning. This
strategy can be successfully applied at the level of tourist destinations, regions, as well as at nation-wide level.

The initiative for its implementation may come from different participants of tourism process, which involves
public authorities, tourism organizations and their associations, institutions engaged in the protection of cultural
monuments, architecture, or nature conservation objects, etc. Each of them is interested in the development of
tourism as a lucrative activity and opportunities for improving employment, developing infrastructure, raising the
standard of living and welfare of the population.
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Table 2. Market segments of tourism services consumers based on the identification method

Recreation with a
certain risk and a
set of additional
services for a high
price
(it may be —

Basic need

Recreation with
no risks with a
set of additional
services at an
average or high
price

Budget vacation
or "hot tour"

Recreation with no
risk with a set of
additional services
at an average price

Budget vacation
without additional
services

a "hot tour")
Segmental
EELCT

Segment A

Segment B Segment C Segment D Segment E

Demographic profile
Age 25-35 30-45 17-25 25-35 45-60
"r‘ﬁgl':s 30000-50000 | 15000-30000 | 10000-15000 | 30000-40000 | 15000 -30000
Marital status Unmarried Married Unmarried Married Married
Children No Yes No Yes Yes
Lifestyle
Using tourist
services 2-3 times a year once a year for the first time
throughout (30%) y (400/2') (11%) once a year (12%) | once a year (7%)
the year
Behavioral patterns of the use
Reason for . Previous A specific Recommendations i
. Recommendations . . A specific
choosing a : experience of proposal that of friends,
. of friends, . ! . proposal that
particular . contacting this attracted acquaintances, and .
four acquaintances, and . . attracted interest
ourism relatives (25%) company interested relatives (24%)
company (23%) (24%) (16 %)
Srterafor | Quaity of semvices | N Price Price Availability of
fourist progduct (16%) (21%) (19%) (19%) discounts (21%)
Expenses for
a tourist trip 500 - 700 300 — 500 euros | 200 — 300 euros 300 - 500 no more than 200
(per person / euros euros euros
per week)

In our opinion, the Federal Agency for Tourism of the Ministry of Culture of the Russian Federation should
carry out the segment-based positioning in accordance with two aspects: 1) to conduct segmentation of tourist
destinations or regions to obtain information on the amount and structure of demand for those or other tourism
services, and specific needs of consumers, that will allow implementing more efficient management, including
strategic management of tourist activities, as well as efficiently allocate funds between participants in the business
process; 2) to propose actors, which compose a certain tourist destination, carry out periodically segment-based
positioning and identify specific consumer needs (e.g., improvement in road infrastructure in order to increase the
accessibility of a particular tourist site, the reconstruction of architectural or cultural monuments, etc.).

3. Discussion

The reliability of the presented approaches to the assessment of the tourism industry-related environment is
confirmed by the fact that the segmentation process of consumer tourism services, which is shown by the example
of tourism company can be effectively applied at the regional and nation-wide level.

If domestic tourism companies would have conducted customers segmentation on the regular basis, while
providing the obtained data to the appropriate state authority, namely the Federal Agency for Tourism, such
information would have been very valuable, and in some cases just necessary for the efficient strategic
management of tourism industry, primarily in the elaboration and implementation of development strategies and
programs, since one of high-priority tasks of such management is stimulating consumer activity of the population,
which cannot be implemented without knowing the needs and requirements of potential customers.

At the same time, at the macrolevel, it is necessary to identify sustainable target segments of potential
consumers, combining all features into a single chain (Hung, Li, Pan and Petrick 2010, Vorobei and Kirdyapkin
2014). In addition, it is recommended to conduct assessments of consumers by identifying the set of factors
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influencing consumer demand as the value most important for the strategy development. The difficulty here lies in
the fact that the assessment of tourism services quality by the consumer is quite subjective and depends on different
economic, socio-psychological, socio-demographic, and behavioral factors.

National state management bodies should also use all existing means and methods influencing the tourism
development in general, and in this particular context, stimulating consumer demand based on motivation theories.
So, for example, almost all the tourists are concerned about their safety (the threat of terrorism, and health security).
In this regard, the Federal Agency for Tourism, the task of which is to improve the tourist image in the global market,
must necessarily take into account this circumstance, promising tourists’ personal safety, special conditions of
insurance and medical care.

In tourism, underestimating the demand is just as dangerous as overestimating it. In the case, where the
travel company is not able to serve a significant number of tourists, suffer both reputation of the company and
tourist destination. Exactly the same happens at the level of state, i.e. foreign tourists, who received low-quality
services will disseminate negative information about the state in their home countries, thereby alienating potential
visitors. This will affect the overall tourist image of the country.

Because of the existence of conflicting needs, such as settled lifestyle and activity, recreation and work,
passive consumption and creative approach to leisure, tourism needs careful marketing research of consumer
behavior motives as the basis to form effective system of strategic management in the tourism industry.

Contemporary domestic realities show that despite the fact that in the Russian Federation tourism is
positioned at the state level as a priority sector of the national economy development, in fact, the number of relevant
activities aimed at real development and encouragement of the tourist industry, is quite small.

In our opinion, one of the reasons for this situation is the lack of understanding by executives of the public
administration of the importance of tourism as an industry, rather than just a form of leisure. Countries that are
advanced in the field of tourism, such as France, Italy, the USA, Spain, the UK, Egypt, and many others have long
passed to a qualitatively new level of the industry development, where strategic management is the basis of such
development. Strategic management incorporates all tourism-related activities as well as their management
including regular advertising campaigns, long-term development programs, and systematic participation in various
world tourism forums.

Conclusion

Summing up, we can note that above proposals will allow improving and raising the tourism industry sector at a
totally new level in the national economy that will include social responsibility to society for the fulfillment of the
mission, integration of the economic potential of the tourism industry and the abilities of the professionals involved
in the tourism industry to more effective use of resources in the course of achieving set goals.

The proposed measures will also contribute to the development of innovation processes that involves
continuous improvement of technological, informational, and managerial processes to ensure the compliance of
the subjects of the tourism business with the requirements of the external environment.

With the purpose of improving coordination between key players of tourism business and developing the
mechanism of strategic management of tourism business in the face of constant changes in the external
environment, we propose to establish the Association of Tourism Business Leaders of the Russian Federation and
transform it into an institution, which would combine and implement the interests of its members, i.e. players of
different hierarchical levels of the tourism industry (government, business, and consumer sector) as equal partners
to meet needs and requirements of each of them, as well as to attract common efforts for tourism development in
the Russian Federation.
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