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Introduction

With prestige being an evaluative judgment of high status in people’s mind (Dubois & Czellar, 2002), consumers are willing to accept prestige brands’ higher prices for a 
unique set of benefits, not only brought by the products themselves, but also the associated values (Debnam & Svinos, 2007; Rauscher, 1992).  Luxury hotels represent one 
of the sectors demonstrating this phenomenon.
Thus, this research aims at identifying the antecedents of brand prestige in affordable luxury hotels, targeting the younger fashion-conscious middle-class customers (Ryu, 
2009).  While traditional luxury hotels refer to brands with the highest price tags and targeting only the wealthiest individuals (Truong, Simmons, McColl, & Kitchen, 2008), 
affordable luxury hotels offer luxury hotel experiences with style, comfort, service and pampering within the reach of customers who are willing to “splurge” (Alvarez, 
Kemanian, & Malnight, 2004).  With the rapid growth of the middle-class customer segment, affordable luxury has received increasing research attention (Walley, Custance, 
Copley, & Perry, 2013), but the market remains underexplored in the hotel sector.  Therefore, affordable luxury hotels are the center of investigation in this study.

Research Objectives

1.Examining the antecedents of consumers’ 
perception of BP in affordable luxury hotels

2.Identifying the relative impact of the antecedents 
on consumers’ perception of BP

3.Offering practitioners with recommendations for 
enhancing BP, and thereby, maximizing its 
benefits in the affordable luxury hotel market

• Research Method: Quantitative survey in the form 
of self-administered questionnaires 

• Instruments:

• 28-item customer experience (CE) 
measurement scale (7-point Likert scale 
from “strongly disagree” to “strongly agree”) 
based on Walls, Okumus, Wang, and Kwun 
(2011) and 13 other researches 

• 3-item BP measurement scale (7-point Likert 
scale from “strongly disagree” to “strongly 
agree”) based on Baek, Kim, and Yu (2010) 

• Hotel-stay and demographic information 

• Sampling: 423 convenient samples of Hotel ICON 
customers

• Data Analysis: Descriptive Analysis, Exploratory 
Factor Analysis, Reliability Analysis, Multiple 
Regression Analysis

Methodology

Key Findings

• Consumers’ evaluations on 3 CE dimensions, 
including Physical Environment (PE), Guest-to-Staff 
Encounters (GSE) and Guest-to-Guest Encounters 
(GGE) had significant impact on their BP perceptions   

• Consumers’ evaluations of PE had the greatest 
impact on their BP perceptions, followed by followed 
by GSE and GGE 

Table 1 Summary of Multiple Regression Analysis Predicting the Relationships between CE 
Dimensions and BP (N=423)  

Recommendations for Affordable 
Luxury Hotel Practitioners

• Paying attention to and managing both the physical 
and human aspects of customer interactions to 
build the properties' prestigious perception

• Prioritizing effort in creating a luxury PE matching 
target customers’ prestigious perceptions 

• Hiring designers or placing fashionable designer 
furniture and décor to imbue the properties 
with exclusivity or prestige elements

• Employing latest technology to deliver a sense 
of style and fashion

• Using atmospheric elements to convey a 
characteristic and fresh image 

• Evaluating specific hotel’s performance in various 
CE dimensions to determine and address their 
critical aspects for improvement through 
measurement scales developed

The Antecedents of Brand Prestige in Affordable Luxury Hotels
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Promotion of Safety and Security for Sustainable
Tourism Development in the Republic of Macedonia

INTRODUCTION

This study was motivated by the increased rate of crime in the world and its effect on 
tourism development in general, and in the Republic of Macedonia in particular. In the 
past twenty years safety and security have significantly decreased due to natural disasters, 
local wars, epidemics and pandemics or terrorist attacks. As a result, our perception for safety 
has been challenged (Kovari, I. & Zimányi, K., 2011, p.1). 

As for Macedonia, it has been in a state of political instability for two years. The over-
all ranking of Macedonia for safety and security by the World Travel & Tourism Council is 45 
out of 141 countries (WTTC, 2015, p.6). 

Although relevant reports do not give negative assessment of the safety and securi-
ty, Macedonia is still not a recognizable destination for tourists.  This study offers a 
better understanding of how tourists view Macedonia with respect to its safety and security, 
highlights some fields for improvement and gives directions for further research.

This study seeks answers to the following questions:
1. What are the main factors that influence safety and security in tourist destinations in the 
Macedonia? 
2. How do international tourists perceive Macedonia with relation to its safety and security?
3. What kind of activities should be done to minimize risks in tourist destinations?

Data collected through the online questionnaire about international perception of Macedonia 
from the outside perspective show that 79% of the respondents perceived the country to be 
safe to visit (Graphic 1). 61% plan to travel to Macedonia in the future, and 46% have already 
visited it. 

However, there is a relatively good perception of the safety and security of Macedonia among 
all those who have already visited the country. The perception of Macedonia among respon-
dents in Ohrid, shows that 90% perceived it as safe country for visiting.
Tour operator interviews findings show that Macedonia is included in their offer in limited ca-
pacity mainly due to the fact that Macedonia is relatively new destination.

METHODOLOGY 

To address the research questions, the following activities were carried out: 

Data collection
• Online survey questionnaire to capture the perception of security in Macedonia amongst 
past and possible future tourists; 
• Survey questionnaire distributed amongst Ohrid tourists to capture their opinion on safety 
and security in Macedonia;
• Tour operator interviews to understand the difficulties agencies face on their tours to Mace-
donia.

Research activities
• Qualitative and quantitative analysis of survey questionnaires including statistical data in-
terpreta-
     tion and two-level analysis of survey results; 
• Analysis of tour operator interviews and comparison with questionnaire results; 
• Comparison of the results with secondary data research, data from the media and from ac-
ademic books, papers, strategic documents, etc.

• Republic of Macedonia is perceived to be relatively safe country within the region;
• there is a relatively good perception of the security and safety of Macedonia among all 
those who have already visited it;       
• tourist who visited Macedonia have very good perception for the country as destination and 
is very likely they would visit again;
• the interest for repeat visit to Macedonia among those who have already been is relatively 
high;
• there is limited knowledge about Macedonia and limited awareness of security issues 
amongst international potential tourists; 
• tour operators who offer Macedonia have good experience with reliable partners, and com-
petent tour guides.

• as research suggest, Republic of Macedonia still needs to work on the improvement of its 
image as a safe and secure country;
• there is a need for improved promotion on international market, particularly in Western Eu-
ropean countries;
• traffic infrastructure as important component for tourism should be improved.

• raising awareness on international level that Macedonia is a safe country to visit;
• attract more investments to improve country’s infrastructure;
• motivate the private sector to invest more in providing satisfactory services for tourists.

FINDINGS   

Findings in this study indicate that Macedonia has good ranking for safety and security that 
positively affects its tourism development. The two indicators “business costs of crime and vio-
lence” and “business costs of terrorism” have improved over the last years. 
The research shows that Macedonia is generally perceived as safe tourist destination. 
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Conclusion

Suggestions for improvement

Recommendations for the tourist
industry and the Government 

CONCLUSIONS AND RECOMMENDATIONS

Graphic 1. Perception of Republic of
Macedonia as safe tourist destination 
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SUMMARY 
 
In the framework of the 
International Year for Sustainable 
Tourism for Development 2017 
this study aims to propose a line 
of action on how to achieve 
higher level of sustainable 
awareness, responsibility and 
stewardship among the young 
generation. Students are 
entering the work force with 
already acquired competitive 
skillset and well-defined values 
that often have an impact 
throughout their entire career 
and decisions. The IY2017 is a 
unique opportunity to raise 
awareness of the contribution of 
sustainable tourism to 
development among the young 
generation as they are the future 
leaders of tomorrow. 
 
Qualitative discussions with 
target groups from UNWTO, 
Campus Madrid (the Google hub 
for innovators) & Junior 
Achievement (one of the largest 
non-profit organizations 
dedicated to inspiring and 
preparing young people to 
succeed in a global economy) 
generated a pool of ideas and 
initiatives that aim is to 
encourage engagement and to 
shape the mindset of the young 
professionals.  
 
Unlike other campaigns targeting 
the academia with research 
initiatives and essay 
competitions, this one bets on 
more action-based approached 
such as social entrepreneur 
challenges and social media 
video competition.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
INTERNATIONAL YEAR OF SUSTAINABLE TOURISM FOR DEVELOPMENT 2017 
MOBILIZING THE STUDENTS THROUGHT THE KNOWLEDGE NETWORK OF UNWTO 
BY ELENA CHOLAKOVA, LUCERNE UNIVERSITY OF APPLIED SCIENCES AND ARTS, SWITZERLAND 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CONCLUSIONS 
Unlike other campaigns targeting 
the academia with research 
initiatives and essay competitions, 
this one bets on more action-
based approached with the hope 
to encourage engagement and to 
shape the mindset of the young 
professionals and convert them in 
catalyst for positive change in the 
future. 
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INTERNATIONAL YEARS FOR SUSTAINABLE TOURISM FOR 
DEVELOPMENT 2017 (IY2017) 
The United Nations 70th General Assembly has designated 2017 as the 
International Year of Sustainable Tourism for Development 
(A/RES/70/193). This is a unique opportunity to raise awareness of the 
contribution of sustainable tourism to development among public and 
private sector decision makers and the public, while mobilizing all 
stakeholders to work together in making tourism a catalyst for positive 
change. 
http://www.tourism4development2017.org/  
 
THE POWER OF THE YOUNG GENERATION 
Students are entering the work force with acquired competitive skillset, 
well-defined values and attitude that often have an impact throughout 
their entire career. In the fast-changing pace of the tourism sector the 
youth of today is shaping the future of tomorrow. Therefore, it is 
important to achieve higher levels of sustainable awareness, 
responsibility and stewardship among the students on an early stage of 
their career. 
 
UNWTO KNOWLEDGE NETWORK 
With more than 80 educational institutions from around the world and a 
solid network of students, prominent academic researchers and 
professors, the Knowledge Network of UNWTO constitutes not only a 
strong advocate for fostering talent among the young generation but also 
a powerful platform for dissimilation of knowledge and good practices in 
the tourism sector. 
 
AIM 
The aim of the research is to generate ideas and line of actions for the 
Knowledge Network of UNWTO in the framework of the IY2017. The 
target group are the students and the research seeks to find ways how to 
get them involved in the celebrations of the IY2017 and empower them 
to become catalyst for positive change. 
 
RESEARCH METHOD 
1. Qualitative discussions with target groups from UNWTO, Campus 
Madrid (the Google hub for innovators) & Junior Achievement (one of the 
largest non-profit organizations dedicated to inspiring and preparing 
young people to succeed in a global economy). 
2. A secondary desk research to help gather good practices in engaging 
students in sustainable development causes. 
 
FINDINGS 
1. IY2017 Video Competition- an initiative that challenges students to find 
ways how to contribute to a cause they care about during their travels, to 
identify problems and offer solutions/improvements to their local 
tourism communities. 
2. Social Entrepreneur Challenge- bringing solutions to persistent social 
problems in tourism through creation of sustainable business models. 
3. Encouragement to participate in the Responsible Travel Campaign of 
UNWTO. 
 
DISCUSSION 
Problem-based and project-based learning activities rather than 
encouragement of academic essays and research papers can be effective 
tools for changing mindsets and shaping values of the students. 
Encouragement of social entrepreneurship is effective way to achieves 
higher levels of sustainable awareness, responsibility and stewardship. 
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        Sarah Tam 
QUANTIFYING THE CLIMATE CHANGE RISKS 
TO THE TOURISM SETOR WORLDWIDE:
AN INDEX APPROACH

  

BACKGROUND

Climate change and vulnerability 
• Climate change is the largest global environmental and development issue
• Without a rapid decarbonization of the global economy, climate change risks will be “severe, 
pervasive and irreversible” [1]

Tourism and climate change
• Relationship between tourism and climate change is an emerging theme in tourism literature 
• Tourism is a “climate sensitive sector” because it is a contributor to and affected by climate 
change [2]
• Direct effects of climate change: temperature, precipitation, humidity, with respect to tourism 
descision-making
• Indirect effects: disasters, fires, disease outbreaks, landscape changes of a location
• It is in the self-interest of the tourism sector to contribute to the to the Sustainable Development 
Goals (SDGS) and Paris Agreement to sustain benefits for consumers and providers

Climate change vulnerability indices for tourism
• Tourism stakeholders rely on vulnerability indicator assessments to target investments in 
climate change adaptation and mitigation stratgies
• Despite the literature on adaptation strategies and climate change, tourism is either absent or 
integrated very weakly in the most widely distributed climate change vulnerability indices [3]
• Few assessments of projected impacts on tourism areas and climate change are available 

To improve upon existing tourism focused climate-change vulnerability indices 

To assess the differential climate change impacts of the tourism sector 

To understand the value of CVIT through a case study of Sri Lanka 

   WHERE IS TOURISM MOST AT-RISK TO THE 
INTEGRATED IMPACTS OF 

CLIMATE CHANGE? 

• The Climate Change Vulnerability Index for Tourism (CVIT) is a compilation of 27 
indicators that compares climate change vulnerability of the tourism sector across 181
countries.
• CVIT was created using a multi-staged indicator selection process; inclusivity and 
comprehensivity were goals of this study

Biophysical, geospatial, social, economic and governance factors were identified 
and subdivided into (1) direct climatic impacts, (2) indirect climate-induced 
environmental impacts, (3) indirect climate-induced socio-economic impacts, and
(4) policy responses 

Initial indicators were revised based on tourism and climate change literature as 
well as by experts at tourism events

Final set of 27 indicators (subdivided into 6 sub-index components - Figure 1)
was collected from 16 sources including Notre Dame Adaptation Institute,World 
Resource Institute, and UNWTO 

3

• Countries were included if at least 70% of the indicators were available and if countries had 
some variable data from each sub-index components

• This extended the inclusivity of CVIT from 127 countries with full data sets to 181 countries 
with partial-to-full sets

2

1

Figure 1: CVIT sub-index components (weighting set 1)
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• The geographic distribution of climate change risks is illustrated in Figure 2
• Low CVIT scores indicate countries with low vulnerability and high potential 
opportunities whereas high CVIT scores indicate high risk to climate change
• Sectoral vulnerability hotspots are found in Africa, the Middle East, South Asia and 
small island developing states (SIDS) in the Caribbean as well as Indian and Pacific 
Oceans
• Countries rated highly vulnerable by CVIT are also where tourism represents a 
significant portion of the national economy (>15% GDP)
• The integrated impact of climate change in vulnerable countries is predicted to 
shift the competitiveness of the tourism sector
• Climate change vulnerability is highest in regions where the largest growth in 
tourism is projected

Most vulnerable:
Eritrea, Djibouti, Yemen, Solomon Islands, Comoros, Haiti, Mauritania, Gambia, Bangladesh, 
Madagascar, Nicaragua, Papua New Guinea, Guinea-Bissau, Micronesia, Dominican Republic, 
Afghanistan, Pakistan, Saint Kitts and Nevis, Dominica, Grenada, India

Least vulnerable: 
Denmark, Finland, Austria, Sweden, Norway, Hungary, Switzerland, Canada, United Kingdom, 
Netherlands, Ireland, Czech Republic, Germany, France, Poland, Iceland, Belgium, New Zealand

Figure 2: Geographic Distribution of Climate Change  Vulnerability 
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• Rapid tourism development in post-war Sri Lanka 
• International tourist arrivals reached 2,050,830 in 2016 (+14% over 2015) [4]
• Direct and indirect jobs in the tourism industry account for 9.7% of employment [5]
• Visitor exports generated 20.7% of exports in 2015 [5]

Figure 3: CVIT scores for Sri Lanka

Climate change risk score: 63 

Adaptive capacity score: 27 

CVIT score: 90

Country ranking: 75/181

• Tourism demand identified as the 
highest vulnerability because of Sri 
Lanka’s distance to their primary 
market. 

Tourism and sustainable development

• Understanding the impact of climate change on tourism countries is a prerequisite to 
sustainable development 

The business case for tourism and climate change research
• Climate change will have irreversible environmental consequences and implications 
for property values, insurance costs and marketing
• CVIT is a coherent assessment on sector-specific vulnerability that helps prioritize 
and allocate adaptation funds [6]

Applicability of CVIT
• Top 20 most at risk tourism economies are exclusively SIDS where tourism 
represents a major part of the national economy 
• Need to enhance practical research regarding vulnerability and impacts of climate 
change on tourism since it offers promising economic activities for communities
• Assists in understanding the risk and adaptive capacity of destinations
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EE--TICKETTICKETS S --   
  

A limitation of visitors in National parksA limitation of visitors in National parks  Student: Tamilla Student: Tamilla NAGHIYEVANAGHIYEVA  
Director: Elmira HDirector: Elmira HAJIYEVAAJIYEVA  

INTRODUCTIONINTRODUCTION  

N owadays, the most interesting and attractive types of 
tourism are ecotourism and sustainable tourism. 
Good choice for such traveler is visiting the national 
parks; it can be national park in their countries or 

abroad. Paradox of this situation is that the place which was 
created for saving becomes a biggest tourist destination.  
 So, the main question is how to limit the amount of tourist, 
and at the same time not to do the decrease the interest of 
tourism to the National parks and stay the tourists delighted. 
In my opinion the best way is making limited of tickets and 
start to selling them by Internet (e-tickets). 

METHODMETHOD  

T he academic work was done by using sec-
ondary data. However, firstly it was 
planned to doing by using primary data by 
e-mailing to administrations of national 

parks. But there was not any answer.  That’s why 
the research paper was counting by analyzing sec-
ondary data and getting from its findings. The ma-
terials were from books, magazines and national 
parks’ website, also author’s own opinion and vi-
sion. 

RESULTSRESULTS  
1. Impact of Tourism     
 
 Positive sides are:  
- Income for local econ-
omy 
- The new job vacancies 
for unemployment  
- Increase demand of lo-
cal productivity  
 
Negative sides are:  
- Job are mainly sea-
sonal  
- Demand for new hotels 
and restaurants, pres-
sure to damage the na-
ture and wildlife  
- Traffic overload  
- Pollution  

2. E-tickets and 
their advantages and 
disadvantages  
 
Advantages:  
- Operating 24/7  
- Guarantee  
- Time-Saving  
- Mobility and Con-
venience  
- Security  
- Cost  
- Ecology  
- Tax  
 
Disadvantages:  
- Uncertainty  
- Opposite effect  
- Debit/credit cards 
could be required  

3. The future in na-
tional parks  
 
The most popular 
nowadays environ-
mental issues:  
- industrial pollution  
- mining  
- farming  
- transporting species 
into habitats where 
they had not been  
- overcrowding ( 7 bil-
lion popularity)  
 
At least benefits 
which national parks 
would have:  
- Manage the amount 
of tourists  
- Manage the number 
of workers  
- Data of income  

CONCLUSIONCONCLUSION  

A s mentioned before our Planet has a threat of catastrophic 
To decrease the destroying our home-Earth the most 
countries becomes to create a national parks. Our research 
shows that this creating slowly begun to acquire the 

opposite effect National parks become make different promotion or 
advertising to attract more and more visitors, someone forget with 
which purpose parks was creating. And avoiding the whole attempt 
to get more visitors, we by the research try to show how it important 
to reduce numbers of visits and their devastating effects. The main 
purpose of this academic work is to show how find solutions of 
decreasing amount of visitors by the best way to the any national 
parks by taking minimum risks make negative effects on countries’ 
eco or even common tourism. Limiting of e-tickets means managed 
organized work with taking care about future of Earth! 
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