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ABSTRACT

This  study  aims  to  explore  policy  implications,  production  and 

consumption processes between the  airline and tourism industries. In 

particular,  policy  initiatives,  product  developments,  innovation  and 

consumption patterns are taken into consideration in order to identify the 

relationship between the two industries within the context of Cyprus. The 

airline industry, after the implementation of liberalization, has changed 

considerably in terms of market size, type of airlines and operations. In 

the case of destination management, innovation and policy planning are 

key  parameters  of  success.  Additionally,  new  business  production 

methods are imperative, given the emergence of a ‘new-tourist’ who is 

educated, seeking shorter breaks and more frequent and cheaper trips in 

unique and unexplored destinations.

Both quantitative and qualitative methods of analysis are employed. In 

particular, 26 interviews of ‘power-elite’ policymakers and stakeholders in 

Cyprus are used to explore policy implications for the identification of 

implementation outcomes and their impact on product developments and 

innovation.  Furthermore,  300  self-administered  questionnaires  were 
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distributed to British travellers to Cyprus, so as to identify the role of the 

airlines and the extent of the importance attributed to destination.

The results of the study suggest a gap in the relation of the tourism and 

airline  industries’  interaction  at  policy  level,  outcome,  and 

implementation. More specifically, the airline policy enables the industry 

to become more adaptive and creative, and innovation is depicted via low-

cost carriers (LCCs). The tourism industry has developed a policy that 

reflects  the  post/neo-Fordism  trends  of  consumption  and  production, 

which refers to niche products. However, there is a dearth of policy theory 

and implementation, with consistent failures and delays. Thus, tourism is 

at the stage of renovation without essential innovation in contrast to the 

airline industry, which is a leader, and a proponent of innovation. 

In terms of consumption, Factor Analysis suggests that  British tourists 

tend  to  book  their  holiday  trips  based on  three  categories  of  airline 

attributes: ‘Customer service’, ‘Price-sensitive & Internet’ and ‘Selection in 

travel  behaviour’.  Cluster  analysis suggests  three  main  categories  of 

tourists,  namely,  ‘Traditional’,  ‘Demanding/Opportunists’  and 

‘Ambivalent’.  The  results  confirm  that  consumers  have  changed and 

tourism destinations must be able to adapt to their demands and to offer 

a variety of services and products in order to survive in a competitive 

global  market.  In  the  case  of  the  airline  industry  and  holiday  trips, 
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convenience and  the  airport  that  the  airline  is  flying  from  is  more 

important than the cost of the ticket. 
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CHAPTER ONE

INTRODUCTION

1.1 Research Context: Airline and Tourism Dynamics

Airlines comprise an important part of the tourism industry and any strategic 

alteration  has  an  effect  on  tourism  (Graham  2008).  Both  industries  are 

undergoing profound changes in  terms of  technological  advancements,  the 

inauguration of new business models, globalization, and new country relations, 

implementation of liberal policies and environmental concerns (Forsyth 2008). 

Changing market trends in Europe indicate an increase in the number of more 

mature travellers, who are generally healthier and have benefited from well-

financed pension schemes (WTO 2008). In addition to the youth market, this 

accounts for the 20% of the total tourism market (WTO 2008). 

Furthermore, globalization in relation to economic unification and cooperation 

between countries has led to easy border crossing and has affected the Visiting 

Friends and Relatives (VFRs) market (WTO 2008). There is also the emergence 

of new markets with economic potential (Brazil, India, China, Russia (the BRIC 

countries) (WTO 2008). Each of these trends indicates a new market in tourism 
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and airline expansion that should be taken into thorough consideration in order 

for the appropriate products to be developed (Burns 1999; William 2004). 
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Tourism constructs, ideas and concepts emanate from the theory of post/neo-

Fordism which has affected the physical and human way of life (Davis 2002; 

Mowforth & Munt 1998; Shaw & Williams 2004). The era of mass production and 

consumption has been challenged by ‘flexible production methods’ (Mowforth & 

Munt  1998) that have changed the  trajectory of  the tourism industry.  New 

patterns have, to a great extent, affected and will further affect the players in 

the industry.  An  important element is  the diversification and adaptation of 

production in accordance with consumer needs (Meethan 2004). 

Many  tourism  practitioners  have  used  ideas  from  post-  and  neo-Fordism 

theories in an attempt to depict the profile of the new tourist in relation to new 

tourism products (Shaw & Williams 2004; Poon 1993; Pretes 1995; Ioannides & 

Debbage 1997;  Coles 2004).  Tourism consumption  and production patterns 

reflect the Fordism approaches with the most recent being the neo-Fordism 

characteristics  within  the  context  of  mass  customisation  and  flexible 

specialisation (Torres 2002; Shaw & Williams 2004; Ioannides & Debbage 1997; 

Ryan 1997).

Tourism is characterised by having a fragmented nature that is hard control and 

develop in a unified way (Wild 1994 as cited in Tyler & Dinan 2001). The review 

of the literature supports the lack of a well-defined approach in terms of a solid 

determination to explain destination planning and policy (Costa 2001; Pforr 

2006; Church et al.  2000; Fayos-Sola 1996).  However, lack of  planning has 
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subsequently led to the current situation, with several destinations suffering 

from negative social,  environmental,  and  economic problems (Costa 2001; 

Thyne & Lawson 2001; Lew et al. 2004).  
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The problems of  the tourism system are  further compounded by a  web of 

different  activities  that  involve prior-during-post  dimensions (Woodside  and 

Dubelaar 2002) with the final product taking the form of an experience (Urry 

1990). Woodside and Dubelaar (2002:120) stated that tourism consumption is:

 ‘…a rich mosaic of relationships among multiple sets of variables’ that 

include ‘background variables (demographic, psychographic and social), 

destination  marketing…prior  trip  behaviour,  information  search  …

transportation modes…macro and micro satisfaction…conation’.

The main challenge of tourism destinations, apart from the emergence of the 

‘neo  tourist’,  is  the  rapid  diffusion  and  dissemination  of  information  that 

accentuates competition (Riege & Perry 2000; Nordin 2003). Tourists perceive 

the tourism industry more seriously than previously in an attempt to gain more 

and novel experiences (Basal et al. 2001).  

Worldwide  competition  has  intensified  the  need  for  differentiation  and 

adaptation as the key determinants of success for both tourism enterprises and 

for destinations. Differentiation in tourism production exists in terms of the 

destination. For instance, there is the uniqueness of the culture that the host 

communities  have  to  offer,  together  with  a  different  approach  to  tourism 

consumption. Policy emerges as an inter-governmental responsibility to control 

and develop an area for tourism (Burns 2004; Church 2004).  The focus on 
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policymaking emanates from the  forces  of  consumption  and  production  in 

tourism. In terms of consumption, the new trend reflects the emergence of 

insightful  consumers  that  influence  the  market  and  who  have  been 

characterised as ‘prosumers’ (Toffler 1980). Production takes the form of flexible 

specialisation that focuses on consumer needs, in addition to global trends in 

the business environment.

The current critical issues of the airline industry have undoubtedly stemmed 

from deregulation, which changed the airline business (Schnell 2003; Francis et 

al. 2004; Ryan & Birks 2005). Air traffic has increased dramatically in recent 

years and consumers have benefited from low fares and a plethora of choices to 

many destinations because of  the  entrance  of  LCCs (Papatheodorou  &  Lei 

2006). This has also had an effect on secondary airports as part of the LCCs 

strategy is to fly from such airports (Starkie 2002; Barrett 2000). The consumer 

has acted rather positively, flying from regional airports primarily because of 

the existence of low cost airlines (Barrett 2004). Furthermore, a regional airport 

is  more  compact and all  the procedures such as  car parking and baggage 

collection  are  cheaper and  more  simplified  than at  major airports  (Barrett 

2004). 

Airline liberalization policies have forced an array of  changes in  the airline 

industry  that  have  had  an impact on  the tourism industry  (Papatheodorou 

2008). In particular, the emergence of LCCs has affected tourism in terms of an 
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increase in tourism movements, and in terms of the geographical and spatial 

distribution (Franke 2007).  The LCC revolution has expanded geographically 

whilst  simultaneously having had an impact  on seasonality,  since travellers 

prefer short distances and frequent breaks (ELFAA 2004; ETC 2006; OAG 2006). 

This can be illustrated in the example of Pisa, an Italian town, from which Italy’s 

flag carrier had withdrawn its direct services. The aftermath was the decline of 

tourist arrivals in Pisa since they had to use coaches. Interestingly, when the 

LCCs started operations to Pisa airport, tourism arrivals recorded an amazing 

increase (ELFAA 2004). 

Furthermore, the internet has become part of the supply chain by minimizing 

and redefining the roles of  tour operators and travel agencies through dis-

intermediation and re-intermediation (Buhalis 2003). The contemporary tourist, 

or the ‘new tourist’ (Poon 1993), has many choices since he/she is educated, 

experienced, adventurous and ‘thirsty’ to experience interactively something 

different  (OAG  2006;  ETC  2006).  Even  though,  in  general,  they  are  price 

sensitive (Bieger et  al.  2007),  they are  not reluctant to  compose a  tourist 

package with deluxe accommodation and a low cost airline fare (Franke 2007; 

Yeoman et al. 2006).

The diverse changes that have ensued from airline liberalization, along with 

their impact on the tourism industry, need to be further explored and theorized, 

so as to better document the dynamic interrelationship between the airlines 
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and the tourism industry. This can be better achieved if the analysis is context 

specific,  taking into  consideration the ways that global  and local dynamics 

interact, and bearing in mind the major and reciprocal impact on the airline and 

tourism industries.

1.2 The case of Cyprus: rationale for the choice

 
The island of Cyprus is presented so as to postulate an exact dimension for the 

consumption and production patterns of both industries, drawing on a specific 

case study. In tourism, arrays of studies have been conducted to reflect tourism 

development on small islands (Lockhart 1997a; Sharpley 2001; Colin & Baum 

1995)  because of  their  popularity  as  tourist  destinations.  Islands have  an 

exclusive reliance on tourism as an important source of income and a platform 

for further development (Lockhart 1997a). This statement can reflect the case 

of Cyprus that has emerged, not only from the foam of the sea, as mythology 

suggests (Nicosia Municipality 2006), but also from the tourism map as an 

important  international  tourist  destination.  The  island  is  located  in  the 

Mediterranean Sea and it is privileged to ‘pull’ tourism without any particular 

effort, given the existence of the three Ss - sea, sand and sun (Sharpely 2001; 

Bramwell 2004). 

The characteristics of an unspoiled, friendly, and hospitable piece of land were 

the  basis  for  the  island  becoming  very  popular  with  European  tourists 
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(Ioannides  &  Apostolopoulos 1999;  Lockhart  1997).  Gradually, tourism  has 

become the most dynamic industry, as well  as the backbone of the island’s 

economy.  This has had several positive effects  and,  in  particular,  is  single 

largest economic contributor in that it  accounts for 20% of Gross Domestic 

Product  (GDP)  (WTO  2001;  Smid  &  Zwart  2002;  CTO  2005;  Clerides  & 

Pashourtidou 2007). The evolution of tourism is vividly depicted in the following 

statement:

 ‘The  period  of  1961  to  1973  was  mainly  exporting  minerals  and 

agricultural  products,  during  the  end  of  the  70s  was  exporting 

manufacturing  goods  and  during  the  80s  and  the  90s  has  been 

transformed into an international tourism and services sector’ 

(Michaelides et al. 2004:18) 

As the years passed, and the tourism industry recorded a dramatic increase in 

terms of arrivals and revenues, negative social, environmental and economic 

impacts became apparent.  In addition, Cyprus has been highly dependent on 

the  European  tour  operators,  given  the  lack  of  a  well-planned marketing 

strategy involving direct distribution of the destination (Sharpley 2001; Sharpley 

2003; Smid & Zwart 2001). Consequently, the authorities, through the Cyprus 

Tourism Organization (CTO), were forced to construct a policy and to set some 

goals so as to avoid further adverse impacts on both the environment and on 

social  life (Sharpley 2001; Ayres 1998; CTO 1998a; Clerides & Pashourtidou 
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2007). Undoubtedly, the changing trends of tourists’ behaviour worldwide, in 

accordance with  alarming signals from the environment,  necessitated  well-

planned  tourism management so as  to  minimise the negative effects  (ETC 

2006). Furthermore, a well-planned tourism strategy is crucial for small island 

states, in that the eco-system tends to be fragile (Lockhart 1997a).  

As far as the airline industry is concerned, before the entrance to the EU and 

the introduction of liberalization policies, the policy was based on a law that was 

inherited from British Colonial rule, declaring a regulatory status characterised 

by bilateral agreements with other countries (Department of Civil Aviation (DCA) 

2002a). In 1986, because of the increased tourism demand, the Government, 

through the Ministry of Communications and Works, relaxed some of the strict 

provisions of the regulated airline industry by introducing a new policy (DCA 

2007). Thus, European charter airlines were allowed to enter the market and to 

commence operations from regional/secondary airports (DCA 2002b). The total 

reform of the airline industry took place, along with the entrance of the island 

into the European Union, by becoming part of the Common Aviation Area (CAA) 

and adopting the Third Package free aviation policies (DCA 2007, Ministry of 

Communication and Works n.d., Politis News 2003a). 

Cyprus is an interesting case because, as a tourism destination, it is at the 

threshold of change. More specifically, the airline industry has been reformed as 

a result of the policy of liberalisation, which instigated the entrance of more 
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carriers  into  the market.  This  has had several  implications for  the tourism 

industry in  terms of  better connectivity and the introduction of  new routes 

within  the  EU.  In  addition,  the  entrance  of  the  LCCs  has  witnessed the 

proliferation of tourism packages and the introduction of direct selling methods 

for the industry (Williams 2008). As far as the tourism context is concerned, 

having  realised  the  changing  world  environment  and,  in  particular,  the 

emergence of a new type of consumer, the island finally introduced a policy for 

tourism in 2003 (Cyprus Tourism Organisation (CTO) 2003). The main vision 

behind this policy was for Cyprus to be established as a quality destination that 

would offer value for money and high levels of satisfaction (CTO 2007). 

Quality is at the forefront of further tourism development, and the role of the 

CTO is  to ensure that all  the directives and the goals that  are part  of  the 

Strategic Plan are followed. The new direction of tourism on the island is framed 

by  the  broad  concept  of  sustainable  tourism  that  is  predicated  on  the 

harmonious symbiosis of tourism with the social and the natural environment 

(Garrod & Fyall 1998). However, despite some progress being achieved, there 

are  many  new  challenges  that  need  to  be  addressed.  For  instance, new 

methods of consumption have rendered Cyprus an obsolete tourist destination 

in that it lacks planning and differentiation. Success in the tourism industry is 

associated with flexible methods of production. In addition to this, there is a 

dearth of research into defining the extent to which the airline and tourism 

policies have affected the two industries in a reciprocal way in Cyprus
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1.3 Research Aims and Objectives 

The main thread of investigation is to add new insights in the new processes 

and trends within the tourism and airline markets, by taking into consideration 

consumption and production patterns, as have been studied by a plethora of 

academics  (Shaw  &  Williams  2004;  Mowforth  &  Munt  1998;  Debbage  & 

Ioannides 1997; Shaw & Williams 2002). It attempts to seek new insights and to 

draw useful  conclusions that will  shed more light on policy remits,  product 

developments, and innovation (Shaw & Williams 2008; Mowforth & Munt 1998; 

Ioannides & Debbage 1997).

. 

The changes in  the  societal  constructs  in  accordance with  the  removal of 

economic and political restrictions and the technological advancements has led 

to new business strategies and new forms of competition (Vanhove 2005). A 

major issue of concern is to understand how the latter is interrelated in terms of 

airline policy, tourism planning and development, taking as a case study, an 

island destination. The existing literature takes into consideration either tourism 

policy and planning or airline policy. There is a dearth of research regarding the 

interrelationship of the policies of the two industries, and how these impact on 

each other’s business conduct (Graham et al. 2008). This research attempts, 

not only to contribute to the context of the airline and tourism industries and to 

shed light on concepts that affect their posture in the market such as policy 

making, production and consumption, but also to interrelate the two industries. 
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Having said that, this study has the following aim:  

‘To  explore  and  inter-relate  policy  implications,  product  developments,  & 

consumption processes in the airline and tourism industries’

This will be achieved by a thorough investigation of the following objectives:

1. To examine the impact of recent  airline policy on the airline industry in 

Cyprus

2. To  understand the  nature  and  role  of  tourism  policy,  planning and 
development in Cyprus

3. To  understand  the  impact  of  tourism  policy  on  tourism  product 
development and, in turn, its likely impact on the airline industry

4. To  understand  the  impact  of  airline  policy  on  airline  product 
developments and hence its likely implications for the tourism industry

5. To identify the role of the airlines and the importance of destinations on 
the degree of influence for British tourists when it comes to choosing 
Cyprus for their holidays. 

As its main stimulus, this research wishes to assess the impact of deregulation 

provisions, which led to the introduction of competition and the implementation 

of an independent strategy by airlines in terms of pricing, capacity, networks 

and operations. Arguably, the most important outcome of deregulation overall, 

has been the entrance of the low cost carriers (LCCs) as a new and pioneering 

business model that changed the business environment (Forsyth 2003; Francis, 

Fidato & Humphrey 2003; Francis et al. 2004; Gillen et al. 2004; Kua & Buam 
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2004). The low cost revolution has influenced the tourism market throughout 

Europe, both in terms of numerical and social aspects (Franke 2007). 

1.4 Structure of the thesis 

The thesis is composed of nine chapters, each of which is concerned with a 

theme of  exploration and investigation. The Literature  Review sets out the 

theoretical backbone of the research agenda by offering a critical review of the 

existing literature. In particular, the review of the literature consists of three 

chapters (Chapters Two,  Three and Four),  with each presenting an issue of 

investigation and contributing to the theoretical framework of the research. The 

methods used in order to carry out the research are thoroughly explained in 

Chapter Five. The following chapters (Chapters Six, Seven and Eight) present 

the research findings, based on the primary research collection methods.  

Chapter Two exemplifies the situation faced by the tourism industry in term of 

policy remarks, product development, and innovation and consumer behaviour. 

The overall purpose of this chapter is to understand the stance of the tourism 

industry in the economy by taking into consideration tourism as an industry 

and/or a system and by identifying the main characteristics. This is followed by 

an attempt to depict the conduct of the suppliers in terms of production and to 

identify  the posture  of  the consumer.  Special focus is  give to  the Fordism 

Spectrum of consumption and production, with particular reference to tourism. 

In a later stage, the terms innovation and policy are presented so that they can 
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be defined and analysed within the tourism context. The main conclusion of the 

chapter is that tourists have become an important part of the industry, since 

they are powerful and able to create their own travel itineraries. 

In Chapter Three, the airline industry is presented, along with a reflection of the 

policy implications of the EU, new airline entrance and product development 

and the effect on of innovation. It acts as a linkage between the airline and the 

tourism industries in  terms of  forging an interrelationship  based on  recent 

developments. The first part of the chapter focuses on the airline industry and 

reflects  upon EU airline policy  and its  implication for  the industry.  Then it 

identifies the aspects that have impacted on the European Tourism industry as a 

result of liberalisation, by presenting the case of LCCs and the emergence of 

regional airports. The chapter concludes by arguing that recent changes in the 

airline industry have had an impact on current consumption and production 

patterns.  

Chapter Four presents Cyprus as the central point of the investigation. The 

chapter takes into consideration the issues raised in Chapters Two and Three, 

and it introduces some actual facts about a particular destination. As mentioned 

above, the island is used as a case study that depicts an alteration in both 

industries. The chapter has a twofold aim, firstly to define the status of the 

tourism industry and secondly to identify new trends in the airline industry. The 

main conclusion is that policy implications in the two industries differ in terms 
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of  formation and implementation. In  addition, the airline industry has seen 

remarkable  changes,  whereas  tourism  is  still  in  a  stagnant  position,  with 

continuous implementation failures. 

Chapter Five is a review of the research methods used in the study, with a 

presentation  of  Secondary and  Primary  methods  that  have  been  used  to 

achieve the aim and objectives of  the study.  The study draws on a  mixed 

methods approach (e.g.  Creswell  2008) as  it  deploys an  amalgam of  both 

qualitative  and  quantitative  approaches  in  terms  of  research  methods. In 

particular, in depth semi-structured interviews have been employed in order to 

interview  26  key  policy  makers  on  the  island,  in  order  to  draw  useful 

conclusions  on  policy  implications,  consumption  and  production  patterns. 

Additionally, 300 self-administered questionnaires  were  distributed to British 

tourists in an attempt to shed light on the consumer response to several airline 

attributes and holiday trips. 

The following chapters (Six, Seven & Eight) present and analyse the results of 

both the qualitative and quantitative methods of enquiry. Chapter Six concludes 

by arguing that there is a gap in the interrelation of the airline and tourism 

industries, with the airline industry proving to be more successful and versatile. 

In the case of Chapter Seven, the main conclusion is that recent developments 

in both industries have had a more remarkable effect on the airline industry 

than on the tourism industry. Finally, Chapter Eight discusses the notion that 
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tourists are flexible and able to create their own tourism itineraries as a result 

of their ability to search for convenient and cost-effective airline schedules. 
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CHAPTER TWO

TOURISM: PRODUCTION & 
CONSUMPTION PATTERNS, 

DESTINATION POLICIES AND 
INNOVATION  

‘Tourism is a worldwide industry, one can take a holiday at the North Pole 

or the South Pole and everywhere between!’

(Yeoman et al. 2006: 187)

‘Tourism industry is in metamorphosis – it is undergoing rapid and radical 

change.

New  technology,  more  experienced  consumers,  global  economic 

restructuring  and  environmental  limits  to  growth  are  some  of  the 

challenges facing industry.’

(Poon 1993: 3)

2. 1 Introduction  

The aim of this chapter is to sketch out business trends in the tourism industry, 

with regard to both consumption and production, in order to understand the 

current  state of  affairs  of  tourism in the world marketplace. Additionally,  it 
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attempts to conceptualise tourism as a system of consumption and to identify 

its effect on policy remits, innovation and product development. The chapter 

begins  by  defining  tourism  in  order  to  identify  the  differences,  and  its 

idiomorphic characteristics, as an industry and a system. Then, it presents the 

current  production  and  consumption  patterns  with  particular  reference  to 

Fordism’s spectrum as applied to tourism. It continues with tourism innovation, 

which is  presented as  the aftermath of  competition, and globalisation that 

necessitates novelty  and creativity.  Finally,  the term policy and planning is 

illustrated  so  as  to  offer  a  better  understanding  in  terms  of  destination 

management,  production and innovation in a competitive environment.  This 

chapter serves as a background to the broader stance of the tourism industry, 

in order to introduce some concepts that will be useful in the examination of the 

case study of Cyprus in Chapter Four.  

2. 2 Defining tourism – a system or an industry? 

 The World Tourism Organisation, points out that tourism, ‘…is firmly established 

as  the  number  one  industry  in  many  countries  and  the  fastest-growing 

economic sector in terms of foreign exchange earnings and job creation’ (WTO 

2008:8). Additionally, again in accordance with the WTO (2008:1) ‘Tourism is 

the social, cultural and economic phenomenon related to the movement of 

people to places outside their  usual place of residence, pleasure being the 

motivation’.  Urry  (1990:2-3)  defines  tourism as,  ‘…a  leisure  activity which 

presupposes its opposite, namely regulated and organized work’ and ‘…is a 
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movement of people to, and their stay in, various destinations’. The uniqueness 

of tourism is evidenced by the number of the sectors and/or industries that 

participate in the business, as well as by the polymorphic existence of different 

destinations, with a variety of natural sceneries and social cultures (Vanhove 

2005). As Cai et al. (2006:37) pertinently argued in relation to the complex and 

multidimensional nature of tourism:

 ‘Defining  an  industry  is  usually  unambiguous  when  it  comes  to 

automobiles, steel, agriculture, and so on. But tourism comprises sellers 

of not one particular product but many heterogeneous products’.

Tourism  is  a  constitution  of  different  types  of  suppliers  that  all  together 

compose the product or service (Shaw & Williams 2004). Stabler and Sinclair 

(1997) characterized tourism as a ‘composite product’  since the inclusion of 

different direct and indirect suppliers underpins the production and distribution 

phases. According to Middleton & Clarke (2001), tourism is described as an 

overall product, with the supply chains or tourism producers categorised into 

five  distinct  groups  (Figure  2.1).  The  industry  is  a  constitution  of  the 

accommodation sector,  the attraction sector, the transport  sector (aviation, 

rail),  the travel organization sector,  and the destination organization sector 

(Middleton & Clarke 2001; Evans et al. 2003). 
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In the tourism literature, the term ‘tourism product’ is associated with the sense 

of  ‘packages  or  destinations’  (WTO  2008:30).  In  terms  of  package,  it  is 

composed of  the destination, transport  and accommodation facilities  (WTO 

2008:30). Vanhove (2005:2) describes the nature of tourism as ‘… an amalgam 

of phenomena and relationships… which arise from a movement of people to, 

and stay in, various destination’. Furthermore,  tourism is  characterised and 

takes the name of the activities related to the destination, for instance cultural 

tourism or eco tourism (WTO 2008). 
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Figure 2.1: Components of the Tourism Industry

(Source: Adapted from Middleton & Clarke 2001:10)

Based on the composite nature of the tourism product, emphasis should be 

placed on the linkage among the different compartments. The passage from 

production to consumption is referred to as a commodity chain (Clancy 2002; 

Mosedale 2006; Mosedale 2008). Clancy (1998:122) puts forward the idea that 

‘Commodity chains trace the social and economic organisation surrounding the 

global ‘life’ of a product, ranging from the stage of raw material extraction 

through consumption of a finished good’. In other words, the chain aims to 

investigate  not  only  what  is  offered  in  the  wider  tourism context  but,  in 

particular, how it is offered and by whom (Clancy 2002). The intervening forces 

that exist throughout the chain, as part of the political economy, are influenced 
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by  ‘…political  negotiations  between actors  over  the  transfer  of  resources’ 

(Mosedale 2008:153). These factors lead to the existence of different types of 

chains in the tourism industry with each having certain characteristics, but all of 

which aim to deliver a service (Mosedale 2008; Coles 2004). In the case of the 

airlines, as will be discussed in Chapter Three, their role is to provide a linkage 

between the different spaces and boundaries of the tourism system.  

Leiper (1990) has perceived tourism as a system that, because of its multi-

dimensional nature, expands beyond economic activities. Dredge (1999 as cited 

in Richards 2002:1050) commented on Leiper’s model by arguing that: 

‘It has many potential uses ,including understanding the way in which 

destinations attract  tourists,  investigating  the  patterns  and  nature  of 

attractions  visited,  and  analyzing  the  their  role  as  fundamental 

components of destination regions’. 

Tourism as a system, as illustrated in Leiper’s model (Figure 2.2), has two poles. 

In  general,  the  idea of  the  tourism system is  the movement of  people to 

another geographical location (Page 1999; Cooper et al. 1993). It  has three 

dimensions of  interaction  -  the  tourist  as  the  consumer,  the  geographical 

elements, which is the spatial movement (generating region, destination and 

transit region), and the tourism industry (Cooper et al. 1993). According to Hall 

(2008:76),  ‘Tourism  is  often  termed as  a  system in  order  to  describe  the 
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interrelationships between the various sectors that enable leisure travel to and 

from a destination’. Alternatively, tourism as an industry has an overarching 

focus  on  the  commercial  aspect  as  an  economic entity,  whereas  all  the 

suppliers/sectors deliver a particular component of the product (Anastasiadou 

2008; Cooper et al. 1993; Ryan 1990; Mills & Morrison 2002). 

Figure 2.2: Leiper’s Model – A Basic Tourism System

(Source: Leiper (1990) in Cooper et al. 1999: 5)

Burns (1999:35) provides a different insight by stating that tourism is ‘…a set of 

interlinked industries’ and ‘…it is also a complex set of social phenomena’. He 

continues by arguing that viewing tourism as a system, is to see it as a process 

which focuses particularly  on  the social  and cultural  aspects (Burns  1999) 

underpinning this  process.  Smith  (2004)  supports  this  view by  saying that 
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tourism as such is not an industry, but is a system that is composed of ‘tourism 

industries’ and continues by reflecting that ‘A tourism industry is any industry 

that produces tourism commodities’ (Smith 2004:31). This is in alignment with 

Clancy’s argument  (2002: 71)  that  tourism ‘…is  made up  of  a  number of 

overlapping sub-industries’.   

Hall (2008:55) touches upon another dimension that denotes the complex and 

multidimensional nature of the concept, by stating that  ‘Tourism is seen as an 

industry that can be used as a tool by governments to achieve certain goals of 

economic  growth  and  restructuring,  employment generation,  and  regional 

development through the provision of financial incentives, research, marketing 

and promotional assistance’. 

Understanding commodification is an important dimension in order to reveal the 

place of tourism in the contemporary world (Williams 2004). In the tourism 

context, the meaning of commodification takes various dimensions given the 

high  involvement  of  the  consumer in  the  production  system (Debbage & 

Ioannides 2004:100), along with the plurality of aspects that participate in the 

tourism process such as ‘…labour, capital, and natural resources’  as inputs of 

production (Williams 2004:63). Tourism as a commodity is defined as ‘…any 

good or  service for  which a  significant proportion  of  demand comes from 

persons engaged in tourism as consumers’ (Smith 2004:30). Mosedale (2006: 
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437) states that ‘A product becomes a commodity, or is commodified, when the 

exchange-value allocated to it in capital transactions exceeds its value’. 

Similarly,  Pine  and  Gilmore  (1999:7)  define  commodities  as  ‘…fungible 

materials extracted from the natural world’ and goods as ‘…tangible products 

that companies standardize and then inventory’ and continue by arguing that 

‘…commodities  are  fungible,  goods  tangible,  and  services  intangible  and 

experiences are memorable’ (Table 2.1). Additionally, a commodity can be ‘…

when a person buys an experience, she/he pays to spend time enjoying a series 

of memorable events that a company stages - as a theatrical play - to engage 

him in a personal way’ (Pine & Gilmore 1999:2). This further depicts the notion 

of  tourism as  an  experience  with  the  local  point  of  consumption  as  the 

destination (Mowforth & Munt 1999). Thus, ‘…tourism must be understood as a 

commodity  with  both  a  symbolic  or  sign  value  and  an  exchange  value’ 

(Mowforth & Munt 1999:124). 

Thus, commodification of tourism as such has a blurred meaning because of the 

multidimensional aspects of the tourism experience (Williams 2004). Williams 

(2004:64) argued that tourism commodification takes various forms over time 

and space, reflecting differences in economic and cultural systems. It can be 

argued that tourism as such is partly commoditised because of the multifaceted 

process and interaction with the environment as part of the tourism experience, 

which do not instigate a paid value (Williams 2004). Another example is the fact 
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that some forms of tourism such as ‘Visiting Friends and Relatives (VFRs)’ do 

not have an actual economic value, for instance in terms of accommodation.  

As  mentioned above,  from the  axis  of  production,  tourism is  a  composite 

product (Stabler & Sinclair 1997). The end user of all different bundled services 

is the tourist who is characterised by certain behaviours. Tourism, in nature, is 

perceived as ‘…a service and not a tangible good’ (Mak 2004:11). For this 

reason ‘…it cannot be stored if it is not sold or consumed’ (Mak 2004:11). The 

pre-purchased procedure  is  associated with the  search for  vital  information 

about different destinations, airlines and hotels that will determine the choice of 

a holiday trip within an available budget. The next step is to book the holiday, 

either directly with each supplier, or via a tour operator or a travel agency. 

Table 2.1: Economic Distinctions
Economy 
offering

Commodities Goods Services Experienc
es

Economy Agrarian Industrial Service Experience 
Economic 
function

Extract Make Deliver Stage 

Nature of 
offering

Fungible  Tangible Intangible Memorable

Key attribute Natural Standardized Customis
ed

Personal 

27



Method of 
supply

Stored in bulk Inventoried 
after 
Production 

Delivered 
on 
demand

Revealed 
over 
duration 

Seller Trader Manufacturer  Provider Stager 
Buyer Market User Client Guest
Factors of 
demand

Characteristics Features Benefits Sensations 

(Source: Pine and Gilmore 1999:6)

In particular, for the tourism industry, the equivalent to product is characterised 

as something that is: 

‘…very intangible  …  cannot be stored  (simultaneity of  production and 

consumption),  the  consumption of  tourism products  involve the active 

participation  of  the  consumer  (prosumer),  and  tourism 

production/marketing  may  involve  large  capital  assets  (airlines,  hotel 

chains  or  car  rentals)  or  at  the  intermediation,  distribution  and  final 

consumption stage may involve interaction personnel (e.g. travel agencies, 

restaurants, coaches etc)

                                                                                                       (Weiermai

r 2004: 3) 

MacCannell (2002:146) correctly wonders: 

‘Why do people spend millions of dollars to get close to something they 

can never posses, which very often they are not allowed to touch or 

breath on? Factors that motivate tourist desire are mysterious and illusive, 

even to the tourists themselves. We know little about what it  is  that 

tourists consume.’
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Tourism  products  and  activities  are  classified  and  categorized  as 

‘experience goods’ (Mak 2004:12). Pine and Gilmore (1998:9) argued that 

‘…services are intangible activities performed for a particular client’ and 

finally, ‘…experiences are events that engage individuals in a personal 

way’  (1998:12).  Tourism  can  be  associated  with  the  ‘…guest  of  an 

escapist  experience  in  an  immersive  environment’  (Pine  &  Gilmore 

1999:33) and, for that reason, it constitutes an important element of the 

‘experience economy’ (Quan & Wang 2004:297). 

Thus, tourism is an important part of Pine and Gilmore’s (1999) ‘experience 

economy’ (Oh et al. 2008), with active or passive participation, immersion and 

absorption  (Figure  2.3).  Tourism  experiences  have  entertained,  educated, 

provided aesthetic  experiences without harming  environmental  values  but, 

above all, tourism is an ‘escapist experience’ from mundane life (Figure 2.3) 

(Pine and Gilmore 1999). Weiermair (2003:3) postulates that ‘…experience in 

this context means content, i.e. the nucleus of the holidays’. In particular, an 

experience  is  a  subjective  concept  based  on  human  behaviour,  beliefs, 

socioeconomic status and cultural characteristics (Ryan 1997).

As an experience, tourism involves an engagement with several spaces (airport, 

airline, hotel and destination) within different time series, and it differentiates 

itself from other products, given the holistic involvement of the consumer in the 

tourism process. Other characteristics of tourism include a non-transferable, 
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perishable and limited life span nature that cannot be stored for later use (Urry 

1990;  Shaw  &  Williams  2004;  Weiermair  2004;  Vanhove  2005).  Tourism 

commodities  have  several  spatial  and  sporadical  dimensions that  involve 

services/commodities  in  accordance  with Leiper’s  tourism system (Meethan 

2004:112).  
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Figure 2.3: The experience realms

(Source: Pine and Gilmore ‘The experience economy’ 1999)

An  important  distinction  in  terms  of  tourism  production  is  the  static 

infrastructure of the destination, while the actual  acquisition of the tourism 

product is characterised by the mobility of the visitor as the most dynamic part 

of the tourism process (Vanhove 2005:2). Mobility is an important dimension 

that has affected the tourism industry in the sense of cross-border movements 

and  easy  access to  different  destinations  (Meethan 2006; Timothy &  Teye 

2004). This is  supplemented by recent developments in airline policies  and 

airline  technologies that have facilitated the tourism movement even more 

(Duval 2007; Forsyth 2008).  
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The new pace of society has influenced consumption and production patterns 

(Meethan 2006) and this derives from a number of parameters that have forced 

an alteration, with a key component being the ‘emergence’ of the new modern 

consumer, who is educated, experienced and able to choose and decide (Coles 

2004). Thus, tourism suppliers now concentrate on innovative approaches to 

enrich the tourist vocabulary, with terms such as policy, quality and value (Hall 

& Williams 2008). Furthermore,  mass gatherings with the popular Ss of the 

tourism industry with regard to the destination, that declare sun, sea and sand 

has been replaced by a stronger, stand alone S, which denotes a new process of 

development,  sustainable tourism, that is a well-planned policy on the part of 

the destination and a meaningful way of holiday-making (Mowrforth & Munt 

1998). 

Undoubtedly, over the last few years, there has been a significant change with 

regard to consumer’s behaviour within tourism (Nylander & Hall 2005). New 

products  have  emerged  to  satisfy  emotional,  social  and  natural  needs 

(Brackenbury 2003). The perceived, or the pre-travel imaginary visualization of 

tourism  activity,  is  the  most  important  criterion  for  determining  tourism 

movement. The  alteration  in  tourism  behaviour towards  a  more  ‘tangible’ 

tourism  experience  has  had  a  great  impact  on  the  tourism  package.  As 

mentioned above, the new and contemporary holiday package is an amalgam 
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that includes ‘…entertainment, educational, aesthetic and escapist elements’ 

(Weiermair 2003:3). 

Many  studies  have  demonstrated  the  changing consumption  patterns  and 

reflect upon different approaches (Hall 2005; Sharpely 2002; Shaw & Williams 

2002; Urry 1990; Debbage & Ioannides 1998). As a general belief, there is 

ample evidence of a change in the demographics and in people’s buying habits 

(Pegler 2003; Stamboulis & Skayiannis 2003; Boissevain 1996). There is, for 

instance, an increase in the number of single parent families, an increase in 

single by choice persons, whilst the position of women in the society has been 

redefined (Gonzalez  &  Bello  2000).  For  instance,  in  the  Canadian tourism 

market there is a growing demand from women who wish to travel in groups 

and are seeking new experiences from their holidays (Brackenbury 2003). Thus, 

new tourism packages must be developed to  address and satisfy  the well-

educated, independent, and high self esteem women of the 21st Century.

In terms of consumers’  preferences, tourism as a product is subjective and 

varies in accordance with the way that it can be evaluated and perceived in the 

pre-buying  process (Beldona et  al.  2005;  Urry  1990).  As  it  was mentioned 

above, this is attributable to the lack of existence of a physical dimension where 

a product can be touched or seen (Mak 2004). Ryan (1997:3) argues that:
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‘From  a  purely  pragmatic  viewpoint,  consider  the  fact  that  people 

repeatedly  spend large  sums of  money each year  on  an activity  that 

results  in  no  ownership  of  physical  assets, that  takes  them from the 

comfort of familiar environments to possibly strange places where they do 

not speak the language, know the custom, and where run a real risk of 

catching the ‘runs’.

Furthermore,  life expectancy has grown,  and there has been an increase in 

tourism on the part of the senior population (Pegler 2003). Holiday trips have 

been expanded in  duration and, at  the same time, have been broken into 

smaller duration and higher frequency trips (Caprini 2006). Shopping habits 

have been modified and technology,  along with globalisation, broadens the 

horizons of this group (Pegler 2003). In addition, annual income from tourist 

generating regions has been increasing, thus more money is being spent on 

travelling (Gonzalez & Bello 2000). 

In  other  words,  in  conclusion,  there  has  been  an  alteration  in  human 

psychographics, which are defined by Mill and Morrison (1985 as cited in Keng & 

Cheng 1999:382) as ‘…the development of psychological profiles of consumers 

and psychologically based measures  of  types of  distinctive model of  living 

lifestyles’.  This  section has  highlighted  the  place  of  tourism in  the  world 

economy in terms of the changing patterns of consumption and production. The 

next section focuses on the Fordism characteristics with particular reference to 
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tourism,  in  an  attempt  to  better  conceptualise  the  transition  from  mass 

production to more individualised production methods.

2.3 Tourism Consumption and Production – the Fordism 
Spectrum  

As  noted above,  tourism is  characterised by  a  mass movement  of  people 

outside  their  normal  place  of  residence.  The  most  common perception  of 

tourists as such, as a mass phenomenon, can be described as follows:

‘Isolated from the host environment and the local people, the mass tourist 

travels  in  guided  groups  and  finds  pleasure  in  inauthentic  contrived 

attractions, gullibly enjoying the ‘pseudo events’  and disregarding the 

‘real’ world outside’ 

(Urry 1990:7)

MacCannel  (1976:24)  argues  that  humans  have  the  urge  to  travel  and 

experience new and extraordinary places all over the world. This reflects the 

notion of Urry (1990) that everybody has the need to ‘take a holiday’ and to 

travel in another place, other than the usual place of residence.  Coles (2003: 

237-238) reflects on tourists as consumers by arguing that they:

‘…have become increasingly empowered by great wealth, leisure time 

(to search out opportunities), and information in the form of worldwide 

web and the plethora of  guidebooks, newspaper travel supplements, 

travel programmes on television and radio and the like’.
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Tourists consume images  as ‘pseudo events’ (Urry 1990; Leigh et al. 2006; 

MacCannell 1976) such as the magical presentation of Disneyland that offers 

a few hours of escapism in ‘…an imaginary effect concealing that reality no 

more  exists  outside  than  inside  the  bounds  of  an  artificial  perimeter’ 

(Baudrillard 1989:11).  

In Table 2.2, the three phases in terms of the Fordism spectrum are illustrated 

(Torres 2002) as the representation of tourism production and consumption. An 

important  issue of  investigation is  not  only  to  define each of  the Fordism 

concepts but also to identify the exact dimensions of existence, inexistence and 

coexistence  (Torres  2002).  To  elaborate  further,  it  is  imperative to  identify 

tourism producers’ behaviour in accordance with the consumer response. In the 

case of  tourism,  consumption and production takes  various forms  that  are 

signified by dimensions such as culture, activities and sightseeing within the 

destination  (Edensor  2001).  Edensor  (2001:74)  elaborates  further  on  the 

polymorphic approach of tourism spaces and tourism activities by arguing that, 

‘…tourism  becomes  a  vehicle  for  transmitting  identity,  by  undertaking  a 

particular form of travel, in a particular style’. Vanhove (2005: 15) portrays 

production as an amalgam of different products and components as part of the 

supply chain as it applies to tourism.  
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As mentioned above, the tourism movement, as a perpetual and inner need, ‘…

poses the potential for a cathartic experience’ (Ryan 1997:1) that is sought as 

the ‘mode’ of escapism from the ongoing daily schedule which enslaves human 

nature. Shaw and Williams (2004: 21) put forward the idea that ‘…tourism is 

conditional on the production and consumption of a bundle of services, goods, 

and ultimately experiences’. Based on the above, it seems obvious that each 

epoch  of  tourism  development  and  the  tourism  movement  has  been 

characterised by a common vocabulary and a specific phenomenon that was 

influenced by the forces of production and consumption in the wider context of 

the  market.  The  trademark  for  Fordism is  the  mass production of  a  large 

amount of commodities, standardised in a single and highly specialised manner 

(Elam 1994, Tomaney 1994). In particular, the Fordism era has instigated:

 ‘…mass production – a system based on the production of long runs of 

standardized commodities for stable ‘mass’ markets, and involving the 

progressive erosion of craft skills and the growing demand for unskilled or 

semi-skilled operatives’

(Tomaney 1994:159)                                      
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Table  2.2:  The  Fordism  Spectrum  of  tourist  production  and 
consumption
Fordist Tourism Post-Fordist Tourism Neo-Fordist 

Tourism
Mass Tourism Specialized/Individualized/

Customized Niche Markets
Tourism

Niche Market Mass 
Tourism

Inflexible/Rigidity Flexibility Flexible 
Specialization

Spatially Concentrated Shorter Product Life Cycle
Undifferentiated Products Product Differentiation Product 

Differentiation
Small Number of Producers Continuity of 

Fordism 
Structures/Institutio
ns

Discounted Product
Economies of Scale Small Scale or ‘Small 

Batch’
Mass Customization

Large number of consumers Consumer Controlled Consumer Choice

Collective Consumption Individualized 
Consumption

Undifferentiated consumers ‘Better Tourists’
Seasonally Polarized
Demand Western Amenities Rapidly Changing 

Consumer Tastes
Staged Authenticity Desire Authenticity Desire Reality While

Revelling in Kitsch
Environmental Pressures ‘Green Tourism’

‘McDonaldization’ or
‘Disneyfication’

‘De McDonaldization’ Flexible/Specialized
‘McDonalized 
Product’

(Source: Adapted from Torres 2002:90)

The mass movement of people has created the notion of mass tourism as a 

depiction of the mass consumption of the same product (Burns 1999). Travel 

companies tend to amalgamate in order to be able to offer identical tourism 

packages at lower price and lower costs (Burns 1999). Travel intermediaries, or 
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tour  operators,  have  influenced  tourism  consumption  and  production  with 

regard to destinations (Burns 1999). 

                                                               

Fordism, as mass tourism, has given rise to identical holiday packages, based 

on the concept that mass consumption is ‘spatially polarized’ and concentrated 

in  specific  areas  (Shaw  &  Williams  2004:219).  The  package  holiday  first 

appeared in the early 80s with a production system of identical holidays in 

sunny destinations and a consumption profile characterised by a price sensitive 

tourist (Aguilo et al. 2005). Mass tourism in the concept of Fordism consumption 

is: 

 ‘…to offer standardised vacations to unseasoned tourists whose motives 

were very basic- search for the sun and beaches…rigid packages were 

created, with significant economies of scales, and offered to tourists with 

low and not greatly varied expectations’ 

(Fayos-Sola 1996:2)

Additionally, Amin (1994) describes Fordism as a phenomenon of oligopolistic 

and  regulated  markets,  protected  by  national  policies  with  concentrated 

production though economies of  scale and  vertical  integration. Supply  was 

guided by standardised methods of production and was restricted to specific 

geographical  areas  with  high  degree  of  standardisation  (Amin  1994). 

Destination identity is non-existent because of identical tourism developments 
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with specific activities. The nature of suppliers  was represented by a small 

number of tour operators that offered similar package vacations to restricted 

tourism  destinations  (Mosedale  2008).  Mass  production  focused  on 

homogeneity and minimal choice for the consumer (Mowforth & Munt 1998) as 

in the case of ‘McDonaldization’ or ‘Disneyfication’ theories (Ritzer 2000). The 

concept of ‘McDonaldization’ shares the view of the dominance of McDonald 

fast foods globally as part of the human culture of everyday life (Ritzer 2000). 

This has applicability  in  tourism, with the mass production of  standardised 

tourism packages that has a focus on quantity rather that on quality (Ritzer 

2000). 

‘McDonaldization’ or ‘Disneyfication’ are concepts that have been conflated into 

‘McDisneyfication’ (Paterson 2006:59)  and tend to  be synonymous with the 

standardised  increased production  of  identical  products,  as  in  the  case  of 

package holidays (Mosedale 2008). The consumer prefers the convenience and 

safety  of  an  already experienced  and popular  site,  rather  than wishing  to 

explore something new (Enderson 2001). In accordance with Urry (2000:38) the 

notion of ‘McDisneyisation’ in tourism is depicted through the ‘…the power of 

non-human mechanical, audio electronic technologies to be able to produce 

homogeneous, calculable  and  safe  experiences  wherever  they  are  to  be 

consumed’. The diffusion of hotel chains and the vertical integration of holiday 

companies  has  tended  to  control,  not  only  consumer  choice,  but  also 

destinations (Poon 2003). Another important issue was the state of the airline 
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industry  that  was  highly  regulated  with  ‘Flag  Carriers’  being  allowed  to 

dominate the market (Duval 2007; Graham 2008). 

Additionally, access to direct  methods of booking holidays through different 

technological  platforms  was  nonexistent.  Furthermore,  according  to  Torres 

(2002), production in tourism related to enclave spatiality and concentration on 

specific geographical areas, as in the case of mass tourism. Consumption was 

focused on one-dimensional decision-making that was guided by major tour 

operators with the promotion of specific destinations by package tours (Shaw & 

Williams  2004;  Ioannides  &  Debbage  1998).  Another  depiction  of 

‘McDonaldization’ in tourism is Edensor’s (1998:204) argument that provides an 

insight into the conformity of destinations, or tourism spaces with the same 

recurrent  developments.  This  created  a  further  urge  on  the  part  of  the 

consumer/tourist for ‘…more variegated spaces’ (Edensor 1998:204). 

Ritzer  (2004:80)  aligns  the  tourism  product  with  the  concept  of 

‘McDonaldization’ by arguing that ‘…the package tour is another example of 

calculability, with its clear emphasis on quantity of sights visited rather than the 

quality  of  those  visits’.  Tourists  under  Fordism  characteristics  are  more 

concerned with the quantity of the memories collected rather than the quality. 

Tourism  destinations  tend  to  be  specific,  with  ‘…mass  consumers  often 

demanding western amenities provided in protected ‘tourism bubbles’ ’ (Torres 

2002:91).  The best depiction of  mass tourism in  terms of  Fordism are  the 
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Mediterranean destinations, as in the case of Cyprus as will be discussed in 

Chapter Four, and the development of the 3Ss (Sea, Sand and Sun)  with an 

influx of tourism arrivals (Bramwell 2004). Holiday packages emphasised sunny 

weather and endless hours on the beach as the main stimulating force of the 

tourism experience. Vertical integration was inevitable so that producers could 

have exclusive control of the production process. This has further implications 

for globalisation, with the expansion of the same product and brand globally, 

and the creation of Multi-National Corporations (MNC) (Burn 1999) which have 

affected consumerism. 

The other form of consumption and production goods is Post–Fordism (Table 

2.3). This is characterised by a high involvement of technological advancement 

with the creation of customised goods, and of services that focus on human 

needs (Elam 1994). Peterson (2006:63) adroitly refers to Fordism as the ‘…

rationalisation of production’ and of post-Fordism as the ‘…rationalisation of 

consumption’.  Prominent  academics  have concentrated on  the issue of  the 

changing  patterns  of  modern  society  in  an  attempt  to  identify  ‘…the 

characteristics of  the tourists’  and ‘…the production or  supply response’ in 

accordance to the move from mass standardised production to post-Fordism 

(Table 2.3) (Shaw & Williams 2004; Urry 2002; Ioannides & Debbage 1997; Ryan 

1997; Peterson 2006). 
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Furthermore, this characteristic of society supports Urry’s ‘tourism gaze’ (Urry 

1990)  in  terms  of  the  influence  to  portray  and  dictate  a  new  form  of 

consumption.  Production refers  to  new strategies,  driven by contemporary 

technological  forces,  focused on specific  market  segments  that are  able to 

satisfy specific human needs. The new age of the ‘post’ prefix describes all 

aspects of the economic and social domain and reveals an alteration in the 

production and consumption patterns. Ioannides & Debbage (1997:229) argued 

that:

 ‘…the post modern culture  of  consumption’ means that a  ‘…constant 

search  for  novelty and  alternative  experiences  is  emphasized, as  the 

consumer becomes more discerning and sophisticated’.

Production entails a diversified nature as exemplified by the ‘…niche marketing 

of products, products tailored to consumers’ preferences (Paterson 2006:62). 

Information dissemination is fast and compatible with human perceptions and 

preferences ‘…including aesthetics, art, leisure, recreation, and pleasure’ (Amin 

1994:2). Additionally, from a  social perspective,  the new ‘post’  epoch is  a 

proponent of humanitarian aspects of human rights that focus on ‘…minorities, 

and women as well as guaranteeing ecological sensitivity, economic security 

and basic human needs’ (Sternberg 1993 as cited in Amin 1994:1). 

The  appearance of  Post-Fordism  theories  refers  to  a  shift  from  Fordism 

characteristics to the notion of customised production with the consumer being 
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increasingly demanding. In  particular,  Post-Fordism inaugurates a  notion of 

flexibility, with more choices in the buying process in terms of holiday tours. 

The consumer tends to demand greater customization and products that ‘suit’ 

their needs. Furthermore, s/he is ‘armed’ with plastic money in the form of 

debit cards that offer increased opportunities to holidaymakers (Mowforth & 

Munt 1998). Diversification production is associated with the development of 

tourism packages that offer an increased number of destinations. However, an 

important issue is that the Fordism phases have taken place at different times 

and at different destinations. Thus, they do not represent a global trend, but 

rather an examination of different tourism developments in different places. 

In general, Post–Fordism is characterised by the trend towards differentiation 

and  the  focus  on  specific  markets  that  converge  on  the  same  human 

preference, in an attempt to move away from amorphous production (Tomaney 

1994). According to Piore & Sabel (1984:6) the new pace of production has, as 

an initiative, ‘flexible specialization’, in the sense that there is still the existence 

of  specialization  in  certain  products  and  goods,  albeit  in  a  flexible  way. 

Flexibility in production is referred to as tailor–made production to meet the 

needs of particular consumer groups. In addition, Sternberg (1993 as cited in 

Amin 1994:1) depicts  ‘flexible specialization’  to  be ‘…characterised by new 

principles in production, including specialist units of production, decentralised 

management and versatile technologies and workforces, to satisfy increasingly 

volatile markets’.
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Table 2.3 Fordism and Post-Fordism Production and Consumption
Fordism 
Consumption 

Fordism Tourism Post-Fordism 
Consumption

Post-Fordism 
Tourist 
Consumption 

Mass production –
production 
dominance 

Mass Tourism – 
Sea-Sun -Sand

Consumer is 
dominant

Dominance of 
the New Tourist

Producer is 
dominant 

Tour Operators 
dominance 

Increase in national 
income 

Increase in the 
number of trips 

High expenditure 
growth rates of 

New forms of credit 
card payment 

On–line 
purchasing -
eTourism 

Homogeneous 
commodities 
(little 
differentiation)

Homogeneous 
holidays 

Differentiation 

Limited choice Limited choice ‘Green’ products

(Source: Adapted from Mowforth & Munt 1999:26)

The main hallmark of the Post-Fordism evolution is flexibility as a result of the 

introduction of customised methods of production and consumption. Tourism 

companies  adjust to  new market  trends by offering niche tourism products 

appropriate to human needs. Sulkowski & Roper (2005:7) depict the current 

production phase of the tourism suppliers as follows:
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‘For tourism firms operating in today’s  dynamic environment  strategic 

management  becomes a  balancing act  between offering personalised 

service and generating sales volumes as well  as developing packages 

that are economically viable for today’s travellers whilst meeting their 

rising quality expectations’  
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Additionally, Meethan (2001: 70) describes the post-Fordism in terms of:

 ‘...the  emergence  of  more  flexible  patterns  of  both  marketing  and 

holidaymaking, short-break weekend holidays, and the development of 

‘specialist’ holidays, such as the form of eco–tourism’

Arguably, contemporary life patterns have changed and the ‘leisure society’ of 

Dumanazedier  (1960 as cited in Tribe 2005:71) has became a reality.  Tribe 

(2005:72) supports the idea that ‘…in the developed world the opportunities for 

leisure  have  never  been  better,  fuelled  by  rising  incomes,  technological 

advances and the dazzling array of new products’. The existence of leisure time 

instigates an inner need to fulfil, in some way, the ‘gap in time’, with an activity 

that creates a sense of satisfaction. This is achieved through recreation, which 

is  referred  to  as  the  activity  that  actually  enables the  accomplishment  of 

passing  leisure  time.  In  particular,  ‘…recreation  is  considered  as  activity 

through which leisure may be experienced and enjoyed …’ (Cushman & Laidler 

1990:2), and is characterised by ‘…its own immediate appeal, not impelled by a 

delayed reward beyond itself …’ (Fairchild 1970:251).

Urry  (2002:141)  argues  that  ‘…there  is  an  omnivorous  producing  and 

‘consuming [of] places’  around the globe’ (Urry 2002:141) and the tourism 

experience, as mentioned repeatedly, is an amalgam of several sectors on the 
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supply side and many users on the demand side. Interestingly, the ‘tourism 

package’ has tended to  become obsolete and has been replaced by direct 

methods of selling. The consumer has the ‘role of the tour operator’ and is 

capable of  devising  tourism itineraries.  The  contemporary way  of  living  is 

characterised by the ‘superabundance’ of goods and the consumer has access 

to a large number of commodities that exist to satisfy his/her needs. Notable 

examples are the diffusion of DIY (Do It Yourself) products (Watson & Shove 

2006:6) with the consumer willing to assemble the product or undertake the 

whole production of the product (Ritzer 2004). In the case of tourism, ICT has 

made possible the creation of the tourism package by the consumer, through 

direct methods of distribution (Buhalis 2003). 

Neo-Fordism also highlights the trend towards ‘conglomerate economies’ with 

the most important market players ‘absorbing’ smaller and weaker producers 

(Mak 2004). The EU tour operator’s market has witnessed major companies 

merging, such as the case of TUI and First Choice and Thomas Cook with My 

Travel  (Williams  2008).  The  elimination  of  tour  operators  has  led  to  the 

emergence  of  mega-brands that  gain  increasing  power  in  the  market,  a 

phenomenon that naturally leads to lower costs (Burns 1999). Additionally, in 

neo-Fordism,  the  scale of  development  refers  to  smaller  groups  of  people 

travelling to diverse geographical places and the existence of niche marketing 

(Lew et al. 2004; Williams 2004). Additionally, consumption is associated with 

experiencing  and  collecting  memories  in  well-known  brands  that  offer 
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customised products that fulfil human needs. Put another way, the consumer 

prefers well–known brands that have built a story of success. Consumers not 

only buy a product, but also something that has been experienced by many 

people. Thus they are engaged in being able to express an opinion, in daily 

conversations,  on  widespread  and  well-known brands.  According  to  Jensen 

(2007:174): 

‘…we will purchase ‘storytelling’ of all sorts in our spare time: stories 

about leisure time …this might be an inspiring story told about a 

theme restaurant, or it might be the great story from the South Pole’. 

Additionally, new forms of consumption are linked to flexible packages with the 

consumer becoming more independent and able to arrange holiday trips (Torres 

2002; Williams 2004). The consumer is powerful, with a range of choices in 

terms of price, quality and, of course, destinations. 

Both private and public organisations are engaged in a continuous search for 

new products that will satisfy modern society (Urry 2002; Coles 2004; Torrers 

2002). Travellers are ‘thirsty’ and willing to be engaged ‘…with a never ending 

range of experiences’ (Ioannides & Debbage 1997:229). The quest of the new 

tourist with a demand ‘for independent holidays’ (Poon 1993:17) away from the 

mass  movement  of  purposeless  tourism,  has  impacted  on  tourism 

development.  Thus,  production  and  consumption  has  moved  from  mass 
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production to neo-Fordism that indicates a concentration of power on the part of 

the consumer. An important market trend is attributable to the proliferation of 

new business models,  as  the aftermath of  a  free  economy.  Notable is  the 

example of LCCs that have impacted on tourism consumption in terms of an 

increase in the number of holiday trips as well  as a geographical expansion 

(Schroder & Groß 2007). LCCs offer better and greater flexibility and enable the 

consumer to compose travel itineraries with the best possible deals.

At the present, the tourism movement is guided by the search for the authentic, 

the novel and the innovative (Hall & Williams 2008). Authenticity is important to 

sociologists (MacCannell 1973, 1976; Cohen 1989, 2003; Pearce and Moscardo 

1986; Turner and Manning 1988 as cited in Singh 2005) and is synonymous with 

novelty, uniqueness and innovation. Dimanche and Havitz (1994:45) argued 

that  ‘…novelty or  the  discontinuation  of  routine,  leads to  higher  levels of 

arousal,  and  tourists  may  seek  experiences  that  provide  new  sources  of 

stimulation’.  Furthermore,  Pearce  (2005:66)  argues  that  the  most  vital 

motivational factors for travel decision are ‘…novelty, escape/relaxation, and 

relationships’. 

In  particular,  for  the  tourism  industry,  prominent  practitioners  praise  the 

appearance of  a  new dimension as argued above,  both with regard  to the 

consumption and the production poles (Sharpley 2001; Shaw & Williams 2004; 

50



Urry 1990). This  new and modern  tourism society  connotes that ‘…objects 

become representations and are commodified, packaged and consumed’ and 

that ‘…the tourist consumes images or representations of a society’ (Pretes 

1995: 2). Primarily, technology has changed the industry in a wide range of 

different dimensions, such as the application of new strategies, or the change in 

business-customer relations and the inauguration of new products. Tourists do 

not consist of parts of ‘…a particular homogeneous group’ (Burns 1999:131) but 

rather represent characteristics of different segments with diverse needs. 

The tourism gaze, as it has been labelled by Urry (2002), is an amalgam of 

imaginary experiences that are sought to be lived in reality. Campbell (1987 as 

cited in Urry 2002:13) argued that tourists ‘…seek to experience ‘in reality’ the 

pleasurable dramas they have already experience in their  imagination’ and 

Selwyn (1996 as cited in Urry 2002:13) expressed the view that those images 

are  ‘…constructed  in  our  imagination  through  advertising  and  the  media’. 

Weiermair (2004:30) put forward the view that tourists are looking desperately 

for  ‘…rewarding  tourism  experience  through  innovation  and  product 

development  instead of  offering singular  tourism elements’.  Thus,  the new 

tourist is looking to find meaning in the holidays and to experience the different 

and the imaginary that exists in reality (Table 2.4). 

The previous discussion leads to the conclusion that societal dynamics have 

forced a change in tourist behaviour that, in turn, alters and affects the tourism 
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industry’s suppliers (Ateljevic 2000). Thus, the suppliers have become more 

creative  in  an  attempt  to  gain  an  advantage in  the  face of  the  changing 

patterns of the new globalised business environment that is characterised by 

relentless competition (Shaw & Williams 2004; Shaw & Williams 2008).  The 

consumers are powerful and are in search of new and innovative products that 

can offer a rewarding experience. Pre-Fordism and Fordism can take the form of 

an all-inclusive holiday to a popular and crowded area, whereas post-Fordism is 

the exploitation of a new destination with online booking and the interaction 

with  several  activities.  Neo-Fordism  instigates  a  tourism  choice  with  the 

consumer having control and becoming even more powerful, with the supply 

chain  focusing  on  niche  forms  of  tourism  developments  (Williams 

2004).However,  particular,  emphasis  should  be  given  to  Torres  (2002:88) 

statement that:

‘…many of the world’s tourism landscapes embodying a complex melange of 

pre-Fordist, Fordist, post-Fordist and neo-Fordist elements, coexisting over time 

and space’

Table 2.4: Old Vs New Tourist Characteristics
Old Tourist New Tourist
Search for the sun Experience something new
Follow the masses Want to be in charge
Here today, gone tomorrow See and enjoy but not destroy
Show that you have been Just for the fun of it 
Having Being
Superiority Understanding
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Like attractions Like sport and nature
Reactions Adventurous 

Eat in hotel dining room Try out local food 
Homogenous Hybrid 
(Source: Mowforth & Munt 1999:129) 

The following section  attempts  to  address  innovations as  part  of  the new 

consumerism that reflects the notion of neo-Fordism and the introduction of 

new products as part of niche marketing procedures. In the case of tourism, 

innovation has been forced, on the one hand by the increased competition 

between the various destinations and, on the other hand,  by the changing 

patterns of consumption (Hall & Williams 2008; Shaw & Williams 2008).

2.4 Tourism Innovation

The next concept that is inexorably linked with the current trends of production 

and consumption in the tourism industry is innovation. As illustrated in the 

previous section, the industry is in metamorphosis, and is undergoing rapid and 

radical change. The new trend requires new, innovative products to emerge in 

the market, with a prime focus on the customers’ needs (Hall & Williams 2008). 

Any new products developed by any sector of the tourism industry have an 

effect on the commodity chain (Coles et al. 2009). Thus, the study of recent 

market processes is imperative. In the tourism literature, innovation is a rather 

neglected concept in terms of research (Hall & Williams 2008; Sunbdo 2007; 

Shaw & Williams 2008; Coles et al. 2009). However, existing studies tend to 

limit tourism innovation to two broad categories - the behaviour of firms and the 
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development of the destination (Hall & Williams 2008; Sundbo et al. 2007; Shaw 

& Williams 2008; Coles et al. 2009). 

‘Innovation’  as  a  general concept,  first  appeared  and was analysed in  the 

business vocabulary  in  1934 by  Joseph A.  Schumpeter  (Schumpeter  1939). 

Schumpeter  (1939:87)  defines  innovation ‘…as  the  setting  up  of  a  new 

production function’ which ‘…covers the case of a new commodity, as well as 

those of a new form of organisation such as mergers, of the opening up of new 

markets and so on’. Literally, the word derives from the Latin word ‘innovatio’ 

which is defined as creating something new (Weiermair 2003:1). Matsson et al. 

(2005: 357) argued that ‘…innovation may refer to the process of change or the 

result of the change process, such as the new product, service, organisation’.

A term that commonly accompanies innovation is invention, which is a major 

scientific and technological development brought about to satisfy humanity’s 

vital  needs (Weiermair  2003).  Hjalager (1997:35),  in  an  attempt to  add a 

different insight, stated that ‘…the successful criterion is technical for invention, 

but  commercial  for  innovation’.  Innovation is  the  further  development of 

inventions for  industrial  handling,  together  with the institutionalizing of  the 

methods  of  production  or  the  creation  of  new  products  in  the  market.  In 

particular,  for  the  business  environment,  innovation  implies  differentiation 

through new product  development  in accordance with access into new and 

unsaturated markets (Weiermair 2003; Hall and William 2008). 
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As  mentioned in  the  previous section,  post-Fordism and  neo-Fordism  have 

flourished  because  of  new  trends  in  product  development  and  consumer 

behaviour. More specifically, for the tourism industry, an example of innovation 

is  the  utilization  of  information  communication  technologies  (ICTs)  as  an 

enabling tool,  as  a  cost-cutting strategy, as  well  as  as  a  mean of  product 

differentiation  through  the  establishment  of  higher  levels  of  customer 

interaction (Stamboulis & Skayannis 2003; Hjalager 2002; Poon 2003; Buhalis & 

Licata 2002; Sundbo et al. 2007). An example is the case of air transport in that 

the deployment of e-commerce as a direct method of selling, has affected the 

tourism chain of distribution (Jarach 2002; Shaw 2008).

As mentioned above, the world of images has made tourists curious, wanting to 

seek the different, the innovative, and the novel. Tourism is associated with a 

culture associated with the production of images, and tourists have become 

semitoticians and are searching for signs and signifiers in the landscape (Urry 

1990). The search for the ‘exotic’ and ‘authentic’, as the emerging aspect of 

tourism  activity,  leads  to  a  different  approach  in  terms  of  ‘living  and 

experiencing tourism’ (Berger 2004). Who can ever doubt that Space tourism is 

not an exceptional experience or the ‘Undersea Lodge’ at the Emerald Lagoon 

in Key Largo in Florida, where, amazingly the guest must scuba-dive to reach 

the room, or the new form of Yoga tourism in Kerala, India (Singh 2005). Thus, 

tourism  suppliers  are  ‘inventing  new  ways’  to  frame  the  different,  the 
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pioneering, in order to satisfy the contemporary ‘neo tourist’ who is ‘armed’ 

with  money  in  the  sense that  s/he  has  a  plurality  of  choices in  terms  of 

payment. They can have access to many products, which can be paid for later 

because of the credit card and the convenient way that it enables the consumer 

to use flexible payment methods (Urry 2002; Shaw & Williams 2004; Ritzer 

2005).

Scheidegger  (2004:3)  drew  on  another approach  to  tourism innovation  by 

referring  to  the 19th Century  where  some English  climbers invented alpine 

tourism. For that period, that particular form of tourism was something unique, 

which led to the gradual tourism development in villages such as Zermatt and 

St Moritz in Switzerland, as famous and attractive winter resorts. This is one 

parameter  of  tourism  innovation which  consisted  of  the  ‘invention’  of  an 

innovative form of tourism in a new and unspoiled region. 

An important influence on tourism innovation is  the current  posture  of  the 

consumer with regard to destinations and the subsequent necessity to adjust 

policy in accordance with new consumption trends (Hall & Williams 2008). In 

this  respect,  innovation is  defined  as  the  ability  to  choose from  different 

suppliers who offer a variety of products, a possibility that can result from the 

use of online bookings. An interesting example is the ability of the consumer to 

enjoy five star hotel service and, at the same time, ignore the lack of flight 

service when boarding on a LCC flight (Yeoman et al. 2006). 
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 In the previous section, tourism has been presented as an industry and as a 

system composed of different parts. Given the enormously disparate nature of 

tourism, innovation can take various forms such as the development of a new 

tourism activity,  a  new  customer  service  or  even  a  new  and  unexplored 

destination  (Scheidegger  2003).  Local  and  regional policies  are  set  as  the 

cornerstone for the exploitation of new structures and implementation methods 

in the tourism context (Church 2004). The most important aspect of tourism 

planning is the formation of a national policy that provides direction, and finds 

ways  of  encouraging further  development.  This  can  imply  that  innovation 

regarding a destination can be encouraged by a public initiative (Church 2004) 

through  the  formulation  and  enforcement  of  policy  imperatives,  thereby 

promoting  innovation.  However,  Blumberg  (2008)  argues  that,  in  tourism, 

notwithstanding a favourable public policy, it is rather difficult to identify the 

degree of innovation because of the fractured nature of the industry.

The Abernathy and Clark model (Figure 2.4) constitutes a basis for the definition 

and categorization of the different forms of innovation that reflect the different 

forms of the above-mentioned classifications (Hjalager 2002; Decelle 2003; Hall 

&  Williams  2008).  Hjalager  (2002)  has  adjusted  the  model to  the  tourism 

context (Figures 2.4 & 2.5) and argued that Regular Innovation is the continuous 

training of employees, or that Niche Innovation is the strategic entry into an 

alliance.  Furthermore,  Revolutionary  Innovation  is  the  adaptation  of  new 

technological  advancement to the industry so as to enable further business 
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potential.  Finally,  Architectural  Innovation  is  the  reconsideration  and  re-

modelling of the existing physical assets. The model has been characterised by 

Hjalager (2002:467) as ‘…static and descriptive’ although it can be argued that 

it is a cornerstone for the initial conceptualization of innovation for the business 

environment (Shaw & Williams 2008). The horizontal axis of the model indicates 

the extent to which existing linkages can be maintained or can be used to 

create new ones. The vertical axis reveals the extent to which a competence 

can exist and, at the same, illustrates the linkage among the different aspects. 

Given the fact  that tourism depends  on many marketing and management 

procedures,  the adaptation  of  new technology is  of  paramount  importance 

(Scheidegger 2003; Hall & Williams 2008; Shaw & Williams 2008). Furthermore, 

the inevitable engagement of a new technological platform is essential for the 

adequate  dissemination  of  information  (Weiermair  2003).  As  it  has  been 

correctly pointed out by Kim (2003:1), ‘…it is certain that embracing digital 

communication  and  information  technology is  no  longer  an  option,  but  a 

necessity’.  Otherwise,  a  company  will  face  difficulties  surviving  the  tough 

market competition within the industry. In particular, the actual evolution for the 

industry is by using ‘Web-enabled technology which is cheap, user-friendly and 

which has changed the way you deal with clients, suppliers, and competitors’ 

(Seurat  1999:55).  The  advancement  of  the  technological  platforms  has 

manifested itself in the emergence of new products (Kim 2003). 

Figure 2.4: The Abernathy and Clark Model
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(Source: Hjalager 1997; Decelle 2003)
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Figure  2.5:  The  Abernathy  &  Clarke  transilience map  adapted  to 
tourism 

(Source: After Abernathy and Clarks (1988) reproduced from Hall & 

Williams 2008 )

Embracing and using technology and the addition of the ‘e’ prefix that stands 

for ‘electronic’ has determined a new ‘epoch’ for the industry (Stamboulis & 

Skayiannis  2003).  Innovation has taken  the  form of  e-tourism and tourism 

packages  that  are  sold  by  e-travel  agencies  or  online travel  portals.  This 

development  has  become involved in  the  supply  chain in  the  form  of  re–

intermediation and dis-intermediation (Buhalis 2003). Re-intermediation reveals 

the innovative form of new middle companies within the industry, with an on-

line presence and having no physical, on-the-street existence. Conversely, the 

abandonment of traditional procedures is known as dis-intermediation that, in 
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contrast  to  re-intermediation,  leads  to  the  abolishment  of  travel  agencies 

(Buhalis  2003).  Dis-intermediation is  direct  selling from the internet,  selling 

directly from the supplier (Bulalis 2003).  

The omnipresence of the internet, which disseminates information quickly and 

accurately, is defined as an important distribution tool. Simultaneously, it is 

compatible with products of a perishable nature such as airline seats and hotel 

accommodation. In particular, surfing the internet and accessing images and 

views from the destination or  the hotel, creates, according to Doolin et al. 

(2002:557),  ‘…a  virtual  experience  for  the  consumer’.  The  e-commerce 

‘paranoia’  with  an  on-line  presence,  strengthens  the  relationship  with  the 

customer  through  direct  email  alerts,  as  well  as  through  the  creation  of 

customer databases (Alford 2003). The significance of e-commerce existence is 

that it lowers the distribution costs and provides access to a wider geographical 

spectrum of people, through an efficient marketing segmentation that targets 

specific groups of people and addresses particular needs and preferences. 

As has been discussed above, the new trend in the tourism industry is selling 

directly from the supplier’s  website and, subsequently,  buying online travel 

products stimulated by lower prices (Kerner 2005). The method of payment is 

through a credit card - the most popular method of online payment (Jones & 

Biasiotto 1999). Research undertaken by VISA Europe, revealed that, in 2003, 

European citizens and Visa card holders spent €2.6 billion on online products 
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and the number of active buyers was 120% more than in 2002 (VISA Europe 

2003). In particular, the e-purchase of travel products had an amazing triple-

fold (303%) increase from 2002 to 2003 (VISA Europe 2003).

All of the above lead to the conclusion that the consumer has been able to 

interact  with the  new technology (Buhalis 1998;  Poon 1993; Stamboulis  & 

Skayannis 2003) in innovative ways. The whole tourism package can be created 

independently by the consumer from the internet, in a fast track load where 

there are no limitations to access since is 24/7 (Beldona, Morrison & O’Leary 

2005). The success of this online revolution has also been analysed by Beldona 

et al. (2005:562) who identified the following ingredients as contributing to this 

success:

 ‘…in the travel context, where many components may make up the travel 

experience,  this  combination  of  convenience,  immediacy  and  reach 

information is highly effective’. 

This is also documented by the immediate response of the travel suppliers to 

the need to establish an online presence (Beldona et al. 2005). The era of the 

technological revolution has been improved through wireless technology with 

3G networks (Hultkratz 2002) that have added more, in terms of the business 

transaction,  and released the consumer  from the spatial  restrictions of  the 

existing wired technology. These new innovations, with the actual omnipresence 
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of the internet, have revolutionized even further the capabilities of e-commerce 

and has added more  benefits  to  the consumer.  The wireless flexibility  and 

mobility enables many companies to be in a constant interaction with their 

customers, through the emergence of new marketing techniques, which are 

targeting, not just a specific  market segment, but also a specific individual 

(Kenny & Marshal, 2000). 

To conclude, innovation in tourism has been primarily forced by new trends in 

the market, both in the consumption and production poles. Despite being a 

blurred concept, there are many examples in tourism that can be referred to as 

constituting an innovation. The next section explores the role of policy and 

planning  regarding the  above  issues  in  terms  of  destination  management. 

Relevant policy formulation and implementation represents the responses of 

various destinations in order to develop and enforce the new trends in the 

market, in an attempt to ensure customer satisfaction and competitiveness and 

to promote innovation in tourism. 

2.5 Destination management–tourism policy 

Based on the following discussion, this part will consider policy initiatives in the 

tourism industry in order to understand the role of the government in terms of 

destination  management  and  development.  Tourism  policy,  as  a  mean  of 

regulation, provides an essential form of information ‘…for analyzing societal 

reproduction’ (Williams 2004:67). It has a wider meaning in terms of planning 
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and development, but it  becomes more  specific  when it  is  narrowed down 

geographically  (Hall 2008).  In  other  words,  tourism development  associates 

with the geographic dimensions of a country as such, but the actual planning 

might  include  regional  and  sub-regional  strategies.  In  addition,  the  term 

‘tourism policy’ has the same essence in terms of production patterns through 

the inauguration of various products at a destination (Hall & Williams 2008). In 

general, there is little evidence of a critical review of tourism policy (Hall & 

Williams 2008, Pforr 2005) and even less in connection with other related policy 

remits such as in the case of aviation policy (Forsyth 2008), something that this 

research aims to thoroughly address. 

Williams (2004) relates ‘regulation theory’ as a depiction of the new realms in 

tourism  production  and  consumption,  based  on  neo-Fordism  theories.  As 

mentioned in the previous section, globalisation has impacted on the way of 

doing business, with an expansion of organizations’ activities (Shaw & Williams 

2004; Agarwal & Shaw 2007). Production has been increased and technology 

has  led  to  lower  operational  costs  and  has  facilitated  expansion in  many 

markets.  In  tourism, production offers flexibility  with the creation of  global 

brands, such as hotel chains or mega tour operators and on-line travel portals. 

Policy  frameworks  have  been  formed  in  accordance  with  production  and 

consumption patterns  which, in  turn,  have impacted on  regional  and local 

developments in the tourism context (Smith 2004:69). Tourists’ consumerism is 

64



set as the main impetus that has affected tourism development with regard to a 

particular destination (Burns 1999). Policy formation in tourism is based on the 

promotion of the destination and the management of tourism so that negative 

impacts  are  constrained (Fayos-Sola 1996).  In  addition,  for  well-established 

destinations, tourism policy is the panacea to the disentanglement from the 

negative  social,  environmental  and  economic  impact  of  tourism  (Bramwell 

2004a). The latter point has been emphasised by Costa (2001:435):   

 ‘There is wide-spread evidence that tourism contains its own seeds of 

destruction and instead of a powerful and profitable tool for development, 

it may drive the destinations to chaos’. 

Additionally, planning in terms of tourism development is necessitated by the 

inclusion  of  more  destinations  with  ‘…the  growing  number  of  resorts 

mushrooming all  round the globe’  as part of the tourism production system 

(Costa 2001:435).  This  is  primarily  because of  technological  advancement, 

along with  transport  evolution  that  has  eased connections  (Forsyth 2008). 

Furthermore, destination policy has been framed in such a way so as ‘…to meet 

the  requirements  of  known/familiar  market  segments  and  tourists’  (Burns 

2004).

The  term  policy  entails  a  ‘political  activity’  that  is  ‘…influenced  by  the 

economic, social and cultural characteristics of society, as well as by the formal 
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structures of government and other features of the political system’ (Self 1985 

as cited in Hall  & Jenkins 1995:5).   Tourism planning or tourism policy is a 

multidimensional task that can be undertaken by an international organisation 

(World Tourism Organisation), a supranational body (the European Union), a 

national  entity  (the  Cyprus  Tourism  Organisation)  or  a  regional  and  local 

organisation  (Hall  2005,  2008).  Thus,  policy  refers,  at  the  same time,  to 

regulation and deregulation in an attempt to keep a balance within an industry 

and to control  or free the performance of the major players and to ensure 

viability. The role of the public sector in tourism policy is important as being the 

main force for organising development  and implementing certain guidelines 

(Fayos-Sola 1996; Pforr 2005). 

In  the tourism literature,  contemporary tourism planning refers to  different 

aspects that imply:

‘…a number of forms (e.g. development, infrastructure, land and resource 

use, promotion and marketing), institutions (e.g. different governmental 

organisations) and scales (e.g. national, regional, local and sectoral)’

  (Hall 2000a as cited in Hall 2005:140)

The lack of a comprehensive approach to understanding tourism is a common 

characteristic of the wider concept of ‘policy’ and ‘social policy’ which ‘…are 

employed in different ways by different people … (and) they mean different 
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things to people in the government - politicians and officials’ (Levin 1997:15). 

However, notwithstanding its contentious nature, tourism policy ‘…has evolved 

through a number of stages during the latter half of the twentieth century, more 

or less in response to the global increase in visitors numbers’ (Godfrey 1996: 

56). In a common consensus ‘…policy is a stated intention or commitment to 

undertake a particular action or bring about a change’ (Levin 1997 as cited in 

Dredge  &  Jenkins  2007:7).  This  change  will  be  facilitated  through  the 

inauguration of a well–planned strategy that involves all the stakeholders and 

the interested parties that will benefit and be affected (Dredge & Jenkings 2007; 

Kerr 2003). Tourism policy can be enacted in the sphere of wider concepts such 

as  marketing,  planning  and  sustainability  (Edgell  et  al.  2008:7)  whereas 

planning as such is  specified in terms of the method or the mechanism of 

development (Dredge & Jenkins 2007; Hall 2008). 

The actual policy decision-making in tourism is characterised by ‘…increasingly 

irrelevant concepts of national borders, master plans rarely take cognizance of 

regional possibilities,  international  networking  and cooperative measures  to 

combat the power of translational corporations’ (Burns 2004). Tourism planning 

and  development  requires  a  well-framed  strategy  that  must  take  into 

consideration  the specific  features  of  the destination in  accordance  to  the 

physical environment (Costa 2001; Hall 2008). In many cases, the outcome of 

the implementation is characterised by consistent failure, given the conflicts 
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among the involved parties in the tourism industry that leads to a  lack of 

consensus. 

  

Current production patterns in tourism are linked directly with destination policy 

formation and implementation as an approach to satisfy consumer needs (Pforr 

2005;  Hall  2008;  Costa  2003).  Furthermore,  worldwide  competition  is 

considered a vital impetus for destinations to differentiate and to look for new 

methods of tourism development (Hall & Williams 2008). In accordance with 

Hall (2008:109):

‘The  tourism planning  system therefore  comprises  a  set  of  constant 

interactions between the various components of  the system from the 

individual to the global’

Tourism development endeavours to promote a well-planned procedure that 

includes all  the  suppliers.  Innovation is  a  key  element  that  fights  against 

competition  and  establishes  new  business  procedures.  An  important 

characteristic is the fractured nature of the tourism context that is composed of 

many sectors, with each wishing to formulate a separate policy framework as in 

the case of airline industry (Chapter Three) (Bramwell 2004). The tourism policy 

is primarily an initiative of the public sector but, nevertheless, it should also 

take into consideration the ‘…interplay between public and private actors’ (Pforr 

2005:91).  The  different  components  of  the  tourism  industry  should  be 
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represented during the planning process (Costa 2001). An important issue of 

concern is that:

‘Many  representatives  of  organisations  do  not  represent  the  general 

public but, instead, some special interest groups and corporations’ thus 

‘…public participation may help to overcome this shortcoming, and, at the 

same time, it  may lead to  the development  of  more  knowledgeable, 

creative and better adjusted policies’ 

(Costa 2001:438) 

 The most complicated task of tourism policy is implementation, because of the 

fragmented  nature  of  the  tourism industry  that  interconnects  directly  and 

indirectly with many sectors, organisations and authorities. Coordination is the 

‘…actions and inactions of other government and non government bodies for 

the  purpose  of  implementing  the  government’s  goals’  (Dredge  &  Jenkins 

2007:172). Thus, continuous evaluation of tourism policies is inevitable so that 

any disputes can be identified and resolved (Dredge & Jenkins 2007). 

2.6 Conclusion 

This chapter sets out the backbone to the existing literature and reflects upon 

the  current  position  of  tourism  in  the  marketplace. The  discussion  in  this 

chapter has been used to provide an insight into the metamorphosis of tourism, 

both in terms of the production and consumption axes. The main hallmark of 
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tourism consumption is the development of niche products that have a limited 

life span and constitute an important characteristic of neo-Fordism as a new 

form of consumption. The key issue is that tourism suppliers must identify the 

cutting edge of doing business, and offer pertinent and versatile services to 

tourists (Coles 2004).

 

In the case of consumption, tourists are becoming experienced and have the 

ability to choose the best possible holiday deals. They are empowered with 

electronic money and have access to the internet that is the tool which enables 

the purchase of holiday packages. Competition among suppliers and between 

destinations has  been intensified since the profile  of  the new tourist  as  a 

consumer has been firmly established and consolidated. This has influenced the 

strategic response of the suppliers of tourism, which are therefore in search of 

innovative, creative and customer-oriented products.  

Innovation is depicted as the prime force that instigates the production that 

reflects new processes and products. Innovation in the tourism context is a 

rather complicated notion, given the complexity of the tourism industry per se. 

However, there are some notable examples that represent innovation, with the 

most prominent  being the utilization of  ICTs.  In  addition,  it  is  the strategy 

against  competition that  highlights a  review of  market  conditions, with the 

inauguration of new dynamics, in the form of new niche products, which have 

been developed for specific target markets. 
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The next critical issue in the tourism environment is planning and policy-making 

that is  characterised as an intricate task in that it  engages a wide web of 

different  activities  and  entails  the  involvement of  many  companies  and 

stakeholders.  However,  planning  and  policymaking  are  crucial  given  the 

intensive degree of  global competition.  The role  of  the government at  the 

destination level is immense, as it constitutes the main coordinating body of the 

different compartments of the industry. The following chapter will sketch the 

current situation with regard to airline policy in the EU, in order to identify the 

most remarkable strategic and product developments. This will be followed by 

an attempt to identify the implications for the tourism industry by placing a 

particular emphasis on LCC’s strategies and the role of regional airports. 

CHAPTER THREE

EUROPEAN AIRLINE POLICY: 
STRATEGIC RESPONSES AND 
IMPLICATIONS FOR TOURISM 

‘The airline industry is a paradox. In terms of its operations it is the most 

international of  industries, yet in terms of  ownership and control  it  is 

almost exclusively national’
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(Doganis 2002: 19).

3.1 Introduction 

In Chapter Two we considered the characteristics of the tourism industry, based 

on  current  developments  that  have  affected  production  and  consumption, 

innovation and policy formation. This chapter reflects upon the trends in the 

European airline industry in an attempt to highlight the fact that any discussion 

of aviation policy is rather distant from tourism. This is because airline policy 

comes from a supranational body (e.g. the EU), whereas tourism is based at a 

country level. Although the airline industry is an important part of the tourism 

system (Graham et al. 2008), there is a different approach in terms of conduct. 

However, recent developments in the airline industry have greatly affected the 

tourism industry in terms of both consumption and production patterns. This 

and the previous chapter, considers the two industries separately, whereas the 

linkage  in  terms  of  policy  implications  and  product  developments  will  be 

illustrated in Chapter  Four by drawing on the case of Cyprus. This chapter 

describes the aviation scene in the EU that has had direct repercussions for 

Cyprus after its accession to the Union on the 1st May 2004.   

The new trend in terms of deregulation and a free environment has led to more 

post-  and neo-Fordism strategic  responses  from the  various airline  players 

which, in turn, affect tourism. This chapter has two aims; the first is to consider 

the evolution of  the  European Union aviation policy in  order  to  depict  the 
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current state of the industry. The second is to explore the strategic reactions 

from the airline companies, in order to identify the implications for the tourism 

industry, both in terms of the consumption and the production poles. This will 

be  achieved  by  an  investigation  of  the  liberalization  provisions  and  the 

implementation of the EU ‘Three Packages’ procedure. 

The chapter is divided into five sections. It begins by sketching a historical 

background of commercial aviation in terms of policy evolution, with particular 

reference to European airline liberalisation. It then continues by reflecting upon 

the strategic response of the new airlines in the free market. The following part 

depicts  the  implication  of  those  strategies  for  the  tourism  industry  with 

particular reference to LCCs. The final section looks at the recent developments 

with regard to airports and the implications for tourism in terms of geographical 

diversification.

3.2 Historical Background of Commercial Aviation 

Historically, the first attempt at creating a commercial aviation policy occurred 

in  1909 with the participation of  18 nations (Table 3.1). Unfortunately, the 

efforts came to a halt in 1914 because of WWI (1914-1918). In 1919, after the 
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end of WWI, the so called ‘Paris Convention’ set the basis for a global aviation 

industry and ratified the notion ‘…that states have sovereign rights over the air 

space above their  territory’  (Scharpenseel  2001:93).  In  1928,  the  ‘Havana 

Convention’ had, as an outcome, the strict regulation of the industry by the 

government of each country and the notion of the flag carrier was introduced as 

the representative of the country abroad (Scharpenseel 2001). Unfortunately, 

the efforts for negotiations on aviation were interrupted, because of the WWII 

(1939 -1945) in 1939 (Doganis 1992

In November 1944, just before the end of WWII, the first main attempt was 

made for the relaxation of some of the strict provisions of the policy through the 

so-called ‘Chicago Convention’, with  the  participation of  fifty-two countries 

(Doganis 1992; Pryke 1987; Scharpenseel 2001) (Table 3.1). The aim of the 

Conference was to:

‘…make  arrangements  for  the  immediate  establishment  of  provisional 

world air routes and service, to set up an interim council to collect, record 

and  study  data  concerning  international  aviation  and  to  make 

recommendations for its improvement’. 

(ICAO 1944)
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In other words, it was the first vital attempt for countries to abandon strict 

aviation provisions and to move toward bilateralism and an exchange of air 

traffic rights. 

State relations were  based on a  duopolistic  exchange, otherwise known as 

bilateral agreements or Air Service Agreement (ASAs) (Wang & Evans 2002). 

The main element of bilateralism was the creation of a liberal-national-duopoly 

(Scharpenseel 2001) between two nation-countries, involving an agreement on 

fares, capacity and routes on the part of the designated airlines (Gillen et al. 

2002, 157). Designation is when ‘…the airlines must be under the substantial 

ownership and effective control of nationals of the designating state’ (Doganis 

2001:27).  The  ‘Chicago  Convention’  was  set  as  the  cornerstone  for  the 

establishment  of  a  technical  and  legal  framework  without  the  actual 

implementation of any liberal provision (Pryke 1987). 

The first 4 ‘Freedoms of the Air’ (Table 3.2) were introduced and each country 

had  an  exclusive  control  of  its  airspace and  agreements  were  based  on 

negotiations in a reciprocal way (Duval 2008). In the subsequent decades, more 

freedoms were added that offered more flexibility to the carriers (Doganis 1991; 

Pryke  1987).  The  participant  nations agreed only  on  the  right  to  the  first 

freedom, which was the privilege of a flag carrier to fly above another country, 

as well as the second freedom, which was the right of a carrier  to land in 

another country for technical purposes (Doganis, 2001) (Table 3.2). In 1946, the 
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UK and the US signed the Bermuda Agreement or the ‘first bilateral air treaty’ 

(Gillen, Harris and Oum 2002:156). In addition, ‘pooling agreements’ appeared 

in the sense that the states could share the capacity and the revenue earned 

from the agreed routes (Dagtoglou 1994). This led to a regulated duopoly the 

the  main participants  of  which were  the  governments  of  the  flag  carriers 

(Scharpenseel 2001). 
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Table 3.1: Early key moments in Aviation History 1910 -1946
Year Event Description
1909 Paris Convention Participation of 18 European 

States 
1913 France and Germany signed the 

first agreement to create an 
aviation industry (interrupted in 
1914)

1914 World War I End of  negotiations for 
Commercial Aviation 

1918 End of World War I 
1919 Paris Aeronautical  Convention 

International Commission for 
Air Navigation (ICAN)
Hague 

International convention 
regulating aerial navigation (33 
States)
Each state has sovereign control 
over its airspace
A multinational body for aviation 
travel
Foundation of the ‘Air Traffic 
Association’ 

1928 Havana Convention International convention 
regulating aerial navigation (11 
States) 

1939 World War II
9 and 10 
Decemb
er 1944

Convention on International 
Civil Aviation
Chicago Conference or Chicago 
Convention

52 States participated together 
with two observer nations, 
Denmark and Thailand without 
voting privileges. The Soviet 
Union refused to participate
Freedoms of the Air 
Provisional  International  Civil 
Aviation Organization (PICAO) – 
Foundation – Montréal Canada 

1945 Havana, Cuba Foundation of  ‘International Air 
Transport Association’ (IATA)

1946 Bermuda Agreement

(Sources: Adapted from Doganis 2002; ICAO 1944)
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Table 3.2: Freedom of the Air
Freedom of the 
Air 

Description

First Freedom
The right to fly across the territory of a foreign country 
without landing

Second Freedom
The right to land in a foreign country for technical or non-
traffic purposes, such as for re-fuelling or maintenance.

Third Freedom
The right to deplane traffic in a foreign country that was 
enplaned in the home country of the carrier.

Fourth Freedom 
The right to enplane traffic in the foreign country that is 
bound for the home country of the carrier.

Fifth Freedom
The right to enplane traffic at one foreign point and 
deplane it in another foreign point as part of continuous 
operation also serving the airline's homeland.

Sixth Freedom

This term is applied to Fifth Freedom traffic carried from a 
point of origin in one foreign country to a point of 
destination in another foreign country via the home 
country of the airline.

Seventh 
Freedom

This term is applied to an airline's operating turn around 
service and carrying traffic between points in two foreign 
countries without serving its home country. 

Eighth Freedom

This term is used to refer to ‘consecutive or fill-up’ 
cabotage in which an airline picks up traffic at one point in 
a foreign country and deplanes it at another point in that 
same foreign country as part of a service from the home 
country of the airline

Ninth Freedom
This term is used to refer to "pure" cabotage in which an 
airline of one country operates flights and carries traffic 
solely between two points in a foreign country. 

(Sources: Adapted from Doganis 2002; Duval 2007)

The first airline deregulation occurred in the USA in 1978 (Doganis 2001) (Table 

3.3). This was achieved by the Airline Deregulation Act (1978) under President 

Carter’s regime with the provisions of freedom of entry and exit, freedom in 

terms  of  capacity,  on  fares,  on  routes  within  a  free  and  unrestricted 

marketplace,  without  any  state  interference  (Pryke  1987).  In  particular, 
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deregulation ‘…frees an industry from the state’s control over prices, entry, and 

exit,  although of  course, firms are  still  subject  to antitrust  laws and safety 

regulations’ (Winston 1998:89). In general, the introduction of competition led 

to an increase in passenger traffic, technological innovations, better marketing 

and consumer relation practices and the ability to overcome external threats 

(Winston 1998:89). 

Table 3.3: US Deregulation 
Year USA Description 
 1960 Regulation – Civil Aeronautical 

Board 
(CAB)

Control of routes and 
fares

1977 Deregulation of  air cargo
1978 Airline Deregulation Act of 1978 by 

Congress. 
Abolition of the CAB

Deregulation

(Source: Adapted from Doganis 2002)

In particular, the aviation industry became flexible (Bieger & Wittmer 2006), 

‘generous’ with low air fares (Williams 2001, Pels & Rietveld 2004), vigilant to 

technological  changes  (Buhalis  2004),  and  adaptive  and  conscious  of 

environmental  issues  (British  Airways  n.d.).  Air  traffic  has  increased 

dramatically  (Rubin  &  Justin  2005;  Starkie  2002)  and  the  number  of 

international passengers reached 2 billion in 2005 recording a 25% increase in 

contrast to the previous year’s figures (International Air Transport Association 

IATA 2006). International revenues have recorded a 9% increase and the loss 

gap was decreased to US$3.2 billions (€2.5 billion, £1.68 billion) (IATA 2006). 
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As  a  result,  the  US  airline  industry  became more  advanced  in  terms  of 

marketing procedures, operational efficiency and being capable of managing a 

better  manipulation  of  economies  of  scales  and  density  through  the 

development  of  the  ‘Hub  and  Spoke  (HS)  system’  (Scharpenseel  2001). 

According to Holloway (1998:96), ‘The hub airports provide transcontinental and 

intercontinental services, while the spokes are designed to offer connections 

from regional airports’. Apart from this, the introduction of competition naturally 

led to a decrease in fares and an increase in route frequencies, offering more 

options  for  the  consumer  (Kole  &  Lehn 1999).  Furthermore,  an  immediate 

response to deregulation was the formation of airline alliances that enhanced 

airline performance and diversified the airline service in a seamless way and 

extended to many destinations (Wang & Evans 2002; Tiernan et al. 2008).

3.3 Airline Liberalization: the European approach

In  1948, three years after  the end of  WWII,  the ‘Organization for  European 

Economic Cooperation’ (OEEC) was established followed by the Schuman Plan in 

1950.  This  set  up  the  foundation for  a  unified  Europe  (Baldwin 2004).  In 

particular,  the  Schuman  Plan  established  the  ‘European  Coal  and  Steel 

Community’  (ECSC).  The  aim  of  the  Community  was  primarily,  economic 

integration between the member states, with the potential  of a free internal 

market for the movement or goods, people and capital. 

Figure 3.1: The European Union                              
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(Source: Europa 2007)
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The European Union consists of a mosaic of different countries (Figure 3.1) and, 

as  a  result,  the process  of  airline  liberalization was  made even harder,  in 

comparison to the USA, because of the different legislative regimes of each 

country (Thompson 2002). More specifically, the airline policy emanated from a 

supranational approach where:

‘…a  single  European  approach  emerges,  which  is  either  a  hybrid  of 

previous national methods or mirrors a particular national style. European 

policy  making  thus  becomes  a  process  dominated by  supranational 

institutions’…  ‘working  in  parallel  with  national  governments,  and  in 

alliance with the Court of Justice, the European Parliament, and industry 

pressure groups, the Commission thus acted as a policy leader in the field 

of airline liberalization’ 

(Lawton 1999:94)

Historically the airline industry of the Community was highly regulated, the 

following statement being indicative of the situation:

‘In the EC of the 1960s and 1970s, direct state control was the rule, in the 

form  of  publicly  owned  ‘flagship’  carriers  enjoying  wide-monopoly 

privileges within restricted markers’ 

(O’Reilly & Sweet 1998:1351)        
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Table 3.4: Milestones of the EU Airline Industry 1950 -1997 
Year Event 
1950 Schuman Plan, Creation of the European Coal and Steel 

Community  by Belgium, France, Germany, Italy, Luxembourg 
and the Netherlands 

1957 Treaty of Rome – Free Movement of  Goods, Services and 
Labour 

1972 The European Commission (EC) proposed an open skies 
agreement 

1975 Directorate General for Transport (DG VII)
Directorate General for Competition (DG IV) 
Proposals to the Council of Ministers for Liberalization

1984 Agreement between the UK and the Netherlands 
1985 Commission White Paper - Removal of Trade Barriers
1986 Single European Act ‘Nouvelles Frontiers’
1987
Decembe
r 

Single European Act 
‘December 1897 package’ of ‘First Package’ - Agreed by the 
Council of Ministers - Liberal fares regime

1990 
June

‘Second Airline Package’ 

1992 July Introduction of the ‘Third Package’ 
Freedom of Entry 
Freedom of Capacity
Freedom of Exit
Freedom of Operation 
Freedom of Fares
Operation of the 5th Freedom of the Air

1997 
January 

‘‘Third Package’  came into effect with the Regulations 
2407/92, 2408/92 and 2409/92 of 23 July 1992 
Common Aviation Market for Air transport in EU - Cabotage 
Right

(Sources: Adapted from Artis & Nixon 2000, O Reilly & Sweet 1998) 

Historically, in 1972, the European Commission (EC) led the way with a proposal 

to  open up  the  skies  of  the  aviation  regime  and  replace it  with  a  more 

liberalized  environment  (Williams  1993)  (Table  3.4).  In  1975,  two  driving 

impulses, commonly known as the Directorate General for Transport (DG VII) 
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and  Directorate  General  for  Competition  (DG  IV),  were  the  first  policy 

frameworks for airline liberalization and the introduction of competition within 

European borders (Doganis 2001; Graham & Guyer, 1999).

 In 1984, the Netherlands and the UK led the way to ‘open up their skies’ in an 

effort  to  seek  more  liberal  agreements  for  a  competitive  airline  industry 

(Uittenbogaart 1997). In 1985 and 1986 an agreement was signed between the 

two countries in the form of a bilateral agreement, denoting the prerequisites of 

a free market without any restriction on fares, routes and capacity (Doganis 

2001).  The national carriers  of  the two countries,  British Airways and KLM 

respectively (Uittenbogaart  1997),  dominated the UK -  Dutch airline market 

prior to the agreement. The pioneer action of the UK and the Netherlands led 

the way to freer negotiations amongst EU countries such as Germany, Ireland, 

Belgium and France to name but a few (Doganis 2001). 

In addition to this, an incident that forced the realization of airline liberalization, 

was the privatization of the UK flag carrier, British Airways, in 1982 (Eckel, Eckel 

and Singal,  1996; Grugulis and Wilkinson, 2002).  British Airways was 100% 

privatized and the immediate impact was that it became flexible, a pioneer and 

efficient (Eckel et  al.  1996; Grugulis & Wilkinson 2002). In 1986, the single 

European Act and the ‘Nouvelles Frontiers’  agreement was signed in France. 

These opened the way to the ‘Three Packages’ and the ‘lifting of any barriers’ 
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within the airline industry of the European Continent (Dagtoglou 1994) (Table 

3.4).

Deregulation in the European Union took place in a three step process via the 

‘Three Packages’ approach, and it was introduced at a later stage compared 

with other  continents/areas of the world (Gillen 2006) (Table 3.6). The First 

Package of December 1987 declared freedom in fares and abandoned the single 

designation  provision  and any  capacity  restrictions  (Doganis 2001).  It  was 

approved by the Council of Ministers and involved the 12 member European 

States at that particular time (Doganis 2001). In June 1990, the Second Package 

released  even  more  the  provisions  of  the  first  one  and  allowed  multi-

designations for the airlines on specific routes (Doganis 2001; Wang & Evans 

2002). Furthermore, it allowed operations under the Third and Fourth Freedom 

of Air agreements in terms of inter-continental flights (Doganis 2001). In January 

1993, the Third and final Package was introduced and came into effect in 1997 

(Doganis 2001).  The  final  ‘Package’  was  the  basis  for  the  creation  of  the 

‘European Open Skies’  agreement,  with full  traffic  rights everywhere in the 

community of any capacity, on any route and at any rate, determined by each 

airline, as well as providing freedom of entry and exit (Doganis 2001).

In 1997, all the CAA countries of the community opened up their markets.  This 

was done by what is  known as the ‘cabotage right’  or  ‘fifth  freedom’ that 

stipulates  that  any  airline  within  the  community  has  the  right  to  operate 
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domestically  in  any  other  country  (Thompson 2002).  For  instance,  British 

Airways  can  operate the  Athens-Thessalonica route  in  Greece  without any 

restrictions. Within the provision of the Third and final Package of liberalisation, 

the term ‘national airlines’  was abolished and a new concept has emerged 

whereby  all  the  airlines  are  called  ‘community  carriers’  (UK  Civil  Aviation 

Authority 1998; Dagtoglou 1994). 

Table 3.5: Airline Deregulation – The World
Year Country 
1984 Canada
1986 New Zealand 
1990 Australia
1992-97 EU  ‘Three Package’
(Sources: Adapted from Doganis 2002 and Gillen 2006)
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Airline liberalization transformed the European Community into a truly internal 

and, to some extent, a domestic market, with freedom of people movement, as 

well as freedom in the movement of goods and services (Baldwin 2004). The 

real impact was made apparent on the structure of the airline industry, which 

became  more  competitive  with  more  airlines  entering  the  market.  More 

importantly, however, the airlines started to set a strategy for expansion within 

the EU (Wang & Evans 2002). New routes appeared in the market and extended 

to  more  destinations,  whilst  new  airports  emerged. Apart  from  that,  the 

introduction of competition naturally led to a decrease in fares (Kole & Lehn 

1999). Furthermore, an immediate response to deregulation was the formation 

of airline alliances that enhanced airline performance and diversified the airline 

service in a seamless way, extended it to many destinations (Wang & Evans 

2002; Tiernan et al. 2008). Additionally, consumer rights were emphasised in 

terms of compensation for undelivered services as in the case of overbooking 

(O’ Reilly & Sweet 1998). 

The traditional-flag airlines not only lost a large portion of their clientele, but 

they  also  had  to  meet  strict  guidelines  emanating  from  the  deregulation 

policies.  All  the  airlines  should be  private and  any  financial  aid  from the 

government is prohibited, because it distorts competition (Barrett 2006; Inglada 

et al. 2006; Baldwin 2004). It should be noted however, that entry of an airline 

is granted only after the acquisition of an Air Operator Certificate (AOC), which 
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ensures  that  the  company  fulfils  all  the  prerequisites  for  running  a  safe 

operation (Dagtoglou 1994). All the European carriers are called ‘Community 

Carriers’ as there is no discrimination of a particular regulation for any type of 

airline as in the past with the restrictions for charter airlines. 

 In 2004, it was estimated that airline liberalisation in the European Union had 

contributed  more  than  €130bn  to  the  Community’s  GDP  (Gross  Domestic 

Product) and had generated jobs for more than 2 million people (Civil Aviation 

Authority UK 2004). New airline models appeared in the market; for example, 

LCCs that provided additional routes in Europe. Traditional airlines, along with 

charter flights, re-appeared in the market as part of a more innovative strategy 

and a versatile, flexible and differentiated business model. The next section 

considers the strategy of the new airline models by focusing on the case of 

LCCs as the main force that has impacted on the tourism industry.

3. 4 Strategies - inauguration of new business models 

The airline product is ‘…characterised by specific service features such as the 

immateriality, no storability and synchronicity of production and consumption 

(uno-actu-principle) (Groß & Schroder 2007:44). Furthermore, it is homogenous 

and involves the ‘…transportation of the passengers from A to B that is the core 

service of an air trip’ (Groß & Schroder 2007:44). Thus, the only features that 
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differentiate one airline from another are the services that ‘…may be offered 

before, during or after the journey’ (Groß & Schroder 2007:44). 

The European airline scene is dominated by network carriers or the traditional 

flag carriers that are now divided into mega (Big Three) and medium (Tier 2)–

transatlantic carriers and European (Tier 3) regional carriers (intra Europeans) 

and LCCs (Ringbeck et al. 2007) (Figure 3.2). Traditional or network carriers 

offer First Class, Business Class and Economy products that are defined by the 

extent  of  the  airline  service  that  is  offered  (executive  lounges,  catering 

supplies) and by the price of the ticket (Bjelicic 2007) (Figure 3.2). On the other 

hand,  the  LCCs  instigated  a  total  exclusion  of  in-flight  services  and  a 

concentration on point-to-point operation with simplified procedures and lower 

fares (Bjelicic 2007). In addition, they employed e-Commerce procedures with a 

ticketless  service  that  enables  the  offer  of  cheap  fares  (Franke  2007; 

Dobruszkes 2006; Pender & Baum 2000) (Table 3.2). 

As has been mentioned repeatedly, the new airline environment had an array of 

impacts that are related to changes in the travel market. In general, the effect 

on the production side or product development was on service and non-service 

provision as the main axes of differentiation (Williams 2001). Legacy carriers 

tried to implement and deploy a number of strategies in an attempt to confront 

the competition (Franke 2007; Schnell 2003). The enforcement of new policy 

realms had an impact  on both the size and the type of  the airline market 

(Dennis 2007).  Historically,  in  1986, the first  low cost or  no-frills  airline in 
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Europe was Ryanair, an Irish based company which entered the prosperous 

London-Dublin route and offered a decrease in fares by ‘…55% from £208IR 

(Є264) to £95.99IR (Є121)’(Barrett 2004a:90). This new fare policy came in 

direct opposition to the British Airways and Aer Lingus bilateral  cooperation 

agreement (Barrett 2006). In 1995, EasyJet entered the UK market with 12 new 

737 Boeing aircraft (Sull 1999; Civil Aviation Authority 1998).

Figure 3.2: Competition in European Aviation 

(Source: Reproduced from Bjelicic 2007) 
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The immediate aftermath of  liberalisation was the emergence of  LCCs that 

forced an alteration in production and consumption patterns and shifted the 

industry’s structure as such (Schnell 2003). In particular, LCCs ‘…have created 

new markets by inventing new products’ (Bley & Buermann 2007:52; Dennis 

2007)  with  the  introduction  of  low  cost  fares  and  the  expansion  to  new 

destinations (Alves & Barbot 2007; Hasson, Ringbeck & Franke 2003). This had, 

as a consequence, an alteration in the operations of the incumbent carriers or 

legacy or network carriers, with attempts being made to reduce costs in order 

to become flexible and able to confront their no-frill counterparts (Denis 2007; 

Mason & Alamdari 2007; Duval 2007; Franke 2007; Tretheway 2004).  

In an attempt to diversify their existing mode of operation, incumbent carriers 

integrated  horizontally  with  low  costs  carriers,  for  instance  BA  and  GO 

(Papatheodorou & Lei 2006). This phenomenon has been correctly characterised 

by Graham and Vowles (2006: 105) as a ‘carriers within carriers (CWCs)’ type of 

business. Among the best example that supports CWCs and the launch of a LCC 

is  that  of  British  Midland Airline  (bmi)  with  bmiBaby  (Francis  et  al.  2004; 

Graham and Vowles 2006). Nevertheless, it’s a rare phenomenon of a success 

story for scheduled airlines with a CWC, low cost carrier strategy. This derives 

from the fact that many conventional airlines did not manage to effectively 
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combine their strategy with that of no-frills (Schnell 2003; Graham and Vowles 

2006).

The following examples support the aforementioned statement, starting with 

Continental Airlines and Continental Lite, which almost led the company into 

bankruptcy (Graf 2005). Then, KLM sold Buzz to Ryanair (Graf 2005) and British 

Airways’ (BA) low cost carrier, GO was acquired by EasyJet (Graf 2005; Francis 

2004). The reason behind their failure is that the two types of operations are 

directly opposed to one another, with a huge cost gap orientation in between, 

so  as  the  new carrier  cannot be sustained profitably and therefore  cannot 

survive (Graham & Volwes 2006). In addition, as noted by O’Toole (1994 Morrell 

2005: 304) ‘…there is the risk of losing their brand identity by falling in two 

markets’, or the customers are used to one brand identity and refuse to accept 

a new type. 

Table 3.6: Product features of low cost and full service carriers 

Product 
features

Low cost carrier Full service carrier

Brand One brand: low fare Brand extensions: fare+service
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Product 
features

Low cost carrier Full service carrier

Fares Simplified: fare structure
Complex fare: structure+yield 
mgt

Distribution Online and direct booking Online, direct, travel agent

Check-in Ticketless Ticketless, IATA ticket contract

Airports Secondary (mostly) Primary

Connections Point-to-point
Interlining, code share, global 
alliances

Class 
segmentation

One class (high density)
Two class (dilution of seating 
capacity)

In-flight Pay for amenities Complementary extras

Aircraft utilization Very high Medium to high: union contracts

Turnaround time 25 minute turnarounds
Low turnaround: 
congestion/labour

Product One product: low fare Multiple integrated products

Ancillary revenue Advertising, on-board sales Focus on the primary product

Aircraft Single type: commonality
Multiple types: scheduling 
complexities

Seating Small pitch, no assignment
Generous pitch, offers seat 
assignment

Customer service Generally under performs Full service, offers reliability

Operational 
activities

Focus on core (flying)
Extensions: e.g. maintenance, 
cargo

(Source: O’Connell & Williams 2005) 

Ample evidence suggests that the affiliation of charter airlines to LLC’s seems 

‘perfect’ as a hybrid airline model, because they have the same market - leisure 

travellers (Papatheodorou & Lei 2006). At the same time, charter airlines have 

been characterized as a close ancestor of this type of operation since they are 
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flexible and offer decreased fares (Williams 2001; Buck & Lei 2003). Interesting 

examples of CWCs are the ones of British Air 2002 with Mytravel Lite (First 

Choice PLC) (Graham and Vowles 2006; Paptheodorou & Lei 2006) and German 

Hapag Lloyd and Hapag Lloyd Express (TUI).  These offer a strategy of equal 

confrontation with low cost carriers’ competition (Papatheodorou & Lei 2006; 

Buck & Lei 2003).

Another trend in the business environment is the adaptation of Porter’s Generic 

Competitive strategies (Figure 3.3) (Vanhove 2005; Evans et al. 2003) which 

includes overall cost leadership, differentiation and focus as a way of achieving 

a  competitive  advantage.  As  far  as  the  airline  industry  is  concerned,  the 

appearance  of  new and innovative airline  models  fulfils  all  the  criteria  of 

differentiation and innovation. LCCs have achieved product differentiation and 

overall cost leadership as a viable business model that has gained immediate 

access to the market and threatened the competitors. The distinction among 

low cost or no-frills airlines (e.g. Ryanair, Easyjet) is that they primarily focus on 

cost leadership and target specific market segments (Evans et al. 2003). 
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Figure 3.3: Generic Competitive Strategies
  

(Source: Porter 1985 Redrawn from Evans et al. 2003: 211)

As mentioned above, the whole concept of a no-frills airline is based on a lower 

cost orientation strategy, away from the clichéd service quality focus (Francis et 

al. 2004) (Figure 3.3). In order for an airline to be categorised as low cost, it 

must  have  the  following  characteristics:  ‘…increased  aircraft  and  crew 

utilization aided by the use of aircraft operated in single class with more seats’ 

(Francis et  al.  2004:508), operations to secondary airports where  taxes are 

lower and there is minimal terminal service provision (Pels & Rietveld 2004). In 

addition to this, they operate point-to-point (Debbage, 2002; Papatheodorou & 
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Lei  2006)  with  ‘short  turnaround time’ and high frequencies  to  short  haul 

destinations (Francis et al. 2004:509) (Tables 3.7 & 3.8). Furthermore, there is 

no in-flight service and the employees are of the minimum number that is 

required by the International Air  Transport  Association (IATA)  (Ryan & Birks 

2005) in order to keep labour costs down (Gillen 2006). 

Table 3.7: Comparison of airline business models – Full Service
                   Full Service – High Cost  Airlines
Type
Network 

Traditional Schedule 
carriers 

Hybrid Schedule Carriers 

Hub and Spoke
Connectivity –Complexity 

Point to Point
Schedule Service 

Cost 

Booking 

Service

Increased 
Fixed Costs 
Labour Costs
Any 
Full Service
Multiple Classes

Moderate 
Fixed Costs
Labour Costs
Any 
Full Service
Multiple class

Examples  British Airways
Cyprus Airways

Austrian Airlines

(Source: Adapted from Gillen 2006)

Table 3.8: Comparison of airline business models – Low Cost 
Low Cost – No Frills Airlines
Schedule Charter Hybrid Charter/Schedule 
Point to Point 
Schedule Service 

Point to Point
Charter Service 

Point to Point
Schedule/ Charter Service

Low 
Fixed Costs
Labour Costs
On line 

Full Service 
Single Class

Low 
Fixed Costs
Labour Costs
Tour Operators
Online 
Partial  service 
Single class

Low 
Fixed Costs
Labour Costs
Tour Operators
Online 
Full Service/ No service
Single Class

Easy Jet 
Ryanair 

First Choice
Thomas Cook 

Monarch
Jet 2 Go

(Source: Adapted from Gillen 2006)
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However,  the  most  prominent  characteristic  is  the  ticket-less  on-line  ‘self-

service’ booking that, on the one hand, means that the company does not 

waste money on paper and, on the other hand, allows the company to override 

intermediaries and commission payments (Papatheodorou & Lei 2006; Francis 

et al. 2004; Ryan & Birks 2005). As has been correctly observed by Buhalis 

(2004:809),  low  cost  airlines have  even  ‘…painted  their  aircraft  with  their 

internet address’ so as to emphasize and clarify to the consumer that there are 

neither retail shops, nor have any access to Global Distribution Systems (GDSs). 

There is just their website address (Chu 2001 as cited in Buhalis 2004). The 

‘smart.com’ LCCs model have managed to penetrate the market easily and will 

gain a greater market share in the future (Francis et al. 2004).

Having identified the effect of liberalisation on the airline industry as such, the 

next part of the chapter considers the new strategic responses of the airline 

industry  in  relation to  the effect on  tourism. The following part  relates to 

Chapter Two by emphasising even further the effect of the airline industry on 

new forms of consumption and production in tourism, as they exist in terms of 

Post- and Neo-Fordism trends. 

3. 5 Holiday Trips: Aviation and Tourism  

As has been already discussed in Chapter Two (Section 2.2), the most vital part 

of the tourism commodity chain, that enables connectivity, is transport (Clancy 

1998; Middleton & Clarke 2001; Graham et al. 2008). Debbage (2002) argues 
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that transport is of the utmost important because it facilitates the linkage of 

tourism demand from the place of origin to the destination. In accordance with 

IATA (2003) ‘…aviation is  directly  linked to  the tourism industry in  Europe, 

generating receipts of 700 million Euro per day’. Duval (2007:152), puts forward 

the idea that ‘…air transport is of interest to tourism development and tourist 

flows because it is a fundamental cog in the global tourism interaction sphere’. 

Furthermore, Wheatcroft (1994:8) argues that ‘…air transport and tourism are 

integral parts of the same travel and tourism industry which is now a major 

sector, of the economies of many countries’. 

Additionally, Graham et al. (2008) consider airlines as the mode that affects the 

geographical  distribution of  tourism in  terms of  long haul  travel, and with 

deregulation, short and medium haul travel, in accordance with an increase in 

holiday frequencies. Schroeder (2007:156) argues that the continuous decrease 

in airfares has influenced both the number of people travelling for leisure and 

the number of leisure trips. In relation to the previous chapter, the changing 

patterns  in  tourism consumption are  attributable,  to  a  great extent,  to  the 

recent  development  in  the  airline  industry  with  the  relaxation  of  policy 

restriction and the diversification of the airline network (Duval 2007). 

Air transport facilitates the movement of 40% of international tourism (Travel 

Transport Action Group ATAG 2004). Furthermore, the appearance of new tourist 

destinations, which are relatively far away from the main tourist generating 
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regions such as the USA and Europe, is ascribed to the aviation service, which 

enables the connection (Wheatcroft 1994). Thus, for many destinations, but in 

particular for island destinations, the existence of air networks is a necessity in 

order to enable tourism movements (Fayed & Westlake 2002; Papatheodorou 

2002). An interesting example are the Caribbean islands and the Pacific area 

that  are  among the most popular tourism destinations worldwide, and are 

highly dependent on air services, especially from Europe, which is an important 

provider of outbound tourism (Wheatcroft 1994; Papatheodorou 2002; Debbage 

2002). Forsyth (2008:73) emphasised that:

‘…the  links  of  tourism  and  aviation  are  becoming  more  explicitly 

recognised, and these links are having a role in governments’ aviation 

policy formation’ 

The expansion of the European borders with the unification and collaboration of 

the countries concerned had a real and substantial impact on the European 

airline and tourism industries. The European Union market, with the inclusion of 

ten more countries since May 1st 2004, as well as its further expansion in 2007, 

with the inclusion of Bulgaria and Romania, has created more opportunities. In 

particular, in an attempt to illustrate LCCs and tourism relations in terms of 

further development and investment, it should be highlighted that:
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‘The enlargement of the EU in May 2004 to include 10 more nations has 

given LCCs renewed impetus, with many new services starting in Central 

and Eastern Europe as a result of the deregulation that EU membership 

brings’

 (OAG 2006:2). 

The  new  aviation  phenomenon has  changed  the  global  airline  industry’s 

intercontinental  short  haul  travel,  which  in  turn  has  affected  tourism 

consumption  and  production  (Debbage 2002;  Papatheodorou  &  Lei  2006; 

Williams 2001).  

As was mentioned in the previous chapter, the movement of tourists consists of 

a ‘dynamic element’ (Vanhove 2005:2) in the tourism process. The decision 

making with regard to holiday products in relation to the airline industry is 

influenced  by  three  main  factors  -  attractiveness  of  the  destination, 

attractiveness of the departure airport location and attractiveness of the carrier 

(Ryan  &  Birk  2005)  (Figure  3.4).  Schroder  (2008)  emphasized  that  the 

destination is the main parameter that initiates travelling and the main impetus 

for the decision-making is the actual price of the air ticket. 

The period between 1965 and 1989 was characterized as a ‘phase of growth’ 

(Evans 2001) because of the technological advancement of air travel and an 

increase in available disposable income. This phenomenon is directly related to 

the aviation industry as the fastest growing mode for travelling worldwide. As 

has been argued by Law (1997 as cited in Buck & Lei 2003), any destination 
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that seeks to stimulate the interest of tourists must have close relations to 

charter airlines (Liebenberg 1995). Furthermore, strategic responses in terms of 

mergers and acquisitions, or an increase in aircraft capacity or a decrease in 

fares immediately affects  the movements of  people and of  tourism arrivals 

(Forsyth 2008). 

Figure 3.4: Factors Influencing Purchase Decision of Low Cost Carriers

(Source: Reproduced from Ryan & Birks 2005) 

Historically, the charter airlines’ role has been to meet the increased seasonal 

demand of leisure travellers and to serve the tourism industry, since they are 
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vertical integrated with major tour operators and primarily serve the leisure 

market (Lafferty & Fossen 2001). Airfares were cheap and were included in the 

whole tourism package that was an assemblage of the destination, the flight 

and  accommodation  (Liebenberg  1995).  This  aspect  of  production,  as 

mentioned  above,  lays  within  the  Fordism  spectrum  of  consumption  and 

production. The first two airline liberalization packages did not affect charter 

airlines’  operations within  Europe.  The  main  impact  was  when  the  ‘Third 

Package’ came into effect and allowed scheduled operations (Williams 2008; 

William 2001; Buch & Lei 2003; Liebenberg 1995). This had a direct effect on 

charter airlines in that the restriction that the whole holiday package should be 

bought was abolished, and the consumer gained the privilege of buying only 

the air ticket (Buck & Lei 2003; Dagtoglou 1994; Duval 2007). Thus, the charter 

airlines re-appeared in the market, with a new hybrid strategy, and were able to 

confront legacy and schedule carriers. 

Low Cost Carriers (LCCs) have metamorphosed the relationship between the 

airlines  and  the  tourism  industries  (Graham 2008;  Forysth 2008;  Schroder 

2007). To elaborate further on the abovementioned statement, Wong (2006) 

stated that ‘…low cost travel is becoming a norm rather than the exception’. 

The LCCs evolution has contributed even further to the changing pattern of 

demand and the consumer now determines the consumption patterns (Page 

1999) of the tourism domain and, instead of purchasing the whole package, 

tailor the travel arrangements to their own needs..’ . LCCs have revolutionized 
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European inbound and outbound tourism, and air travel has made tourism an 

activity that is accessible to more people (Wong 2006). According to Kua and 

Baum (2004:262):

‘Low cost carriers, otherwise known as  budget carriers or no frills airlines, 

can be seen as one of the most dynamic developments within recent travel 

history in the United States and Europe’.

 It is indicative that in 2003, LCCs had captured 25% of the market share, and 

by 2010 this will have risen to 33% in the short haul European travel market 

(Francis, Fidato & Humphreys 2003). As has been emphasized by O’Connell & 

Williams (2005:259):

‘Low  cost  carriers  have  reshaped the  competitive  environment within 

liberalized  markets  and  have  made significant  impacts  in  the  world's 

domestic passenger markets, which had previously been largely controlled 

by full service network carriers’.

The emergence of LCCs has provided flexibility in terms of the frequency of 

operations and the expansion to  more  destinations.  This  has  provided the 

traveller with the opportunity to seek shorter breaks or even day return trips 

(Schroder  2007; Williams 2001; Forsyth 2003; Buck & Lei  2003; Wheatcroft 

1994; Papatheodorou 2002; Debbage 2002) (Table 3.7). After the entrance of 
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the low cost carriers (LCCs), the number of passengers saw an abrupt increase, 

and more people are now engaged in leisure travel (Forsyth 2003; Deloitte & 

Touche n.d, Schroder 2007).

A major debate in tourism is whether LCCs are the new innovative form of 

charter airlines, albeit with some differences (Table 3.10) (Williams 2008) that 

have appeared in the market to satisfy contemporary tourism demand, along 

with the emergence of  the new tourists,  who are experienced and able to 

arrange  the  tourism  package  on  their  own  (Poon  1998). The  immediate 

aftermath has been the redirection of tourism demand from charter airlines to 

LCCs and the move towards independent travel (Mintel 2006a). This derives 

from the preference of the consumers to compose their own ‘holiday puzzle’ 

independently, using the internet (Williams 2003; Doganis 2006; Poon 1998; 

Williams 2008). 

Table 3.9: LCCs Strategy –implications to tourism 
LCCs Strategy Implications for Tourism 
Scheduled Operations Traffic distribution throughout the year
Cheap fares Increase in leisure traffic
Cheap fares Increase in shorter mini-breaks
Secondary and Regional Airports New Tourism Destinations
(Source: Adapted from ELFAA 2004)

Table 3.10: LCCs and Charter Airlines Characteristics
LCCs Charter 

Airlines
Direct Sell Yes
Extensive Outsourcing Yes (Yes)
High Density seating Yes Yes
High public awareness Yes
No in flight catering Yes Yes
Pre-bookable seats Yes
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Point to Point traffic only Yes Yes
Seat assignment Yes
Secondary airports Yes (Yes)
Short haul focus Yes
Short  turnarounds Yes
Single aircraft type Yes
Single Class cabin Yes Yes
24h Operations Yes
(Source: Adapted from Williams 2001)   

To conclude, recent developments in the airline industry, with the entrance of 

more carriers and the diversification of airline services has had a notable effect 

on  tourism. New forms of  consumption on  the part  of  tourists  are  directly 

related to the airline industry network. Direct selling methods with regard to 

airline tickets has provided the consumer the opportunity to enjoy cheaper 

fares. An expanded airline network to more destinations on a year round basis 

has stimulated the interest in making more trips to unexplored destinations. 

This has led to an increase in competition between destinations, and survival is 

synonymous with a strong focus on consumer demand through better planning 

and innovation. 

3.6 Geographical Diversification – Secondary Airports 
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Another dimension that has been influenced by the new policy is the airline and 

airport relationship that in turn has affected the geographical distribution of air 

traffic (Graham 2008). As a result, this has had an impact on tourism ‘…as 

airports function as vectors through which international travel often transpires’ 

(Duval 2007:199). Geographical distribution, with an increase in the number of 

airports  or  the re-appearance of  secondary airports due to the activities of 

LCCs, has had several implications for the new phase of the tourism industry as 

discussed in Chapter Two. Operations of LCCs from secondary airports has led to 

lower fares and therefore to the opportunity to travel more frequently to more 

and  new  destinations.  This  development  has  had  an  impact  on  both  the 

consumption  and  the  production  poles  of  the  tourism  industry,  with  the 

appearance of more tourism destinations and new consumption behaviours. 

The changes in terms of airline frequencies, with additional operations, had a 

direct  impact on  leisure  travellers  who  prefer  to  travel more  frequently  to 

shorter destinations (Graham 2008; Schroder 2007). 

The privatisation of the airports in relation to airline liberalization, has led to 

important changes in the airport-airline affiliation (McLay & Reynolds-Feigham 

2006). As it has been repeatedly witnessed, on the on hand, the entrance of low 

costs carriers and, on the other, the inability of the newly emerged airlines to 

acquire slots in hub airports, has led to the re-appearance in the market of 

regional or secondary airports (McLay & Reynolds-Feigham 2006; Francis et al. 

2004). This is strongly supported by Ryanair, who, being unable to acquire slots 
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at London Heathrow after its launch set up its base at Luton and later moved to 

London Stansted because of better public access (Barrett, 1997). The same is 

true of Easyjet that was based principally at Luton airport (Easy Jet 2005). 

In general, for the airlines, an airport is the medium where they meet their 

customers and offer their services (Francis et al. 2004). As for an airport, the 

airlines are their principal customers since they bring passengers in, pay for 

landing fees, for  the parking, for  the air  bridges,  for  the air  traffic  control 

charges  as  well  as  providing aeronautical  revenues (Francis  2004;  Williams 

2001). Airline deregulation transformed the airline-airport relationship because 

of  the  proliferation  of  new carriers  with a  direct  outcome in  terms of  the 

introduction of competition (McLay & Reynolds-Feigham 2006).

Simultaneously, due to airline liberalisation, an array of airport privatisations 

took place worldwide, in order to become more effective and to satisfy the ever-

increasing  market  demand  (Barrett  2000;  Graham  2001).  Furthermore, 

according to Gerber (2002: 36) ‘…with privatisation, airports change roles from 

being infrastructure providers to commercial entities which have maximised 

shareholder value’. Airports are owned by consortia of companies, which earn 

money,  not only from the airlines,  but also from ‘…rents,  concessions, car 

parking and property developments’ (Francis et al. 2004). Thus, they are ‘…

commercial entities rather than publicly funded organisations managed at the 

local  or  national  level’  (Duval  2007:200).  Privatization  had  an  impact  on 
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travellers’  buying  habits  with  the  airports  having  been  transformed  into 

shopping malls (Hobson 2000:181). 

The spatial geographical dimension of the airline network is expressed in an 

airports'  location. In general, for  the airports,  the airlines are  their  primary 

customers and, from the airline’s perspective, the airports are the meeting 

point with their customers for the provision of their services (Francis, Humphrey 

& Ison 2004). The Airports Council International (ACI) (2006:51) so pertinently 

characterized airports as:

‘…vital  gateways for  developing local business and as such are  a  key 

component of local, national, and regional infrastructure. At the same time, 

airports are much more than regulated public service providers. They are 

complex  commercial  entities  that  must  meet  well-defined  business 

objectives in terms of day-to-day operations, financial  performance and 

planning for future growth.’ 

Over the last few years, the regional, secondary, or feeder airports’ ‘status quo’ 

has changed because of airline liberalization and the entrance of new carriers 

into the market. That naturally forced the privatization of the airports in an 

attempt to  become more  efficient  and  able  to  handle the  ever-increasing 

demand  (Francis  et  al.  2005;  InterVISTAS-ga ²  2006;  Strarkie  2002;  Paylor  

2004). At the same time, the appearance of new airlines’ strategies for the 
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better  utilization of  their  resources  in  an attempt  to  achieve economies of 

scales and higher density, led to further airport competition (Starkie 2002). In 

particular,  airline deregulation facilitated better  connectivity because of  the 

repositioning the roles of regional/secondary airports by becoming more active 

in  providing  more  aggregate  benefits  to  several dimensions within  Europe 

(Starkie  2002;  Vowles  &  Mertens  2004;  Frenken,  Terwisga,  Verburg  & 

Burghouwt  2004). In fact: 

 ‘Global accessibility is becoming a key factor for business location and 

economic performance in all regions of Europe. Growth in air services can 

enhance the  growth potential  of  a  region,  which  in  turn  will  in  turn 

increase the demand for air travel, creating a ‘virtuous circle’ of growth.’

(Airport Operators Association 2005)

However, a major issue of concern is that of highly congested aerospace in 

terms of the airlines operations and in the main Hub Capital Airports such as 

Heathrow. Specifically, 70% of the 50 most important EU airports face capacity 

constraints,  which  makes  them  unable  to  overcome  the  excessive  traffic 

demand (ACI 2005). Additionally, inadequate capacity hinders the expansion 

strategy for the majority of the airlines and, at the same time, could prevent 

new entrants. A major barrier for European carriers is their inability to acquire 

slots in major airports as a result of the increased airline capacity and travel 

demands that are not compatible with the airports’ infrastructure. 
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In much the same way, major airports worldwide such as Sydney International 

Airport, are facing the problem of inadequate and limited capacity that impedes 

the entrance of new carriers (Forsyth 2003). The appearance of LCCs that prefer 

regional/spoke airports as their base has alleviated the bottlenecks in main hub 

airports to a certain degree. Both leisure and business travellers tend to prefer 

to  fly  from  secondary,  uncongested  airports  with  simplified  procedures 

(Learmount  2004). Thus, in the future,  aviation will  concentrate on existing 

secondary regional airports because of the inability to further expand the hub 

airports due to environmental and social constraints (Learmount 2004).

The Travel Transport Action Group (ATAG 2004:20) argues that aviation ‘…plays 

a major role in shaping the scale and the diversity of tourism worldwide’. As 

mentioned above, the appearance of LCCs in the USA and then in Europe has 

impacted on tourism movements, not only in terms of an increase, but also with 

regard  to  the  increase in  geographical  locations,  through  the  operation  of 

secondary/regional airports  and  by  provided  access to  areas  for  which air 

connectivity is imperative (Debbage 2002; Doganis 2006; ATAG 2004). 

As has already been discussed, the appearance of LCCs and the re-emergence 

of regional airports have had a direct impact on tourism development within 

Europe (AOA 2005). An interesting example is the case of the small Spanish 

airports  of  Girona–Costa Brava and Murcia-San Javier that,  in 2003, had an 
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increase in turnout of 160% and 77.6% respectively (Paylor 2004). An additional 

example is the air connectivity of the Greek islands such as Crete, Rhodes and 

Corfu which currently account for 80% of the total tourism arrivals (ACI 2004). 

In 1985, Ryanair, an Irish origin no-frill  carrier,  appeared in the market and 

started operations between London Luton and Dublin Ireland (Ryanair n.d). The 

successful appearance of a low cost airline such as Ryanair with a network of 

341 routes including 16 in Europe (Ryanair 2006) had a significant impact on 

Irelands’ outbound tourism, with a 10% increase over the last 10 years (ACI 

2004). 

3.7 Conclusion

This chapter has attempted to explore recent airline policies in the EU and to 

identify  their  implications for  the airline and tourism industries.  The above 

discussion  reveals  that  the  EU  airline  industry  has  been subject  to  many 

changes because of liberalisation provisions in the market. Air connectivity is an 

important  factor  that  contributes  to  higher  standards  of  living,  given  the 

influence it  brings to  bear  on  other industries,  for  instance on  tourism.  A 

liberalised airline market has revitalised the EU and offers the opportunity to 

incumbent and new carriers to launch new strategies. This change has had a 

notable effect  on the tourism industry as was discussed in Chapter Two.  In 

particular, the airlines have impacted on the tourism movement by encouraging 

more trips due to lower prices. This has had a direct effect on the appearance of 

more regional destinations within the EU. 
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More specifically, many remote regions in Europe, where connectivity did not 

exist or was time consuming due to the need to use other modes of transport, 

have re-appeared on the tourism map since the emergence of LCCs (AOA 2005). 

LLCs, as  the main protagonists  in  the market,  have  managed to  introduce 

innovative methods to the airline business. Incumbent carriers have reacted 

accordingly and have been forced to transform themselves and introduce new 

strategic responses in order to overcome the new competition. In general, the 

airline  industry  has  proved  to  be  adaptive  and  proactive  to  new  market 

conditions,  and  this  has  impacted  on  consumption  patterns  in  the  wider 

context. 

The  airline  market  has  recorded  remarkable  reforms,  and  the  consumer 

currently  enjoys  low  fares,  an  expanded airline  industry  and  new  airport 

networks. The current alterations to the airline industry have had an effect on 

tourism in terms of the geographical distribution of the tourism movement and 

the frequency of tourism trips. This has had several implications for consumer 

behaviour that  enjoys greater  choice in  terms of  leisure  travel, with direct 

booking methods. 

The next chapter concentrates on a case study in order to contextualise and 

explore the interrelated theoretical perspectives and insights presented in the 

previous section. The island of Cyprus constitutes an ideal example, as it starkly 

reflects the current trends in the airline and tourism industries. For instance, 
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Cyprus  has  recently  formulated  and  enacted  tourism  policies  and  has 

introduced new products, whilst simultaneously eradicating restrictions on the 

airline industry, in order to be in alignment with the EU market imperatives. 

These changes have been rendered imperative in order for Cyprus to achieve 

sustainable  tourism development, commensurate  with  the  demands of  the 

global economy.  
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CHAPTER FOUR

TOURISM, AIRLINE DYNAMICS AND 
DEVELOPMENTS: THE CASE OF 

CYPRUS
4.1 Introduction 

The previous chapters have provided significant insights  into the changing 

nature of the tourism and airline industries, by considering the current trends of 

the market and their  impact on the two industries.  Furthermore,  they have 

acted  as  the  cornerstone  for  identifying  the  interrelationship  of  the  two 

industries. The discussion has revealed that  airlines and tourism are rather 

distant in terms of policy remits and implications, and that they have a different 

orientation. However, despite their representation as independent entities, both 

industries are, in essence, closely interweaved and reciprocally interrelated in 

many respects. This issue needs to be further explored and theorized in the 

light of attempts to promote sustainable tourism development.   

This chapter focuses on the case of Cyprus by taking into consideration the 

airline  and  tourism  industries’  implications  for  the  island’s  economy.  In 

particular, this chapter explores the actual implications of recent developments, 

in terms of new forms of consumption in tourism and the effect on production, 

for an established and traditionally popular tourism destination. New trends 
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have  forced  new  policy  initiatives  that  mirror  the  needs  of  contemporary 

tourists, who are looking for niche and innovative tourism activities. The main 

challenge for the island is whether it can adapt and be responsive to these 

changes, in order to remain competitive in the global economy. 

The main aims of this particular chapter are twofold: first, to portray tourism in 

Cyprus in an attempt to reveal the current and the future position of the island 

as  a  destination.  This  will  be  achieved  by  a  consideration  of  tourism 

development on the island throughout the years. Then, the ‘Tourism Strategic 

Plan 2003-2010’ will be presented and evaluated with particular emphasis on 

the problems that have resulted from its implementation. The second part of 

the chapter describes and analyzes the airline industry. It commences with a 

historical  perspective and discusses the importance of  the industry for  the 

island. It then continues by exploring recent implications of policy enforcement 

for the industry, with a notable emphasis on LCCs. 

4.2 The island of Cyprus: a brief overview 

‘A mosaic of nature and culture, a whole magical world concentrated in a 

small, warm and hospitable island in the Mediterranean, at the crossroads 

of  three  continents,  between  East  and  West  that  offers  a 

multidimensional, qualitative tourist experience’.

Cyprus Tourism Organization (CTO) - Strategic Plan for Tourism Development 
2003-2010
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‘The legend of the birth of Aphrodite, emerging through the foam of the 

sea waves, can be compared to the geological birth of Cyprus, in that 

the island rose from the ocean ’

 (Nicosia Municipality 2006:1)

The island of Cyprus is situated at the crossroads of three continents - Europe, 

Asia, and Africa - in the Eastern Mediterranean (Figure 4.1). The country covers 

an area of 9,251 sq km and  has a history that dates back 9000 years, revealing 

that the island ‘…is a  living proof of its age-long function as bridge between 

civilizations of Southeast Europe and the Middle East’ (Press Information Office 

2000:5). The first signs of civilization date back to 6000BC and the Neolithic 

era. The Hellenization of the island began in 1200BC with the foundation of 

Greek kingdoms and the adoption of the Greek Language. The main hallmarks 

of the island’s history are the passage and the occupation of the island by many 

ethnicities (Mavris 2001). In 1960, it was granted independence by the United 

Kingdom (C.A.I.MED n.d).

The total population is approximately 754,800  of whom 85% are Greek, 12% 

Turkish, 1% belong to small ethnic minorities such as Armenians, Maronites, 

Latins,  while the remaining 3% is  made up of  other residents  and workers 

(Cyprus Productivity Centre 2006, PIO 2008). The official languages are Greek, 

which are widely spoken by the majority of the population, and Turkish (PIO 
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2008). The island enjoys a high standard of living and is ‘…one of the wealthiest 

of the new EU member states with GDP per capita approximately €15,000 per 

annum’ (Mintel 2004:9). The Greek Cypriots are mainly Christians ‘…and adhere 

to the Autocephalous Greek Orthodox Church of Cyprus’ (PIO 2008:6). 
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Figure 4.1: Map of the Republic of Cyprus  

(Source: PIO 2008)

The capital, Nicosia (Lefkosia), is situated in the middle of the island, and is 

considered to  be an important business hub for  the Eastern  Mediterranean 

(Nicosia Municipality 2006). The second town in terms of population and size is 

Limassol (Lemesos), This is the largest port in the Mediterranean for transit 

trades  (Limassol Municipality  2006).  The  main  reason  for  Limassol’s  rapid 

development was the Turkish invasion in July 1974 and the partition of the 

islands’ territory (Press Information Office -  PIO n.d), including the two well 

developed cities,  Famagusta (Ammochostos), which was the major port and 

business centre of the island, and Kyrenia, a tourist resort that was important 

for the island’s economy (Sharpely 2007).
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At present, the political situation is stable, with a UN buffer zone, widely known 

as the ‘Green Line’, signalling the division. However, in 2003, after 29 years of 

separation some entry-points in the buffer zone opened, and residents have the 

opportunity to cross to the occupied territory of the island (Mintel 2004). The 

26th April 2004 was the most recent and most serious attempt to reunify the 

island after the proposal of a solution by the United Nation General Secretary, 

Kofi Annan (BBC News 2004; Altinay & Bowen 2006). However, the Annan plan 

was rejected in a referendum that took place in both communities (BBC News 

2004). The majority of the Greek Cypriots voted against the proposal, feeling 

unsafe because of the stipulation of the plan that Turkish military troops should 

be present on the island. On the other hand, the Turkish Cypriots’ results were 

positive. The reason behind their willingness for reunification was the embargo, 

due to the illegal occupation, that isolated their so-called ‘pseudo state’, which 

is only recognized by Turkey (PIO 1999; Altinay 2000).

The relationship of Cyprus with the European Economic Community (EEC) dates 

from 1972 with an Association Agreement and a Custom Union Protocol in 1987 

(PIO 2001). In 1990, the Cypriot application for full membership was accepted. 

This acted as the cornerstone for the commencement of negotiations in terms 

of  the  harmonization  of  the  island with  the  ECC policies  (PIO  2001).  The 

accession  negotiations  were  completed  through  the  European  Council  of 

Copenhagen on 12th and 13th December, 2002 by confirming full membership 

(Europa 2003). 
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The final  step for the accession to the European Community was signed in 

Athens on 16th April 2003, which confirmed membership in 2004 (Europa 2003). 

Since the 1st May 2004, the Republic of Cyprus has been a full member of the 

European Union and consequently, it has become part of a wider spectrum of 

geographical borders. More specifically, the Union promotes freedom in the 

movement of goods, people and capital. In particular, for Cyprus, the entrance 

into the European Union was viewed as the way to end the political instability 

and the division of the island (Agapiou-Jeosiphides 2003).  

4.3 Cyprus as a tourism destination – Historical Perspective 

The island has a long tradition with regard to tourism, and it is considered to be 

a well-established destination because of its privileged Mediterranean location 

and favourable weather conditions (Sharpely 2007). It has been a full member 

of  the  UN-WTO  organisation  since  1975  and  participates  in  the  Regional 

Commission  for  Europe  (Ministry  of  Foreign  Affairs,  Cyprus  2008).The 

international recognition of the country in terms of tourism is illustrated in the 

following statement by the Ministry of Foreign Affairs in Cyprus (2008:1):

‘It was elected member of the Executive Council of the Organisation for 

the periods 1993 –  1997 and 2001-2005 and proved to be an active 

Council member. It chaired the Quality Support and Trade Committee of 

the Executive Council for the period 1995-1999. At the 17th Session of the 
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General Assembly of the UNWTO which took place at the Cardagena de 

Indias,  in  Colombia,  on  the  23  –  29  November  2007,  Cyprus  was 

unanimously elected to the post of Chairman of the Regional Commission 

for Europe for the period 2007-2009.’

Historically, the first  official  signs of tourism were recorded, along with the 

independence and the declaration of the island as a Republic, in 1960, with 

25,000 foreign visitors (Sharpley 2001). The island attracted individual tourists 

from  Western  Europe  and  Middle  Easrtern  countries  who  had  ‘discovered’ 

Cyprus as the place that combines sun, sea and sand and an idyllic landscape in 

the Troodos Mountain (UNEP 2002). In 1969, the ‘Cyprus Tourism Organization’ 

(CTO) was founded (UNEP 2002) by the House of Representatives under Law 

No.54 in 1969 (Office of the Law Commissionaire Dec. 2005) (Table 4.1). The 

main responsibility of this body is ‘…the organization and promotion of tourism 

in the Republic by making full use of all existing possibilities’ (Office of the Law 

Commissionaire Dec. 2005:4). 

Furthermore,  the  CTO  is  responsible  for  planning  and  developing  tourism 

through  the  submission  of  proposals  that  involve  the  legislation  and  the 

administration of the industry (Office of the Law Commissionaire Dec. 2005:4). 

Additionally, it is the body responsible within the Republic for the development, 

governance, marketing, management and planning of tourism. The Board of 

Directors  has the authority  for  administration and organization in  terms of 
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policy, employees’ issues, the preparation of annual budgets, the preparation of 

proposals related to tourism development and planning, among others (Office of 

the Law Commissionaire Dec. 2005). A Director General is responsible for the 

management  and  the  organization  the  different  departments  of  the 

organisation.

The first written tourism policy was the ‘Five Year Plan 1967-71’, prepared by 

the Planning Bureau of the Republic (Lockhart 1997). The objectives were to 

increase tourism by around 25 per cent on an annual basis, to extend the period 

of  stay  and to  construct five star  hotels  (Lockhart  1997).  The government 

provided incentives in terms of low-interest loans in an attempt to stimulate 

private involvement in the tourism industry (Lockhart 1997). Thus, gradually, 

tourism started to be developed with the construction of tourist accommodation 

establishments in seaside areas and, in particular, in Kyrenia and Famagusta 

(Saveriades  2001,  Sharpely  2001,;  UNEP  2002;  Lockhart  1997).  The  most 

famous resorts at that time were the Salamis area and the suburbs of Varosha 

in the coastal area of the Famagusta district (Lockhart 1997). Tourists arriving in 

Cyprus were from the ‘…more sophisticated classes and were of a mature age’. 

Thus the island gained the reputation of being a quality and an elite destination 

in the Mediterranean basin (UNEP 2002:1). 

Between 1960 and 1973, tourism recorded a 20 per cent growth rate which was 

12 per cent more than the average world figure (United Nations Environment 
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Programme (UNEP) 2002). At the same time, tourism receipts within Cyprus 

were 10 per cent above the world average (UNEP 2002). In the following years 

and, in particular, in 1973, tourism reported a 20% increase to 260,000 visitors 

per annum, mainly from Europe (Sharpley 2001). The unfortunate events of the 

Turkish Invasion on the 20th July, 1974 resulted in the occupation of one-third of 

the island’s territory and, inevitably, led to the distortion of tourism arrivals 

(Robson 2004; Sharpley 2001). At that time, more vital issues were prioritized 

that emanated from the catastrophic consequences of the invasion, and tourism 

came to a standstill (UNEP 2002). Political stability was the main issue that had 

to be dealt with,  as well  as coping with the immense physical destruction. 

Additionally, and  of  utmost  priority,  was  the  re-location  and settlement of 

200,000 residents who were forced violently to abandon their properties and 

move to the southern part of the island (Sharpely 2007). 

Table 4.1: Early key tourism movements 1960-1975
Chronolog
y 

Tourism 
Arrivals 

Tourism 
Type

Receipt 
as  %  of 
GDP

Tourism 
Revenues

1960 25,700 High 
spending
Mature 

2.0 1.8 

1967  – 
1973

‘Five Year Plan 1967-71’ that prepared by the Planning Bureau 
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1969 Foundation of the Cyprus Tourism Organization (CTO)

1973 264,000 High 
spending
Mature

7.2 23.8 

1974 Turkish Invasion   13,000 bed capacity lost (71.7% of  the 
total) 

1975 Became a member of the UN-WTO
(Sources: Lockhart 1997; Sharpely 2001)

The  Turkish  invasion  resulted  in  the  occupation  of  the  tourist  resorts  of 

Famagusta and  Kyrenia  that  had  accounted  for  65  per  cent  of  the  total 

accommodation capacity, whilst a further 96 per cent was under construction. 

This passed to  the illegal  occupation of  Turkey  (Saveriades  2001; Sharpley 

2001). The immediate action on the part of the authorities was to push forward 

the development of the southern part of the island (Clements & Georgiou 1998; 

Ioannides & Apostolopoulos 1999).  Another  great  loss was undoubtedly the 

Nicosia International Airport in the Buffer Zone that divides the two sides that 

passed into the control of the United Nations (Lockhart 1997). 

At that time, the efforts on the part of the authorities and, in particular, the 

CTO,  were  concentrated  on  the  ‘new  tourism  development’  and,  more 

specifically,  on  the  sea-side  areas  on  the  south  of  the  island,  with  the 

construction of new accommodation and, at the same time, a new airport. The 

‘lost visitors’ returned very quickly to experience once more the warm weather 

and the sea which were the most important elements as far as the western 

European market was concerned (Saveriades 2001). 

124



Tourism was considered as the ‘magic wand’ for the revitalization of the island 

and was viewed as the pathway to many economic benefits, something that 

was witnessed even more  vividly after the tragic events of 1974 (Adronicou 

1986; Sharpley 2001; Ayres 1998). For that reason, the development was rapid 

and unplanned as it was forced through without a policy (Sharpley 2001). The 

CTO (1998a: 2) pertinently states that tourism ‘…has to a certain degree been 

dictated  by  necessity’.  Thus,  a  planned  strategy  and  policy  could  not  be 

afforded.  During the initial  stage of  the post-1974 period, the efforts  were 

focused on the seaside resorts of the free territory of the Famagusta District, 

Limassol and Larnaca, with the construction of new accommodation (Lockhart 

1997).  

The development of the seaside areas was inevitable, since they were popular 

‘pull factors’ for European tourists who were particularly interested in the sea-

sun-sand aspects (Lockhart  1997).  The  immediate  action  that  undoubtedly 

facilitated  the  tourism  movement  was  the  reconstruction  of  two  ‘new’ 

international airports in Larnaca and in Paphos (Ioannides & Apostolopoulos 

1999). European tour operators included Cyprus in their brochures, highlighting 

a destination in the Mediterranean that was ideal with mythical scenery and 

warm weather (Robson 2004; Ioannides & Apostolopoulos 1999; Ayres 1998).

Cyprus rapidly became a popular tourism destination, with a sharp influx of 

tourism arrivals. Tourism infrastructure was booming with the construction of 
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hotels and other tourist lodging facilities (Sharpley 2001). In the infant/early 

stages of development, the majority of the tourists arriving on the island were 

primarily from the United Kingdom and the Scandinavian countries (Ioannides & 

Apostolopoulos 1999; Saveriades 2001). In 1976, tourism arrivals recorded a 

300 per cent increase in comparison to the 1973 figures (Gilmore 1989 as cited 

in  Ioannides and  Apostolopoulos  1999)  (Table  4.2).  In  the  following years, 

Cyprus recorded a remarkable boom in tourism and became established as the 

most successful Mediterranean resort (Gilmore 1989 as cited in Ioannides and 

Apostolopoulos 1999). 

It is estimated that between 1981 and 2001 there was a remarkable growth in 

tourist arrivals from 425,000 to 2.5 million (UNEP 2002; Wilson 1988; CTO 1990 

as cited in Sharpley 2001) (Table 4.2 & 4.3). The rapid increase in arrivals was 

only  halted during  the  Gulf  War  crisis  in  the  Middle  East  because of  the 

proximity of the island to the region. At that time, the arrivals recorded a steep 

downturn (UNEP 2001; Michaelides et al. 2004). Milne (1992 as cited in Timothy 

2002:142) suggested: 

‘That for tourism to be of maximum benefit for island microstates, the 

industry  needs to  be planned  and integrated with other  parts of  the 

economy taking  into  account  the  broader  social,  political,  economic 

objectives and constraints’.
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In particular, the contribution of tourism to the Gross Domestic Product (GDP) 

was 20% and accounted for Cyp£810 million (Cyp£1 = 2.27US$, Cyp£1=€1.72) 

(CTO 1995). In  2004,  Cyprus  had 2,934,000  visitors,  whereas  in  2005 the 

number increased to 2,400,919 (CTO 2005) (Table 4.3). The peak season is the 

months from July to September, with 39.6 per cent of total annual arrivals (CTO 

2005;  CTO  2007).  Whereas,  10% of  the  total  population  are  employed in 

tourism (PIO 2008). 
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Table 4.2: Tourism Statistics 1975- 2000 
Year Arrivals 

(000s)
Receipts 
(CY£mn)

Average 
tourist 

spending 
(C£)

Tourism 
receipt as 
% of GDP

Total 
licensed 

bed 
spaces

1975 47 5 n.a 2.1 5,685
1980 349 72 200 9.4 12,830
1985 770 232 299 15.7 30,375
1986 828 256 308 16.0 33,301
1987 949 320 334 18.0 45,855
1988 1,112 386 344 19.4 48,518
1989 1,379 490 350 21.7 54,857
1990 1,561 573 364 23.4 59,574
1991 1,385 476 343 18.4 63,564
1992 1,991 694 351 23.8 69,759
1993 1,841 969 379 21.4 73,657
1994 2,069 810 389 22.3 76,117
1995 2,100 810 383 20.5 78,427
1996 1,950 780 382 19.0 78,427
1997 2,088 843 393 20.4 84,368
1998 2,222 878 380 20.2 86,151
1999 2,434       1,025 400 22.0 84,173
2000 2,686 1,194 n.a. 21.7 85,303

(Source: CTO 2002) 

During the 1980s, accommodation construction was rapid and uncontrolled, 

without any policy framework. At the beginning of the 1990s, the CTO imposed 

a moratorium of further development in the tourism industry for two years. 

Afterwards, a new policy was introduced that prohibited construction on the 

coastal zone, and set specifications for ranking criteria (CTO 1998a). In 2001, 

the island’s accommodation capacity was estimated to be around 85,000 beds 

in different types of hotels, hotel apartments, villas, and traditional houses, 

mainly in the tourism resorts, which are on the coast, and in the mountainous 

area of Troodos (WTO 2001). Furthermore, in the past few years, the island has 

gained in popularity with regard to the acquisition of so-called ‘second homes’ 
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which are holiday houses that are owned by foreigners (CTO 2003). The warm 

weather of the island is an important motive for a European resident to acquire 

a house on the island.

Table 4.3: Tourism Statistics 2001 -2007 
Year Arrivals 

(000s)
Receipts 
(CY£mn)

Average Length 
of Stay (days)

Licensed 
Beds in 

Operation
2001 2,696,732 1,277 10.3 92,176
2002 2,418,238 1,136 11.1 94,466
2003 2,303,247 1,020 10.9 95,185
2004 2,349,01

2
988 10.7 96,535

2005 2,470,063 1,014 10.4 95,648
 2006 2,470,924 1,037 10.4 93,957
 2007 2,416,081 1,099 10.0 92,569
(Source: CTO2007a)

Europe is the number one incoming tourism market for Cyprus, with 94 per cent of 

total tourism arrivals (CTO 2007a). The most important market is the British one 

(Figure 4.2). This is because Cyprus is considered as a familiar destination, not only 

because of the colonial rule connection, but also because of the existence of British 

Forces in two sovereign bases in Akrotiri and Dhekelia that cover 2.7 per cent of the 

island’s territory (Sharpley 2003; PIO 2008) (Figure 4.3). In addition, English is 

among the three official languages of the country and is widely spoken by the 

people involved in the tourism industry. Also, car driving is on the left-hand side, as 

in the UK. Moreover, air connectivity with the UK is well-developed with a plethora 
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of charter flights, together with daily flights offered   by Cyprus Airways and British 

Airways (DCA 2007). 

Figure 4.2: Arrivals of tourist by country of usual residence 1995-2006 

(Source: Statistical Service of Cyprus 2006)

Figure 4.3: British Sovereign Base Areas (Akrotiri (left) and Dhekelia 
(right) 

130



(Source: PIO 2008)
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In the past, the most popular destination on the island was Ayia Napa/Protaras, 

located on the eastern side of the island in the Famagusta district. Prior to the 

invasion these were quiet and picturesque fishing villages with around 1,000 

inhabitants, entirely invisible on the tourism map (Lockhart 1997; UNEP 2002). 

In the late 1970s to the early 1980s a construction of hotels and other types of 

accommodation begun, in an attempt to accommodate half a million foreign 

visitors (UNEP 2005). In popular belief, Ayia Napa consists of a famous tourist 

destination among young Europeans, who are enticed by the beautiful seaside 

and  the  nightlife  (Saveriades  2001;  Sharpely  2007).  In  2004,  the  Free 

Famagusta district attracted 34.5 per cent of the total  tourism arrivals with 

revenues of CYP£340m and an average length of stay 10.6 nights in Ayia Napa 

and 11.07 in  Protaras (Tourism & Transport Consultant  (TTC)  2006).  At  the 

present time, Paphos (Table 4.4) is the most popular destination on the island 

(CTO 2007). The area covers an unspoiled coastal region, has beautiful natural 

scenery, and archaeological monuments.  

Table 4.4: Destinations on Cyprus in 2007
Area Number  of Tourists %

Paphos 81,663,537 33.8
Agia Napa 40,590,160 16.8
Paralimni 36,481,871 15.1
Limassol 32,375,485 13.4
Larnaca 23,919,201 9.9
Nicosia 13,0468,374 5.4
More than 1 location 5,556,986 2.3
Elsewhere 8,214,675 3.4

(Source : CTO 2007a)
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4.4 Policy Initiative - the need for a Tourism Strategic Plan 

As discussed in Chapter Two under the Fordism section, Cyprus constitutes an 

ideal example of a mass tourism destination, with a sharp influx of arrivals over 

a  short  period  during  the  summer months (Medlik  1998;  Sharpley 2007). 

Gilmore (1989:263) stated that ‘The distribution of tourist accommodation has 

altered drastically, reflecting the development of beach-oriented tourism’ that 

was primarily concentrated on the coastlines of the island (Bramwell 2004). The 

period of rapid and uncontrolled development that focused on mass seaside 

tourism soon proved to be negative for the island’s social and environmental 

life (Ioannides & Apostolopoulos 1991; Saveriades 2001; Ayres 1998; Akis et al. 

1996; Sharpley 2007). 

Another serious problem was that, as a tourism destination, Cyprus was rather 

seasonal in nature, as the peak period of tourist arrivals was confined to the 

summer months (Ioannides 1992; CTO 2007). Furthermore, a major concern 

was the negative impact of tourism on the Physical Carrying Capacity of the 

island which, according to Mathieson and Wall (1982:184) is defined as ‘…the 

maximum number of people who can use a recreational environment without an 

unacceptable  decline  in  the  quality  of  the  recreational  experience’. The 

acknowledgement of the several problems that emerged on the island, acted as 

an impetus for relevant policy formulation. In particular, the main trigger for this 

was the negative environmental and social impacts of the degradation of the 
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island as a destination. Additionally, it  is  generally  the case that emerging 

destinations pose  a  serious threat  to  well-established destinations such as 

Cyprus,  which  can  easily  lead  to  the  re-location  of  tourists.  The  current 

consumption patterns, with a better educated consumer, necessitate a well-

planned tourism strategy that will accommodate, and be responsive to,  the 

needs of the consumer (Costa 2001). 

Furthermore, another important factor that needs to be taken into consideration 

is the cost of living in Cyprus. This is very high, and has a direct impact on 

tourism sectors such as hotels and restaurants. This has gradually established 

Cyprus  as  an  expensive  destination  in  relation  to  other  neighbouring 

destinations (Sharpley 2001; Ayres 1998). In addition, another drawback is that 

tourism is extremely vulnerable to oil price fluctuations and a potential increase 

impacts  on the cost of  the tourism package (Bank of  Cyprus 2005; Loizou 

2007). This has an impact on the island’s competitiveness that exacerbates the 

position  of  the  island  as  an  already  high-priced  tourism  destination  in 

comparison to other Mediterranean resorts. More specifically, competition has 

intensified, especially in relation to destinations like Turkey, Morocco, Egypt and 

Malta and the countries of the Pacific region to name but a few (UNEP 2002; 

Clements & Georgiou 1998; CTO 2003; TTC 2006; Iasonos 2007; Clerides & 

Pashourtidou 2007). 
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Another weakness with regard to the tourism industry on the island is its high 

dependence on UK tourists and its subsequent, over-reliance on major UK Tour 

Operators  as  the  prime  suppliers  for  the  tourism  industry  (Clementes  & 

Georgiou 1998;  Sharpley 2001)  (Figure  4.4).  This  became apparent  at  the 

beginning of  the 1990s, when the economic recession in the UK adversely 

affected the tourism arrivals on the island, since the British market accounted 

for the 50 per cent of the tourist product (Clementes & Georgiou 1998; CTO 

2003).
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Figure 4.4: Type of Tour (%) 2001-2006
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Table 4.5: Cyprus challenges/problems/weaknesses of tourism
 its one-dimensional development and standardization 
 the multiple stresses on the environment as well as on the cultural 

identity 
 incidents of deviant behaviour 
 high operational costs 
 seasonality 
 dependence on certain tour operators 
 substandard infrastructure and facilities 

(Source: CTO 2007)

All the problems illustrated in Table 4.5 are summarised in the CTO’s statement 

in the Strategic Plan (2003-2010), which epitomises tourism’s negative aspects 

and  immanent  threats.  In  particular,  the  main  problems  identified  are  as 

follows: 

‘…one-dimensional  development  and  standardisation,  the  multiple 

stresses on the environment as well as on our cultural identity, incidents 
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of deviant behaviour, high operational costs, seasonality, dependence on 

certain tour operators, substandard infrastructure and facilities, and other 

issues’ 

(CTO 2003:1)

Understandably, the improvement of the tourism product of Cyprus is regarded 

as  an  immediate  priority,  whilst  ‘…temporary and  spasmodic actions  are 

dangerous’ (CTO 2003:1). The country must grasp the emerging opportunities 

that emanate both from the industry’s new conduct, as well as from the new 

tourists’  profile  (CTO 2003;  Sharpley  2003;  Smid &  Zwart  2001;  Bramwell 

2004a). Thus, differentiation and a well-formed strategy is imperative, as are 

the needs for the emerging opportunities to be explored and the position of the 

island as a tourism destination to be re-defined and rejuvenated. According to 

Sharpley (2003:80): 

‘A  prime opportunity  for  tourism in  Cyprus  is  consolidation …  market 

diversification …consolidate and strengthen its core markets, in particular 

the UK, as well as Scandinavia and Germany … relaxation of the aviation 

restrictions  …the  opportunity  also  exists  for  Cyprus  to  regain  the 

competitive advantage that it lost when began to focus on quantitative 

rather than qualitative tourism during the 1980s’.

In 2000, the first ‘Strategic Plan for Tourism 2000-2010’ was introduced which 

included the following vision:
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‘Cyprus: a qualitative tourist destination that will satisfy the visitor with 

various interests and quests and ensure the continuous improvement of 

the quality of life of the locals.’  

(Strategic Plan for Tourism Development 2003:2)

This was the first attempt to develop a policy for tourism, because, in previous 

years,  tourism  was  part  of  the  ‘national  economic  development  policy’ 

(Sharpely 2007:124). During the early 1990s, a consultant agent from Ireland 

was employed to develop a strategic plan for tourism for the period of 2000-

2010 (CTO 2000). In 2003, the plan was re-introduced because of the election 

of a new government in order to cover a 7 years time span from 2003 to 2010 

(CTO 2003). This was the first official proposal for a unified policy with regard to 

tourism within the frames of  Sustainable Development ‘veiled’  with quality 

standards that would contribute to differentiation (CTO 2003). It targeted five 

important  dimensions  that  included  an  increase  in  tourist  expenditure, 

improvements in terms of seasonality, an increase in arrivals, an increase in the 

duration of stay,  and an increase in repeat tourism (CTO 2003; CTO 2005; 

Sharpley 2007). In an attempt to fulfil the above-mentioned perspectives, the 

‘Strategic Plan’  emphasised three  repositioning  sub–strategies  -  marketing, 

product and quality (CTO 2003). 
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The natural environment, the cultural heritage, in combination with the rich 

history of the country that dates back 9000 years, were considered as the main 

impetus for the development of a new ‘identity’ (Cyprus Tourism Organisation 

1998a; Godfrey 1996; Cyprus Development Department 1994; Sharpely 2001). 

The main aim of the development was to stimulate the interest of middle and 

upper income tourists from the EU (Andronicou 1986), who were interested in 

specific  tourism activities away  from the ‘only relax on  the sand holidays’ 

(Cyprus Tourism Organisation 1998b). The development, or more accurately, 

the re-development of  tourism has taken the form of  the diversification of 

activities and products with, as a nucleus point, the sea, sun and sand (CTO 

2003). The importance of tourism necessitates the need for a well-planned 

policy that will be sustainable and will ensure economic viability with a positive 

impact  on  the  environment  and  on  social  life.  Therefore,  ‘sustainable 

development’ is of utmost importance in that it will ensure the harmonious re-

development of tourism (CTO 2005). In particular, as has been stated by the 

former Chairman of the CTO:

‘Through the Strategic Plan for Tourism, our vision is  to transform the 

island into a quality destination by satisfying the various interests and 

expectations  of  the  visitor  and  simultaneously  securing  a  sustainable 

improvement in the quality of life for the local people’

(CTO 2005:3)
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The  Strategic  Plan  suggests  solutions  for  each  of  the  above-mentioned 

problems so that the destination will acquire an identity and an image that will 

stimulate the interest of several target markets. A basic issue of concern is the 

clear determination of ‘what can be offered?’ to ‘whom?’ and ‘at what price?’ 

Quality  is  a  way  to  differentiate  the  island  so  that  it  can  confront  the 

competition from other Mediterranean destinations that offer similar products to 

those  of  Cyprus (Iasonos 2007).  Thus,  the  key  determinant  for  a  tourism 

development or re-development is the integration of quality in all aspects. In 

particular, it is the realization of ‘Integrated Quality Management (IQM)’ that:

‘…takes  into  account all  aspects  of  the  visitor  experience,  from initial 

planning through travel, destination information, accommodation to  the 

'after sales' care and communication.’ 

(Europa 2000:1)

As has been discussed, the consumption and production patterns within the 

tourism framework have changed, and this is attributable to the alteration of 

society  constructs,  environmental  constraints,  globalization  and  world 

competition, as well as technological advancements (Urry 1995; Poon 1998; 

Shaw & Williams 2004).  Consequently,  the trends of  the ‘epoch’ that have 

affected tourism need to be encapsulated in an attempt to devise relevant 
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policies,  and  develop  appropriate  tourism  forms/procedures  and  activities 

(Bramwell 2004).  

The new Strategic Plan and the new developments reflect emerging tourism 

trends  (Chapter  Two)  and propose ways  that  will  re-position Cyprus in  the 

tourism market with diversified products and activities (Table 4.6). The focus is 

to increase the tourist influx from 2.0 million to 3.5 million per annum, with an 

annual  spending  of  Cyp£1.8  billion  until  2010  (CTO  2003).  The  CTO  has 

diversified its marketing department into a variety of sub-sections which are 

responsible for the development, coordination, distribution and implementation 

of marketing strategies (CTO 2005a). It should be noted that the CTO has a 

head office in Nicosia, nine regional offices and twenty offices abroad, so that 

essential information can be provided effectively.

Table 4.6: Tourism Niche Products in Cyprus
Tourism Products Actions
Sun and Sea Plus Blue Flag Program, awarded to 39 organized beaches and 

municipalities 
Cultural Tourism Aphrodite Cultural Route (Completion 2004)   Geographical 

Connection of Archaeological Sites, Museums and natural 
sites. Folk and Art tradition - Local Cuisine and Wines       
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Conference and 
Incentive Tourism 
(MICE)

Feasibility  Study for  Major Facilities  in  Limassol 
Consultation with private Stakeholders on 
Conventional bureau idea, CTO Conference ‘Unit’ 
CTO marketing efforts involve state fair authority 
and the private sector 

Natural Tourism –
Natural trails
Walking & Hiking 

European Long Distance Path – ‘European E4 Trail and other 
natural Trails’ 
(Completion November 2005) 250km Paphos to 
Larnaca/traverse of the Troodos Mountain

Medical Tourism Included in 2005
Sports Tourism 12m Action Plan 2005-2007, Infrastructure of 21 Sports in 

all regions
Organization of  International Events,  Winter  training  for 
foreign teams
A  programme  for  international  sports  events,  Targeted 
marketing, 
Interdepartmental team to liaise with sports federations 

Cycling Cooperation with the Cyprus cycling federation 
Marine Sports and 
Yachting

Expansion of Larnaca Marina. Construction of a new marina 
in Limassol

Mega Events / 
Cultural & Artistic 
Events

Rock Music Concerts (2004 ‘Scorpions’)
Opera Events (2004 ‘Buena Vista Social Club’ Cuba – 
Cesaria Evora, Ancient Greek Dramas

Sea Cruises To Israel, Egypt, Syria, Lebanon and the Greek islands
Golf Tourism Aphrodite Hills Golf courses. Encouragement of the 

investment on golf courses with 6 new golf by 2010
Religious Tourism Implementation of cultural routes in the countryside for 

religious tourism
Agro-tourism/Rural 
Tourism

Development of the Rural Area, Subsidies from the 
Government and the EU,
Reconstruction of the DMS

Theme Parks Encouragement of the private sector to participate 
Location & Themes

Casinos Development by 2009
(Source: Adapted from CTO 2007)

Table 4.7: Classification of High, Medium and Low Priority Countries
High Priority Markets Medium  Priority 

Markets
Low Priority Markets 

United Kingdom Countries  of  the  Persian Poland 
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Russia 
Greece 
Germany 
Republic of Ireland 
France 

Gulf 
Countries  of  the  Middle 
East 
Israel 
Belgium 
Sweden 
Norway 
The Netherlands 
Italy 
Switzerland 
Austria 

Finland 
Denmark 
Czech Republic 
Hungary 
USA 
Ukraine and Belarus 

(Source: CTO - Strategic Plan for Tourism Development 2003-2010)

The marketing strategy focuses on the ‘intrusion’ into existing and new markets 

that are considered profitable and prosperous. For that reasons the CTO has 

developed a  priority  list  of  different  niche markets  (Table 4.7) for  a  better 

tourism campaign. Direct selling and the dissemination of vital information for 

the  island  constitute  a  priority.  The  revised  strategic  plan  highlights  the 

importance  of  an  effective  marketing  policy  through  advertisements,  the 

internet, and customer databases analysis (CTO 2007). 

On behalf of the CTO, IPK International (World Tourism Marketing Consultants) 

has  conducted  two  initial  studies  into  the  French  (IPK  2004)  and  German 

Markets (IPK 2004a). The aim was the identification of a potential increase in 

inbound arrivals from both France and German. At first, a vital issue of concern 

and a drawback at the same time, was the lack of sufficient air connectivity 

with  the  French (IPK  2004)  and  the  German markets.  Secondly, a  lack  of 

sufficient information created/exacerbated fears because of Cyprus’ proximity 

to the Middle East. The third reason, which can be applied to both markets, is 
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the lack of  ‘advertisement  customization’ (IPK 2004).  Furthermore,  another 

obstacle was the fact that Cyprus was regarded as an expensive destination in 

comparison to  other  Mediterranean destinations  offering  the  same tourism 

product. 

Undoubtedly, apart from the marketing strategy, another important aspect is 

the creation of  an air  network that will  facilitate the connection. The most 

favourable market in terms of tourism arrivals is the British one and this is 

attributable, as mentioned previously, not only to the colonial connection but 

also to the excellent air networks both from scheduled and charter carriers. 

Thus,  in  the  case of  the airline  industry,  there  is  a  separate section  that 

emphasises the need for the island to attract LCCs and to grasp the emerging 

opportunities in the market as discussed in Chapter Three. The main aim is that 

the successful implementation of the tourism plan aims to establish Cyprus as 

an attractive EU destination and this will be a motivation for LCCs to link with 

the island. 

A new e-project was launched in September 2008, and has had, as an initial 

aim,  the  provision  of  information  and  online  booking.  In  addition,  a  well 

developed DMS is concerned with the promotion of Agrotourism in Cyprus.  This 

is operated by the Cyprus Agrotourism Company and is supported by the CTO 

(CTO 2005). The Agrotourism portal consists of an effective tool that provides 

information about the product, the location of the villages and the description of 
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the type of accommodation that includes farms and cottages. The interaction 

and the visual aid provided by the website aims to stimulate the interest of the 

potential visitor and offer the ability to book online. 
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4.4.1 Regional Development – ‘Tourism Regional Strategic 
Plans’ 

The geographical division/diversification in the form of the involvement of Local 

Authorities and Regional Tourism Boards with specific actions will undoubtedly 

enable the efforts to achieve an upgrade in the tourism product. In particular, 

four Districts, namely Nicosia, Limassol, Larnaca and Paphos, which are City 

Municipalities, as well as the free Famagusta District and the Troodos Mountain 

Area, aim to  contribute to  the development  of  tourism. The remaining two 

districts, Kyrenia and Famagusta, are under the Turkish rule.  

Each district has different potential in terms of the tourism development that 

should be identified and utilized. This can be achieved through the development 

of Peripheral Strategic Plans for each area with a plethora of Action Plans that 

will  achieve the  predetermined goals.  Thus,  the  CTO has  assigned private 

consultants to develop ‘Regional Strategic Plans’ that consider the potential of 

specific areas (CTO 2007). In particular, the regional policy is divided in terms of 

the four   municipalities  (Nicosia, Larnaca, Limassol and  Paphos) and more 

specific  regions  of  administration  such  as  the  Troodos  Mountain  and 

Paralimni/Ayia Napa (Free Famagusta area) (CTO 2007). Each strategy takes into 

consideration the potential of  each region in accordance with the aims and 

objectives of the ‘Tourism Strategic Plan’ (CTO 2003). The study is based on a 

SWOT analysis (Strengths –Weaknesses -  Opportunities –  Threats)  so  as  to 
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identify the policy that should be followed for further development (CTO 2005b; 

CTO 2007; CTO 2003). 

In  the case of  Limassol, the development entails  a  holistic  approach (CTO 

2007).  In  particular,  Limassol’s  tourism  clientele  is  mainly  independent 

travellers  (CTO 2005a) of  the  European upper  and  middle  (CTO 2005  b). 

Seaside resorts offer the potential of a portfolio of varied tourism activities such 

as Nautical Tourism, Conference Tourism and Cultural Tourism, among other 

(CTO 2005b). Additionally, Limassol is the prime port of the island, something 

that can potentially establish Limassol as a hub of the region in terms of Cruise 

Tourism (CTO 2007). Larnaca and Paphos have rather similar characteristics to 

Limassol, and they can follow the same policy (CTO2005c). As far as Nicosia is 

concerned, the approach is rather divergent from the rest of the island, because 

it is both an inland and a capital city destination. Thus tourism development 

focuses on conferences, cultural events, and sports tourism (CTO 2006). 

An interesting example is Ayia Napa that is in the stage of transformation and 

renewal following the alarming signals of  environmental destruction in past 

years, in addition to declining numbers in terms of tourism arrivals and revenue 

(TCC 2006). This particular resort suffers from seasonality problems that have a 

negative  impact  on  establishments  providing  accommodation,  restaurants, 

shops  and  other  tourism-driven  enterprises.  The  Mayor  of  Ayia  Napa 

emphatically stated that the area suffers from seasonality and this is because of 
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a lack of information and a proper marketing strategy, in addition to a lack of a 

winter air network on the part of the major European tour operators (Vasou 

2007). 

However, a major debate with regard to the island has been the inclusion of the 

Akamas peninsula into the integrated tourism policy as an alternative form of 

eco-tourism.  UNESCO protects  the  area  as  a  World  Natural  Heritage  site 

(Ioannides 1995). High pressure  from organised domestic and international 

parties,  supplemented  by  protests  from  the  residents,  has  hindered  the 

inclusion of Akamas as an attraction offered by the tourism industry. 

4.5 Policy – Problems of implementation 

Having  analysed  the  theoretical  approach  to  tourism  development,  it  is 

important  to  assess the effect  of  the  actual implementation. In  2005, ‘the 

Council  of  Ministers  with  its  Decision  No.  59.218 of  7.1.2004,  set  up  the 

mechanism to monitor the Implementation Plan of  the Tourist  Development 

Strategy 2003-2010’ (CTO 2007:21). Thus, the new strategy and the different 

aspects  of  the development are  closely monitored  and controlled by  other 

bodies  of  the  Government.  In  particular,  a  Ministerial  Committee  that  is 

administrated by the Minister of Commerce, Industry and Tourism has the duty 

to  make  an  evaluation of  the  progress  of  the  Strategic  Plan  (CTO 2005). 

Unfortunately, an evaluation covering the periods November 2003 and May 

2005 revealed that  serious problems had occurred  and had delayed some 
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aspects of the Plan (CTO 2005). In 2007, the CTO realised that the policy has to 

be re-considered and revised since many problems had arisen in terms of actual 

implementation (CTO 2007) (Tables 4.8, 4.9, 4.10).

Table 4.8: Evaluation of the ‘Tourist Strategic Plan 2003-2010’
Satisfactory Progress Delay (inability of implementation)
Marketing Public Transport 
Agrotourism Entrance of LCCs
Cycling Nautical Marine Tourism
Airports Archaeological Monuments – preservation 

–facilities
Incentive for improvement of 
hotel infrastructure 

Natural Environment

(Source: CTO 2007)
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Table 4.9: Evaluation of the ‘Tourist Strategic Plan 2003-2010’
Numerical Targets until 2010 2006 2007
Revenue from tourism 
(CYP£)1.8m 

1,037m 1,099 Non realistic 
target

Tourist Arrivals 
3.5m 2,400,924 2,416,08

1

Non realistic 
target

Average length of stay 
11.6 days 10.4 days 10.0 

days

Non realistic 
target

(Source: CTO 2007)

Table 4.10: Targets – Time Frame
Product Target Y

ear 
Year 

Golf  6  new Golf  Courts + 2 renovation 2010 
Marine Tourism 2 – Limassol and Agia Napa 2010
Conference 
Tourism 

Conference Centres 
Limassol
Nicosia                                                 

2009
2010

Casino 1 New                                                 2009
Cruise Tourism Improvement of Limassol Port 2

007
2008

Sport Tourism  In coordination with Cyprus  Sports 
Organization

(Source: CTO 2007a)

The provision of the Plan is ‘trapped’ in complicated, bureaucratic procedures 

(CTO 2007).  Additionally,  the  CTO  lacks  autonomy  and  is  not  a  powerful 

authority,  able  to  dictate  drastic  actions  for  the  alteration  of  the  tourism 

product (Katsourides 2007). As has already been mentioned in Chapter Two 

(Section 2.5), the main cause of the delay is the lack of coordination among the 

tourism organisations and  the  other  governmental  authorities  in  terms  of 

cooperating  and  contributing  to  the  appropriate  tourism  development 

(Katsourides 2007).  
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The  Government  of  Cyprus,  having  realised  the  negative aspects of  slow 

implementation, has announced the reconstruction of the CTO to make it  a 

more  powerful  authority  by  2010  (Frangos 2007a).  A  Tourism  Consultative 

Committee  was  created  under  the  provisions  of  the  Cyprus  Tourism 

Organization Law, which includes representatives of the private sector (CTO 

2005). The initial aim of the committee is that all the provisions and information 

concerning  the  tourism  industry  is  disseminated  effectively  to  all  parties 

involved. In other words: 

‘Almost  all  the  private  sector  stakeholders  are  represented  in  this 

Committee at a very high level, under the chairmanship of the Minister of 

Commerce, Industry and Tourism. The Committee functions as a think tank 

for tourism, and as such it deals only with general tourist policy matters 

and advices the CTO Board of Directions accordingly.’

(CTO2005:21)

The Board of Director discusses the progress of the plan in regular meetings 

with the directly involved organizations of the tourism industry, namely the 

Cyprus  Hoteliers  Association  (CHA),  The  Association  of  Cyprus  Tourist 

Enterprises (ACTE) and the Association of Cyprus Travel Agents (ACTA) (CTO 

2006). 

4.6 Tourism and the European Union 
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The core concept of tourism development in Cyprus has a focus on the sun and 

sea products, in addition to the inauguration on new and diversified activities. 

The potential of Cyprus was investigated through an array of studies aimed at 

identifying the pertinent products to be developed, with the twofold aim of 

upgrading the tourism product and satisfying visitors with high standards (CTO 

2004; CTO 2005). The way towards implementation is an intricate task because 

of the complexity of the tourism industry. This requires an intensive effort in 

terms of planning and development, as already mentioned in Chapter Two. In 

the tourism process, an important parameter is the role of the European Union 

through subsidies  and the  conducting of  different  research  studies for  the 

improvement of the tourist experience (CTO2005). 

On 6th July 2006, the European Union developed the ‘Cohesion Policy in Support 

of Growth and Jobs: Community Strategic Guidelines, 2007-2013’ that has many 

pillars with different objectives (Soroga et al. 2006). This particular strategy is 

part  of  the Lisbon Agenda, which aims to establish the EU as ‘…the most 

competitive,  dynamic, knowledge-based economy in  the  world,  capable of 

sustainable  economic  growth with more  and better  jobs and greater  social 

cohesion’ (Soroga et al. 2006; Blanke 2006). The Lisbon Agenda focuses on an 

array  of  different  procedures  that  will  improve  the  productivity  and  the 

competitiveness of the continent aimed at: 
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‘….. achieving an information society for all, establishing a European Area 

of  research  and  development,  creating  a  business-friendly  start-up 

environment, completing  the single market,  establishing efficient and 

integrated financial markets, building a knowledge society, ensuring more 

and better jobs for Europe, modernizing social protection, promoting social 

inclusion and enhancing sustainable development’ 

(Blanke 2006) 

The policy targets three basics objectives (Table 4.11) that have, as a locus 

point, the gradual economic growth of all new EU members so that a degree of 

uniformity  can  be  achieved through one  economic  entity.  In  order  for  the 

fulfilment  of  the  objectives,  the  European  Parliament  approved  a  general 

regulation and four specific regulations (Table 4.12) on 4th July, 2006 (EurActive 

2006). 
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Table 4.11 Objectives of the Cohesion Policy (2007 – 2013)
Objectives Description 
Convergence Support for growth and job creation in the least 

developed member states and regions. Regions whose 
per capita GDP is less than 75% of the EU average will be 
eligible (mostly regions from new member states), but 
temporary support (until 2013) will be given to regions 
where per capita GDP is below 75% for the EU-15 (the so-
called 'statistical effect').

Competitiveness & 
Employment

Designed to help the richer member states deal with 
economic and social change, globalisation and the 
transition to the knowledge society. Employment 
initiatives are to be based on the European Employment 
Strategy (EES) (adaptability of the workforce, job creation 
and accessibility to the labour market for vulnerable 
persons).

Territorial co-
operation 

To stimulate cross-border co-operation in order to find 
joint solutions to problems such as urban, rural and 
coastal development, the development of economic 
relations and the networking of SMEs. A new cross-border 
authority will be set up to manage co-operation 
programmes.

(Source: Europa 2007)

Table 4.12: Legislative Package and Specific Regulations
Legislative Package
Specific 
Regulations

Description 

General Regulation Common rules in programming, managing, controlling and 
evaluating the new cohesion policy, emphasis added on 
environmental and accessibility issues, and on the "partnership
 principle" that governs the whole policy.

European Regional 
Development Fund 
(ERDF)

To fund projects on research, innovation, environment, 
risk prevention, infrastructure in the least developed 
regions.

European Social 
Fund (ESF)

To target projects for employment, quality and 
productivity at work and social inclusion – in line with the 
European Employment Strategy.

Cohesion Fund To invest in environmental projects and trans-European 
networks in member states with a GNP of less than 90% 
of the Community average National income (i.e.. the ten 
new member states, plus Greece and Portugal).

European grouping For cross-border projects.
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of cross-border co-
operation (EGCC)
(Source: Europa 2007)

In particular, for Cyprus, the EU contributes with the 7th Funding Framework 

Programme (2007-2013)  (Financial  Mirror  2007;  Loizou  2007)  that  aims  to 

identify and implement new strategies and approaches to tourism. The tourism 

industry is a priority for the EU since it is the most important sector of the 

Cypriot economy. The implementation of innovative and new strategies in the 

tourism industry  across  the  different  layers  of  the  production  system  will 

differentiate the tourism product of the island (Michaelides et al. 2004; Soroga 

et al. 2006). The key determinant of the new tourism policy is the practical 

implementation  of  new  strategies  and  the  development  of  new 

products/activities. Innovation is considered as a challenge and a key factor that 

will  marginalize  obsolete  and  trite  methods of  tourism  conduct,  and  will 

facilitate the introduction of new tourism products that will satisfy  the neo-

Fordism consumer. 

An important overarching consideration is the role of tourism in the Cypriot 

economy and the necessity for serious consideration and strategic planning in 

terms  of  development. As  mentioned  above,  the  7th  Funding  Framework 

Programme (2007-2013) prioritizes the tourism sector as an area calling for 

further development. In particular:
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‘…the adaptation or creation of innovative tourism  services through their 

combination  with  recreational  activities,  with  other  high  value  added 

activities such as the health sector and with multifunctional agricultural 

areas  (Agrotourism)  are  some of  the  alternative paths for  the  sector. 

Moreover, the introduction of  new  ICT logistical  technologies  that  will 

enable the personalization of services is another dynamic niche for the 

tourism market in Cyprus’.

(Soroga & Avranas 2006:31) 

Innovation is an important priority of the EU as a means of facilitating regional 

development,  ensuring  competitiveness,  diffusing  knowledge,  enhancing 

productivity and ensuring better social standards (Soroga & Avranas 2006). In 

accordance with the thinking of the European Commission [Com (1995) 688] (as 

cited by Michaelides et al. 2004:7):

‘Innovation covers:  the  development  of  new  products  and  types  of 

products, new services and related markets, the establishment of new 

methods of  production,  supply  or  distribution and the introduction of 

management  changes or  changes in  the  work  environment  and  the 

personal skills’.

However, the innovation policy on the island, is, arguably, at an early stage and 

lacks sufficient coordination among organizations in both the private and the 

public  sector  (Michaelides  et  al.  2004).  Furthermore,  research  is  a  vital 
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component of innovation, and this is definitely a problem for Cyprus. There is a 

lack of cooperation between the research institutions and the academic entities 

and with the policy practitioners  within the government  (Michaelides et  al. 

2004). The involvement of different institutions and organizations is regarded as 

a priority, so for the term innovation to be identified, defined and implemented, 

is the best possible way.

4.7 The Cypriot Airline Industry: A Historical Perspective 

The notion that an island is highly dependant on tourism requires even further 

an excellent airline network that will enable the connection with the tourist 

generating  regions.  According  to  Butler  (1997:45)  ‘In  the context  of  island 

tourism the aeroplane has been the most significant transportation innovation…

to reach an island destination quickly, safely and cheaply, there is  nothing to 

equal the aeroplane’. A major challenge for the island of Cyprus is its distant 

location from the main centres of population. As it is very appositely pointed out 

by Sharpley (2001:68), Cyprus ‘... is a peripheral summer sun destination’ with 

relatively  longer  flight  durations  in  comparison  to  other  Mediterranean 

destinations.

 In addition, tourism on the island is based traditionally on the charter airlines 

that have played a significant role in tourism development (Ioannides 1992, 

1997;  Smid &  Zwart  2002;  DCA  2007;  Mintel  2004).  High dependence on 

charter/tour  operators’  flights  has  both  negative  and  positive  impacts.  In 
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particular, the lack of winter charter flights affects the tourist arrivals and many 

resorts, such as the Free Famagusta Area, suffer from seasonality (TCC 2004; 

Vasou 2007). Furthermore,  a  well-developed air  transportation network with 

direct flights would facilitate even further the promotion of different forms of 

tourism and distribute tourism arrivals evenly throughout the year (Frangos 

2007b; CTO 2007). The expansion into new markets could be facilitated with the 

introduction of direct flights (CTO 2003; CTO 2007).

This part of the chapter will sketch the airline industry of the island through an 

investigation of the past, current and future situations. Historically, aviation in 

Cyprus can be divided into four important stages. The first one was prior to 

1974 and the Turkish invasion. The second was from 1975 to 1986. The third 

was from 1986 to 2004 while the present phase and onward can be thought of 

as a new era of airline liberalization (Table 4.13). In the first part of the section, 

the history of aviation is presented with particular focus on Cyprus Airways. It 

continues by taking into consideration the introduction of airline deregulation in 

2004 and the impact of this on the country. Then, it outlines the situation in 

term of the airports and the new opportunity for Cyprus to become a regional 

hub, and it concludes by considering the impact of a possible reunification of 

the island on the airline and tourism industries. 

The first  signs  of  aviation are  related to the British Colonial rule,  with the 

creation of military bases for the Royal Air Force in Nicosia and Larnaca in 1930 
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(Hermes Airports 2009). In 1934, the national carrier  of Egypt, Egyptair set 

Larnaca  as  its  base  for  flights  to  Europe  (Hermes  2007).  Historically,  the 

founders of the airline industry were the British Colonial regime since Cyprus 

was under British administration. The inauguration of a domestic airline industry 

in Cyprus was synonymous with the appearance of the flag carrier,  Cyprus 

Airways, on the 24th September, 1947 (Cyprus Airways 2006; Department of 

Civil Aviation Cyprus 2007). Its base was the International Airport in the capital 

city of Nicosia, which was transformed from a military airport to a commercial 

entity  in  1968  (DCA  2006).  The  main  shareholders  were  British  European 

Airlines, owning 44.9 per cent of the shares, the Government of Cyprus (22.45 

per  cent)  while  the  remaining  percentage  was  allocated  to  local/private 

investors (Cyprus Airways 2002) (Table 4.14).

Table 4.13: The evolution of the airline policy in Cyprus
Airline  Policy – Cyprus 

1947 The colonial Air Navigation Order
Bilateral agreements, which designated the national carriers for the 
operation of specific routes.

1986 Relaxation of the rules on the operation of incoming charter flights.  
1999 Government proceeded to liberalise the sector further by granting 

licences to carriers, other than the national carrier, and by 
designating new carriers for the operation of scheduled flights to a 
number of Central and Eastern European countries and to regional 
airports and islands in Greece

2002 New law on Civil Aviation Authority (Law No. 213 (I)2002) – 
Harmonization with Acquis Communautaire on Air Transport

2004 Third Package full liberalization of air transport  with the EU
 (Source: Department of Civil Aviation – Cyprus 2007)

160



Table 4.14: Early Aviation developments in Cyprus – 1945-1974
1930 Nicosia and Larnaca Airfields Construction – Bases for the Royal 

Air Forces – RAF Nicosia
1943-
1944

Second World War - American bombers used Nicosia’s runaway.

1945 End of Second World War 
1947 Foundation of Cyprus Airways 
1960 Cyprus became independent

1966 RAF abandons its operations from Nicosia International Airport 
1968 Construction of a passenger terminal at Nicosia Airport
1974 Turkish Invasion - Nicosia International Airport under UN control 

Cyprus Airways effectively became an airline with no aircraft and 
no base.

(Source: Cyprus Airways 2006, DCA 2007)

Table 4.15: Cyprus Airways Traffic 1960-1974
Year 1960 1968 1973 1974
Passenger 
Traffic 

61,78
3

283,000 785,000  0  Halt of Operations 
 Turkish Invasion

(Source: Department of Civil Aviation Cyprus 2007)

In October 1960, after independence from Britain, the official Government of 

the country acquired more than 50% of Cyprus Airway’s shares (Cyprus Airways 

2003). The traffic was increased over the years (Table 4.15) proving to be a 

successful operation for the airline (DCA 2007). In 1974, the Turkish invasion 

forced the airline to abandon its base at the International Airport of Nicosia 

because it had been passed to the UN buffer zone (Butt 2001). The airline also 

lost  its fleet either because it  was destroyed or because it  was left  at the 

derelict Nicosia airport. 

In February 1975, the airline was relocated and re-commenced its operations at 

the small and dis-functional airport  of  Larnaca by leasing two aircraft  from 
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British Midland Airways and operating flights to Beirut, Tel-Aviv and to Athens 

via Heraklion (Cyprus Airways 2003). In 1981, British Airways sold all of its 

shares to the Government of Cyprus which, at the present time, owns 62.7 per 

cent of the total number of shares (Cyprus Airways n.d). 

Table 4.16: Cyprus Aviation Industry - international participation and 
membership 
International  Conventions/Agreements
Chicago Convention on Civil Aviation
Membership in International Organizations
International Civil Aviation Organization (ICAO)
The European Civil Aviation Conference (ECAC)
Airport Council International (ACI)
Joint Aviation Authorities (JAA) 
Eurocontrol
(Source: Adapted from Department of Civil Aviation Authority, Cyprus 
2007)

The responsible body in Cyprus for aviation matters is the Department of Civil 

Aviation that is  under  the authority of  the Ministry of  Communications and 

Works (DCA 2007). The Department is responsible for air traffic services in the 

control towers of Larnaca and Paphos airports, and also for implementing and 

maintaining  regulations,  as  well  as  for  negotiating  and  signing  bilateral 

agreements with third countries (Ministry of Communication and Works n.d., 

DCA 2007). Furthermore, it is the representative body of the Republic of Cyprus 

internationally,  and ensures participation in conventions and membership of 

international organizations (Table 4.16) (DCA 2007). 
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In 1986, due to the increased demand for tourism and extensive pressure from 

the  Cyprus Tourism Organisation, the  Government, through the  Ministry  of 

Communications and Works, was forced to relax some strict provisions in terms 

of regulations (Cyprus Department of Civil Aviation 2002b). It is estimated that 

90 per cent of incoming traffic arrives by air from other parts of Europe and that 

this generates most of the traffic to the island (DCA 2007). The reason for the 

ratification of the airline law was to allow EU charter airlines into the market, so 

as to facilitate the increase of tourism to the island
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The provisions were based on an all-inclusive package purchased allowance 

(Lobbenberg 1995). Thus, Cyprus permitted European tour operators to operate 

their charter flights to the island, with the provision that a percentage of seats 

had to be bought from the national carrier, Cyprus Airways (Lobbenberg 1995) 

and its 100 per cent affiliated company, Eurocypria. Before 1986, tourism on 

the island was facilitated through schedule airlines and was monopolized by 

Cyprus Airways. 

The new policy allowed the operation of charter flights from secondary airports. 

Before the introduction of this policy, flights from the UK, for instance, were not 

allowed from London Heathrow, Gatwick or Stansted and seat-only purchases 

were  only  allowed  up  to  20  per  cent  of  the  total  (Lobbenberg  1995). 

Furthermore,  any  scheduled  operations of  charter  carriers,  for  instance Air 

2000, an airline owned by a major tour operator, were not permitted in order to 

protect  Cyprus Airways from competition (Lobbenberg  1995).  Eventually,  in 

1999, the first private company to enter the Cypriot airline industry was Helios 

Airways,  with a  charter  network  extending to  the existing liberal  European 

routes (Helios Airways n.d.). In May 2000, the airline started scheduled charter 

operations to London Gatwick (Helios Airways n.d.).
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The major transformation of the aviation policy scene commenced with the 

launch of the official negotiations and harmonization procedures of the island 

with the EU. In particular, and as mentioned in Chapter Three, the country had 

to harmonise its policies with those of the other EU members (Doganis 2002). 

Thus, in 2002, the existing law for Civil Aviation was ratified, with provisions for 

full compliance with the EU. In May 2004, Cyprus became a full member of the 

EU, and formulated the new Law on Civil Aviation Authority (Law No. 213 (I) 

2002)  with the introduction of  the ‘Third  Package’,  whereby airline  market 

liberalization came into effect. Since the 1st May, 2004 the aviation policy of 

Cyprus has been harmonized with the European Common Aviation Area (ECAA) 

that includes 35 countries (DCA 2007). The principles of the ECA entail ‘…high 

uniform safety across Europe as well as uniformity applied to competition rules 

and  consumer  rights’  (Europa  2006).  Furthermore,  the  European  aviation 

agreement implies:

 ‘…new  market  opportunities  for  the  European  aviation  industry  by 

creating a single market for the aviation consisting of 35 countries and 

more than 500 million people i.e. the ECAA partner countries…’ 

(Europa 2006)

Table 4.17: Cyprus Aviation 1975 -2004
YEAR Milestone 
1975 Operation of Larnaca Airport 
1983 Operation of Paphos Airport 
1986 Ratification of the LAW allowances of the entrance of  Incoming 

Charter Airlines from the UK  
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1992

1994

Cyprus Airway launched Eurocypria (100% owned subsidiary) 
Cyprus Airways Group Management of the Duty Free Shops at 
both Larnaca and Paphos International Airports (1994)

1999 The government proceeded to liberalize the sector further by 
granting licences to carriers
Helios Airways entered the Market.

2003 Helios Airways scheduled operations to London Gatwick 
2004 Airline Liberalization – Free Market 

(Source: Adapted from Department of Civil Aviation, Cyprus 2007)

The  aftermath  of  liberalization  was  the  negative  effect  that  liberalization 

brought to bear on the operations of Cyprus Airways, especially regarding the 

Greek and British routes (Cyprus Airways 2004). Helios Airways expanded its 

network to daily flights to Athens and London Heathrow and to the Eastern 

European  Bloc  countries  (Christou  2006),  and  established  a  business 

commensurate with that of the European LCCs, something that was pioneering 

in terms of the Cypriot airline market. Furthermore, it was about time for a new 

company to terminate the duopoly of Olympic Airlines and Cyprus Airways and 

to diversify consumer choice with respect to the popular Larnaca-Athens route. 

The second new entrant was Aegean Airlines, a Greek-based company that 

established its operation based on a low fare strategy, supplemented by an 

excellent marketing campaign (Aegean Airlines n.d). 

4.7.1 Cyprus and Non–EU countries
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The geopolitical position of Cyprus, which is considered as the first entry point 

to Europe from Asia, has been viewed as an opportunity for cooperation in 

terms  of  Air  Services.  The  relationship of  the  country with  non-Europeans 

markets  is  based  on  bilateral  agreements  (DCA  2004).  In  particular,  the 

Republic of Cyprus has air agreements with Libya, Israel, Egypt, Jordan, Syria 

and Lebanon as well as with Saudi Arabia and Bahrain (Cyprus Airways 2005; 

DCA 2007).

Cyprus Airways has code sharing agreements with Royal Jordanian, Syriannair, 

El Al Israel Airlines and Gulf Air of the Kingdom of Bahrain (Cyprus Airways 

2005). The most recent development has been the agreement between Saudi 

Arabia Airlines in order to ensure better service and air connections between 

the two countries (Abduradd 22nd June, 2006). According to Cyprus Airways’ 

Head of Planning and International Affairs:

‘Cyprus Airways has been serving the Cyprus-Saudi Arabia market for years 

and has played an important role in developing commercial, economic and 

cultural ties between the two countries’ 

(Abduradd 2006)

A new entrant from the Middle East is a Jordan-based carrier, Air Universal, that 

was registered in 2004. The aim is to render the airports of Larnaca and Paphos 

capable of acting as hubs, in order to connect ‘west and east’ (Leonidou 2006), 
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and to fly to destinations such as the United States, Canada, Australia, China, 

India and Latin America (Leonidou 2006). In addition, a recent development has 

been the entrance of Jazeera, a low cost carrier based in Kuwait (DCA 2007).

4.8 The changing dynamics of the airline industry: LCCs 

After  the  entrance  of  the  island  into  the  EU,  and  the  introduction  of 

liberalisation, the focus of the government and the CTO has been concentrated 

on the attraction of LCCs. In 2007, airlines that display varying degrees of the 

characteristics of the LCC business model, have entered the market, namely, 

Monarch Airlines (Great Britain), Sky Europe (Austria), Globespan (Scotland), GB 

Airways (acquired by Easy Jet in 2008) (Great Britain), Jazeera Airways (Dubai) 

and  Blue  Air  (Romania)  (Adamou  2007;  Politis  News  2008)  (Table  4.18). 

Furthermore, the most successful low cost airline in Europe, Ryanair, has plans 

to fly to Cyprus and this will have a great impact on the tourism industry (Daily 

Telegraph 2007). As it has been illustrated in Chapter Three (Section 3.5), the 

LCCs carriers’ entrance have positively affected the tourist industry. The current 

situation, with the movement towards tourists becoming independent and able 

to compose their own tourism itineraries, renders the existence of LCC carriers 

to  a  destination, an essential  requirement. New production methods in  the 

tourism industry have been directly affected by the new conduct of the airline 

industry and the appearance a new mode in air transport with low fares. 
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The LCCs entrance in Cyprus is predicted to affect the price of the destination 

and  increase  tourist  arrivals,  since  approximately  30  per  cent  of  the 

‘contemporary’ tourists bundle their own holidays (Adamou 2007; CTO 2007). 

New airlines and the gradual ‘emancipation’ from tour operators’ dependency 

are forecasted to enhance the potential of the island and create a stronger 

image as  a  tourism destination. Furthermore,  the intense competition from 

Mediterranean basin destinations which are served by LCCs such as Spain, Italy, 

and Turkey (Easy Jet) and Tunisia and Malta (Ryanair) has had a negative impact 

on tourism arrivals in Cyprus (CTO 2005). 

Currently, Cyprus is part of this market and a cheap flight can stimulate interest 

in a quick trip. The relationship of the tourism and airline industries of the 

country is changing. On the one hand, there is the new status of the airline 

industry with its liberalization provisions and, on the other, the renovation of the 

two International Airports of Larnaca and Paphos. This will be in accordance with 

the CTO Strategic Plan that aims to diversify the island’s tourism product with 

enriched and new activities.  The  entrance of  new carriers  is  amongst  the 

priorities of the CTO by stressing the importance of the commencement and the 

operation of  more  scheduled airlines that  will  facilitate tourism distribution 

throughout the year (CTO 2007). 

Table 4.18: LCCs and Hybrid Airlines (Charter – LCCs) in Cyprus 
LCCs Entrances Country Routes

2004 Aegean Greece Athens – Larnaca 
Thessalonica - Larnaca
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2006 
Marc
h 

XL Airways UK London Stansted -Paphos 
Manchester - Paphos 
London Gatwick –Paphos
Newcastle -Paphos

May GB Airways UK London (Gatwick) – Paphos
Manchester – Paphos

2007
Marc
h 

Monarch Airway 
 (March)
March 2008
May 2008

UK London (Luton) – Larnaca 

London (Gatwick –Larnaca
Manchester - Larnaca

April SkyEurope Austria Vienna Larnaca

May 
FlyGlobespan 

April 2008

UK –Scotland London (Stansted) – 
Larnaca
Durham – Paphos (April 
2008) 
Edinburg - Paphos 

2008 Jazeera Kuwait Kuwait –Larnaca 
April 
May 

Easy Jet ( former GB 
Airways)
Jet2.com
Blue Air 
Air Berlin

AirOne 

UK

Romania
Germany 

Italy 

Leeds Bradford - Paphos

Bucharest – Larnaca 

Rome – Larnaca 
(Source: Adapted from Politis Newspaper 2007:18)

4.9 The reshaping of the airports of Cyprus 

Currently, two new ‘state of the art’ airports in Larnaca (LCA – IATA Code) and 

Paphos (PFO - IATA Code) have been built next to the existing locations. Paphos 

airport commenced operations in November 2008 and is able to serve 2.7m 

passengers. Larnaca will commence operations in November 2009 and will be 

able to serve 7.5 m passengers (Hermes Airports 2009). The renovation of the 

airports in relation to the liberalized environment, fulfill the prospect of Cyprus 
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becoming a regional hub (DCA 2007).  In general, up to this point, the airports 

in Larnaca and Paphos have been rather dysfunctional, and unable to cope with 

the  increased  passenger  traffic  during  the  summer  months,  as  well  as 

facilitating  any  transit  connections (Butt  2001;  Cyprus Department of  Civil 

Aviation 2002a). The main reason for the long delay in the renovation of the two 

airports was basically because of the potential for the reunification of the island 

with the reopening of the International Airport of Nicosia. 

Table 4.19: Passenger Traffic – Larnaca and Paphos airports
Year Passenger 

Movements
Aircraft Movement

  Larnaca  Paphos Larnaca Paphos 
2001 5,304,151 1,539,296 46,190 12,194
2002 4,972,758 1,538,057 45,448 12,148
2003 4,804,471 1,678,566 45,010 13,348
2004 4,910,856 1,736,017 46,670 13,629
2005 5,117,693 1,856,926 47,430 13,879
2006 5,025,354 1,925,125 46,601 14,736

(Source: Adapted from DCA 2007)

Table 4.20: Type of traffic – Larnaca and Paphos airports
Year 
2006

Type of Traffic 
Larnaca Paphos

Europe 68% 94%
Rest of the World 32% .6%
Total 100% 100%
Schedule Flights 68% 32%
Charter Flights 32% 69%
Total 100% 100%

(Source: Adapted from DCA 2007)
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The management and the operation of both airports are based on the method 

of  Build  Operate and Transfer  (BOT) (Kathimerini  2006).  BOT is  a  method 

whereby the operation is  transferred on a lease from the Government to a 

Private investor for a pre-determined period of time (DCA 2007). In particular, 

the strategic investor in the two airports has been ‘Hermes Airports’ and this 

organisation will be responsible for the operation and the management of both 

airports  for  25 years (Ministry  of  Communications and Works  n.d.,  Hermes 

Airports 2009). Hermes is a Cypriot owned company that is composed of nine 

shareholders,  with  the  largest  being  French infrastructure  and construction 

companies.  The  rest  include  Aer  Rianta  International,  Nice  Airports  and 

Vancuouver Airports (Herrmes Airports 2009)

According  to  the  Director  of  the  Department  of  Civil  Aviation  Cyprus  (E-

communique  2004)  ‘A  liberalised  environment  combined  with  the 

redevelopment of the airports will create a potential for Cyprus to become a 

regional hub between Europe and the Middle East’. The same view is illustrated 

by Papatheodorou (2003) who pertinently points out that Larnaca airport, after 

privatization and renovation,  will  be  a  strong competitor  to  the airports  of 

Athens, Istanbul, Cairo, and Beirut as hubs in the region.  The most important 

route for Larnaca airport is Athens (Figure 4.5), followed by London Heathrow. 

However, the seasonal nature of the airline business should be emphasized, 
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since the main air traffic market consists of tourists. Both airports have a peak 

season during the summer months, with an influx of traffic (Figure 4.6) (Hermes 

Airports 2009). 

Figure 4.5: Top 12 routes from LCA 

(Source: Adapted from Hermes Airports) 

Figure 4.6: Cyprus Airports Seasonality 
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(Source: Adapted from Hermes Airports) 

4.10 Cyprus Airways and Airports - implications for tourism

The national  carrier,  Cyprus  Airways,  has been the sole protagonist  at  the 

novice tourism development since it provides a connection to main destinations 

and, in particular, to the UK as the most important region generating tourists. 

Its role is obvious, along with its contribution to the tourism industry, since it 

was the first commercial airline company in Cyprus. The airline has connections 

with 30 destinations in Europe and the Middle East, in addition to other code-

sharing agreements that facilitate further connections (Cyprus Airways 2007). 

In the early 1980s, Cyprus Airways had launched a holiday company in order to 

take  advantage of  the  growing opportunities  emanating  in  tourism and to 

increase its profits (Cyprus Airways n.d.). 

This move was aligned with the increase of tourists to the island, along with the 

popularity of Cyprus as a tourism destination. The next step for airlines in terms 

of  the  tourism  industry  was  to  launch  a  100%  subsidiary  charter-airline 

company, Eurocypria, as a response to competition from EU airline companies 

(Cyprus Airways n.d.). At the present time, Cyprus Airways is the main player in 

the market, with the most important countries being Greece and the UK. 
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The operation of two new airports on the island is seen as a further opportunity 

to increase the number of airlines operating in Cyprus. Before liberalization, the 

main  player in  the  market  was  Cyprus Airways as  the  government-owned 

company, which acted as the sole company in enabling tourist arrivals on the 

island, along with the flag carriers of other countries with which Cyprus had 

established bilateral agreements. In 1986, as mentioned in the previous section, 

the  government allowed the  entrance of  charter  airlines  into  the  market, 

although with some restrictions in order not to damage the operations and to be 

at the same time in the interest of the government.

Cyprus airports,  before the leasing to Hermes Holding, were public  and the 

Department  of  Civil  Aviation  (DCA)  was  the  body  responsible  for  their 

management and governance. Both airports are the bases for Cyprus Airways 

(DCA 2007). The main difference between Larnaca and Paphos, apart from size, 

is the type of airline operations. In particular, Paphos is an airport that enables 

the operation of charter flights for the tourism industry. In Larnaca, most of the 

airlines are scheduled, with a sharp increase of traffic having occurred during 

the summer months since the commencement of charter flights. The main issue 

of concern is the fact that the island has two main airports with high taxes. This 

is a drawback to airline operations because of the absence of regional and 

cheaper airports that are compatible with low-cost carriers (IACA 2007). 

Thus,  Cyprus  needs  to  develop  its  tourism  product  by  considering  the 

differences in respect to other tourism resorts in the neighbouring area, which 
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in general  are cheaper than Cyprus. Admittedly,  the construction of Paphos 

airport in 1983, on the one hand, enabled the movement of tourists on the 

island and, on the other hand, developed the area. In particular, charter airlines 

are serving the airport, with the main business of the peak season being the 

summer months. In the case of Larnaca airport, the capacity is 30 scheduled 

airlines and 30 chartered airlines, with the passenger numbers having increased 

to 5 million in 2007. Future forecasts claim that, after the opening of the new 

airport in November 2009, the number of the passengers will  increase to 7 

million annually (IACA 2007).   

4.11  Reunification  –  possible  impact  on  the  tourism and 
airline industries

The division of the island and the failure to reach an agreement on unification, 

and the ongoing issue of the ‘Cyprus Dispute Problem’ have inevitably had an 

impact on the tourism and airline industries (Altinay & Bowen 2006; Clementes 

& Georgiou 1998). The partition has changed the tourism trajectory in terms of 

development, since it was rapid and irrational since it was forced as a mean for 

an economic progress (Sharpley 2001). The situation in the occupied part of the 

island is one of isolation and, in practice; any direct trade exchange with other 

countries is forbidden (Ioannides & Apostolopoulos 1999). The only official and 

recognized government in Cyprus is that of  the southern part  of  the island 
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territory while the territory under Turkish occupation has unilaterally proclaimed 

itself as being the ‘Turkish Republic of Northern Cyprus’ and it is only recognized 

by Turkey (Papatheodorou & Busuttil 2003; Ioannides & Apostolopoulos 1999; 

Altinay 2000). 

Tourism in the occupied part of the island is underdeveloped mainly because of 

this  isolation  and  the  embargo  that  was  forced  as  a  result  of  the  illegal 

occupation (Sharpley 2001; Lockhart 1997; Altinay & Bowen 2006).  Prior  to 

partition, the main players were the Greek-Cypriots who were the main owners 

of hotels, restaurants and travel agencies. The Government was subsidizing any 

involvement in the tourism industry. An interesting example was the case of the 

construction of the Golden Sands complex owned by Lords Properties, with a 

1,000 bed capacity (Lockhart 1997). 

The status of the North as a non-internationally recognised entity, has hindered 

the  development  of  tourism,  since  there  are  no  direct  flights  and  any 

connections are have to be made via Turkey (Clementes 1998). The economy is 

highly reliant on Turkey for that reason and a tourism policy is non-existent 

(Alipour & Kilic 2005; Altinay & Bowen 2006). Direct international flights from 

‘Ercan’, an airport in the occupied part of Cyprus, are forbidden and the only air 

connection is with Turkey (Altinay 2000; Bowes 2004; Ayres 2003). In the event 

of a solution, the Turkish Cypriot  airlines will acquire an identity, under the 

umbrella of the fully recognized Republic of Cyprus. Thus they would be allowed 
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to participate in international organizations such as IATA (Altinay 2000) as well 

as to operate direct flights all over the world.

 Such a solution would undoubtedly have a positive effect on the economy and 

consequently  on  the  tourism  industry  (Frangos  2004a;  Liasidou  2004). 

Unification  would  attract  returning  and  new  tourists,  since  it  would  be 

considered to be a novel place (Liasidou 2004). Cypriot airlines would regain the 

privilege to fly to,  and over, Turkey (Papatheodorou & Busuttil  2003). As a 

consequence,  the impact would be  an  expansion of  operations that  would 

generate increased  demand and revenue (Papatheodorou  &  Busuttil  2003). 

Furthermore, the reopening of the Nicosia International Airport would contribute 

positively in establishing Cyprus as a regional hub. The ‘…removal of the Ercan 

embargo and the opening up of the whole island to visitors should make Cyprus 

as a whole even more appealing to tourists than at present’ (Ayres 2003:10). 

Undoubtedly, a solution to the island’s problem would contribute further to the 

emergence  of  more  opportunities  in  terms  of  economic  and  financial 

investments (Ayres 2003; Altinay 2002; Altinay & Bowen 2006; Liasidou 2003). 

Furthermore, the economic gap (Ayres 2003) or asymmetry (Papatheodorou & 

Busuttil 2003) of the south and north parts of Cyprus would close in term of 

economic development (Ayres 2003).

4.12 Conclusion 
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This chapter has acted as the link to the preceding chapters by presenting the 

case  of  Cyprus  as  an  EU  destination  and  the  implications  of  the  recent 

developments in the airline and tourism industries.  The above discussion has 

provided an insight into the tourism and airline industries of Cyprus. The island 

has many strengths,  weaknesses, opportunities  and threats  concerning the 

industries.  Chapters  Two  and  Three  have  emphasized  the  neo-Fordism 

production that is represented in the tourism industry with the development of 

new products and in the airline industry with the inauguration if LCCs in terms 

of  flexibility.  This  chapter  reflects  upon  the  changes  in  well  established 

destinations that have been primarily affected by the three phases of Fordism. 

This stage is like a transition to a new development because of the declining 

nature of the tourism product and the high pressure from competition. 

Thus,  Cyprus is  at  the  cutting  edge of  important  alterations as  a  tourism 

destination  because of  new  policy  implications  in  the  airline  and  tourism 

industries.  Both  industries  are  undergoing  profound  changes  that  have 

emanated from  policy  initiatives  and  new  trends  in  the  consumption  and 

production axes.  Notably we should mention the potential  of  the country’s 

Strategic Plan that will  reposition the island on the tourism map. A tourism 

policy is  imperative for  any  established destination which is  threatened by 

intense competition. Local authorities have to realise that a well-planned policy 

should be  developed in  order  to  provide  an  image for  the  island  that  is 

compatible with the current trends in terms of consumption and production. The 
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strategic plan for tourism is the cornerstone that depicts the diversification of 

the tourism product in an attempt to establish Cyprus as a quality destination in 

the region. As has been depicted in Chapter Two, tourism is at a metamorphosis 

and proper development and planning with regard to destinations is imperative. 

Consumers are becoming more demanding and are able to choose the best 

possible deal for their holidays using direct booking methods. The island must 

create those conditions that  reflect  the current  consumption trends,  which 

emphasize  flexibility  and diversification.  Competition is  intense and  Cyprus 

must  be  able  to  survive  by  becoming a  niche  European  destination  that 

combines sea, sun and sand in relation to high standards. 

It is well  acknowledged that more convenient airline networks can generate 

more demand (Gilbert & Wong 2003). A well-developed airline network can play 

an important role in the fulfilment of the tourism policy’s objectives for the 

island. Thus, survival and the confrontation of competition are associated with 

innovation as the primary element to fulfil the consumers’ needs. Contemporary 

destinations must identify the cutting edge that will establish a well-developed 

and diversified airline network with a well-developed tourism infrastructure. As 

for Cyprus in particular, it must re-emerge on the tourism map as a ‘Sun-Sea-

Sand’ Mediterranean destination that extends to a variety of tourism activities, 

is value for money and serves quality, with a diversified airline network able to 

fulfil   the needs of  the ‘neo tourists’.  Having presented the review of  the 

existing literature in the airline and tourism context, the next chapter highlights 
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the methods used for the carrying out of this study. It depicts the profile of the 

study in terms of primary and secondary data that have been used as the main 

tools for the fulfilment of the aim and objectives of the research.
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CHAPTER FIVE

RESEARCH METHODS

5.1 Introduction – Aims and Objectives

Having established the theoretical backdrop and the profile of the case study 

against which the research will be predicated, the purpose of this chapter is to 

delineate the methods used to fulfil the aim and the objectives of the research 

agenda. This chapter begins with a justification of the research strategies by 

reflecting on the aim, objectives and the research questions of the study. It then 

continues by presenting the rationale for choosing Cyprus as the focal point for 

the  investigation.  In  the  following stage,  the  primary and  secondary data 

collection methods are presented, as they constitute the empirical framework 

for the study. The secondary data focuses on existing published material, with 

specific  reference  to  policy documents. As  far  as  the  primary research  is 

concerned, it entails both types of methods, namely qualitative and quantitative 

data collection, with the employment of semi-structured interviews and self-

administered questionnaires respectively.  

This  chapter starts  with  a  description  of  the  research  strategies  and  the 

rationale for selecting Cyprus, as the case study. It continues by highlighting the 
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sources of secondary data collection. It then describes the methods used in the 

primary data collection for the fulfilment of the research aim and objectives. 

Each of the methods is thoroughly explained, and each step in terms of the 

analysis of the data is presented. This chapter ends with a discussion of the 

validity and the reliability of the research. 

5.2 Research Strategies

The review of the literature has revealed that many studies have focused on the 

relation between the airline and tourism industries in terms of liberalization, 

impact of low cost carriers’ technology and policy (Buhalis 2004; Page 1999; 

Papatheodorou & Lei 2006; Wheatcroft 1994). However, there is a dearth of 

research  into  some  aspects  that  require  an  in-depth  exploration  that  will 

determine and examine the connection between the two industries and the 

ways  in  which they  are  juxtaposed and interrelated (Graham et  al.  2008). 

Studies on aviation and tourism are  more  specific  and Forsyth  (2008) and 

Papatheodorou (2008) do not expand on issues such as policy, consumption, 

production  and innovation,  with  particular  reference  to  island destinations. 

Many researchers (e.g. Page 1999; Duval 2007) have studied various definitions 

related to the relationships, although without focusing on airlines in particular. 

Rather, they deal more generally with the transport sector. In addition, there is 

ample  evidence  from  studies  dealing  with  consumption  and  production 

processes in the tourism domain (Shaw & Williams 2004; Mowforth & Munt 

1998; Debbage & Ioannides 1997; Shaw & Williams 2002) but without explicitly 

exploring their relationship with airlines. 
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Arguably, the airline and the tourism industries are intricately interrelated, and 

this  is  something that  needs to  be further  investigated  in  the light  of  the 

changes that have affected both domains, in reciprocal and interactive ways. 

Church et al. (2000:313) states that:

‘Tourism Policy and planning is firmly embedded in geographical difference 

and pervades a variety of planning and policy areas. It may be influenced 

by transport initiatives for example, and it certainly has a close connection 

with retail activity’.

This piece of research aims to describe, explore and explain (Robson 1993; Yin 

2003) the interrelationship between the two industries and to discuss relevant 

aspects and procedures related to the former that are vague and have not been 

adequately investigated. In particular, the main issue is that there is a dearth in 

the existing literature in terms of the tourism and airline industries. This study 

aims fill these gaps from the perspective of policy issues, product development 

and innovation and consumption patterns. 

More  specifically,  exploratory  research  struggles  to  ‘…find  out  what  is 

happening, to seek new insights, to ask questions, to assess phenomena in a 

new  light’  (Robson  1993:42).   Descriptive  research  aims  ‘…to  portray  an 

accurate profile of persons or situations’ and it ‘…requires previous knowledge 

of the situation’ (Robson 1993:42). In the case of explanatory research , the aim 
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is to ‘…seek an explanation of a situation or problems (Robson 1993: 42) Thus, 

information retrieved is either based on existing literature or is sought through 

as a series of  ‘who?’, ‘what?’,   ‘where?’,  ‘how?’, and ‘why?’ questions (Yin 

2003:5). This will be done in order to adequately explore and analyse policy 

issues, product development, and innovation and consumption patterns within 

the remit of the tourism and the airline industries. 
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5.2.1 Case Study – Investigation of Cyprus

As it has been pointed out by Bell (1987:6), that ‘…a case study is concerned 

with the interaction of factors and events’ and involves, according to Robson 

(1993:  52),  ‘…an  empirical  investigation  of  a  particular  contemporary 

phenomenon within its real life context using multiple sources of evidence’. 

Bloor & Wood (2006:27) argued that ‘…case studies are often described as an 

exploration of a ‘bounded system’’.  They are empirical inquiries conducted to 

analyse and explain processes to do with units as small as individuals or as 

large as countries (Therenou et al. 2007:72). The term ‘empirical’ is explained 

in  terms  of  shedding  light  on  a  phenomenon, understanding  the  specific 

situation of  how it  has been formed,  and looking for  new insights  (Robson 

1993).  

A case study is an ideal type of investigation for the examination of a complex 

situation by concentrating on a single case (Bell 2008; Robson 1993; Yin 2003). 

The main advantage is  that it  enables the researcher to  focus on a single 

situation, thus providing an in-depth analysis of a particular case and allows the 

researcher  to  assess different  parameters  that  are  being  interweaved and 

interrelated  (Bell  2008;  Robson  1993).  As  has  been  clarified  by  Robson 

(1993:42), a case study seems to resemble exploratory research, which aims ‘…

to find out what is happening, to seek new insights, to ask questions, to assess 

phenomena in  a  new light  and is  usually,  but not  necessarily,  qualitative’. 
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Additionally, it is ideal for use in cases when the ‘…research context is too 

complex’ (Bloor & Wood 2006:27), something which is true of this particular 

topic. 

In particular, the design of a single-case study is used ‘…to confirm, challenge, 

or extend the theory. A single case may meet all of the conditions testing the 

theory’ (Yin 2003:40). Thus, the context of Cyprus is used as a single case study 

that takes into consideration a country with an idiomorphic character in terms 

of airline and tourism development. Furthermore, the fact that Cyprus is an 

island, which is largely connected by air, supplemented by a high economic 

dependence on tourism, supports even further the theme of exploration. In 

addition, many other important parameters render the island an ideal case for 

investigation. The most distinctive one is the alteration that has been recorded 

in tourists’ behaviour, which has established the island as an ‘obsolete’ tourism 

destination and has dictated an imperative need for product re-development 

and differentiation (CTO 2007). 

As has been already mentioned in Chapter Four, the changes on the island are 

necessitated by contemporary tourism trends in  both the consumption and 

production poles, in order for the island to become a competitive destination. 

Furthermore, it can be stated without disagreement, that Cyprus is in a phase of 

reform since it has reached a stage of stagnation and therefore the enrichment 

of the tourism product is of utter importance. The strategy is supposed to be 
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conscious of environmental issues and has to take into consideration the social 

life of the island within the frame of sustainable tourism (CTO 2007). 

The  existing  literature  takes  into  consideration  either  tourism  policy  and 

planning or airline policy with particular reference to islands. Furthermore, the 

tourism  literature  dealing  with  tourism  policy  suggests  that  is  a  new 

phenomenon, thus lacking any in-depth analysis (Costa 2001). This particular 

piece of research will bring together the airline policy and tourism planning with 

regard to the interdependence of the two industries, in an attempt to identify 

the degree of reciprocal impact in an island destination.

A plethora of criticisms has arisen that considers the use of a case study as the 

unit of analysis in research as being weak, since this approach limits, or lacks 

generalisation, and the information collected is subject to the researcher’s point 

of view (Bell 2008; Yin 2003; Bloor & Wood 2006). The choice of a single case 

analysis can, however, be rationalized in terms of its ability to delve into the 

unique  characteristics  and  idiomorphic  conditions  of  a  particular  case. 

Generalisation might not be considered as an issue since the interest is focused 

on a  particular  unit  that  consists  of  a  particular  problem. Consequently,  a 

singular  and  focused  investigation  is  needed  (Bloor  and  Wood  2006:29). 

Additionally, it can bring to light new ideas and perspectives that can only be 

retrieved from a focused investigation on a single case (Lincoln & Guba 2002). 

By  no  means does globalization imply the homogenization of  cultures  and 
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phenomena. A more apposite approach might be the impact of globalization on 

the ways that  global dynamics and phenomena are infiltrated by local and 

context-specific dynamics. 

Each of the objectives of the research agenda has a set of research questions 

that have been developed to introduce further sub-themes of the investigation. 

In particular, the first objective of the research, targets specific information on 

EU airline policy and the effect of this on the industry. The second objective 

concentrates on tourism policy in Cyprus in terms of evolution, differentiation 

and the impact on the airline industry. The third and fourth objectives consider 

the  developments  of  various products  in  both the  airline  and  the  tourism 

industries, and assess the effect on each other. Finally, the fifth objective seeks 

to  understand  the  role  of  airline  for  a  destination.  The  questions  target 

information retrieved from tourists such as planning arrangements for the trip, 

the reason for choosing Cyprus for holidays and the airline influence in the 

holiday decision.  

5.3 Data Collection Methods – Secondary Data

 
The compilation and critical analysis of secondary data (Bell 2008) has framed 

the theoretical background of the research agenda. More specifically, secondary 

data  constitutes  the  ‘…information  gathered  by  someone other  than  the 

researcher’ (Sekaran 2003: 222) and is retrieved from books, journal articles, 

electronic  sources,  magazines  and  newspapers (Bell  2008).  In  this  case, 
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secondary data material was found in a plethora of sources such as books, 

academic  journals,  newspapers,  magazines,  government  documents,  EU 

documents, among others (Table 5.1). All these data were used to shed new 

light  on  the  problem of  the  investigation  and to  frame the  review of  the 

literature. 

In this particular study, airline policy was dealt with in Chapter Three in terms 

of EU Airline Policy and Chapter Four for the Cyprus airline policy (Table 5.2). 

Airline liberalisation is based on the Council regulation (EEC) No 2343/90 of 24th 

July 1990 ‘…on access for air carriers to scheduled intra-Community air service 

routes  and on  the  sharing of  passenger  capacity  between air  carriers  on 

scheduled air services between Member States’ (European Commission 2007) . 

Since the 1st May 2004, Cyprus has been a full member of the European Union, 

something  that  has  necessitated  the  ratification  of  airline  

law  with  the  implementation  of  the  ‘Single  Skies’  of  the  Third  Package 

Provision. 
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Figure 5.1: Aim, Objectives & Research Questions for the study              

                          

AIM
TO EXPLORE AND INTERRELATE  POLICY IMPLICATION, PRODUCTION & CONSUMPTION PROCESSES IN THE 
AIRLINE AND TOURISM INDUSTRIES 

  OBJECTIVES 1-5                                                                                                          Research Questions   

  
1. To examine the 
impact of recent airline 
policy on   the airline 
industry in Cyprus 

1.1 How have the new European airline policies affected the airline industry? 
1.2 What are the main problems that have affected airline policy in terms of 
implementation? 
1.3 How has the new airline policy affected the airlines in terms of strategy? 
1.4 How will future airline policy evolve? 

2. To understand the 
nature and the role  of 
tourism policy, planning 
and development in 
Cyprus 

2.1 How and why has tourism policy evolved? 
2.2 What is the role of the EU in the Cyprus tourism policy? 
2.3 How does Cyprus tourism policy differ from that of similar destinations?’
2.4 How have the tourism policy and strategy affected the airline industry in 
Cyprus? 
2.5 Does the tourism policy development take airline policy into consideration? 

3. To understand the 
impact of tourism 
policy on tourism 
product development 
and, in turn, their 
likely impact on the 
airline industry

3.1 What is the impact of the tourism policy on the current production processes? 
3.2 What are the current product developments in the tourism industry? 
3.3 What is the role of tourism policy with regard to tourism innovation?  
3.4 What role has tourism innovation played in recent airline changes?         
3.5 How will the new production processes/tourism development affect the airline 
industry? 
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4.1 How has Cyprus Airways responded to the new competitive environment? 
4.2 How have the airlines innovated in response to the changing competitive 
airline environment? 
4.3 What form does competition among the airlines take within the new 
environment?           
4.4. What types of airlines have entered the market? 
4.5 How have the entrance of new carriers, especially LCCs, affected the tourism 
industry? 
4.6 How have the airline policies affected the tourism industry in Cyprus (with a 
focus on airline strategy)? 
4.7 How will the new airline policy affect the competitiveness of Cyprus as a 
tourist destination? 

4.   To understand the 
impact of airline policy 
on airline product 
developments and 
hence its likely 
implications for the 
tourism industry

5. To identify the role of 
the airlines and the 
importance on the 
degree of influence for 
British tourists when it 
comes to choosing 
Cyprus for their 
holidays. 

5.1 What sources of information did they use for this particular trip to Cyprus? 
5.2 How did the tourists plan their trip to Cyprus? 
5.3 Why did they choose Cyprus for their holidays?
5.4 What activities have they used at their destination? 
5.5 What type of airline/airport have they used to come to Cyprus? 
5.6 What influence did the airline have on this particular trip to Cyprus? 
5.7 How do airline operations affect decision-making for holiday trips? 
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In the case of Tourism Policy, Chapter Two illustrates the general context of 

tourism policy making, and in Chapter Four, the case of Cyprus is presented 

(Table 5.2). The main and sole document of analysis is the ‘Strategic Plan for 

Tourism  2003-2010’  as  it  has  been  developed by  the  Cyprus  Tourism 

Organisation.  The rationale  for  analyzing official  policy documents  is  to 

understand their  role  and  their  impact  on  certain  phenomena,  and  to 

identify the importance of certain policy and planning guidelines. Much of 

the  evidence  on  policy  analysis  in  the  airline  and  tourism  industries 

emanates from secondary sources of information. 

Table 5.1: Secondary Data used in the study 
Secondary  Sources 
Material 

     Indicative  Sources for the Study

Books Tourism and Airline Books
International Journals Tourism Management,  Journal  of  Air  Transport 

Management 
Newspapers & Magazines Politis (in Greek), Economist
Internet Websites www.visitcyprus.com
Governmental 
Departments  

Cyprus Press Information Office (PIO)
Cyprus Tourism Organisation (CTO) 

European Parliament 
European Commission

Official Journal of the European  
Communities

Organisations International Air transport Association (IATA) 
World travel Tourism Council (WTTC)
Civil Aviation Authority(CAA) 
Cyprus Tourism Organisation (CTO) 
Eurocontrol
Airports Council International Europe (ACI) etc.

Companies –Annual reports Cyprus  Airways,  Easy  Jet,  Ryanair,  Boeing, 
AirBus etc.

(Source: Author) 
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Table 5.2: Policy Documents used in the study 
Airline  Industry
Council Regulation (EEC) No 2343/90 of 24 July 1990
on access for air carriers to scheduled intra-Community air service routes and on 
the sharing of passenger capacity between air carriers on scheduled air services 
between Member States (OJ L 217, 11.8.1990, p. 8)

Council Regulation (EEC) No 2407/92 of 23 July 1992 on licensing of air carriers

Council Regulation (EEC) No 2408/92 of 23 July 1992 on access for Community 
air carriers to intra-Community air routes

Council Regulation (EEC) No 2409/92 of23 July 1992 on fares and rates for air 
services
Tourism Industry
Cyprus Tourism Organisation ‘Strategic Plan for Tourism 2003-2010’

(Source: Europa 2006, CTO 2007)

The  analysis  of  policy  formation  constitutes  an  important  element  that 

affects  the  internal  structure  of  an  industry’s  conduct. Pasteur  (2001:1) 

argued that:

‘Policy is  complex and dynamic, and the term embraces a  range of 

different aspects. Policy  statements (e.g. white papers) are what one 

might think of firstly as policy. But what led to their formulation, and are 

they always put into practice? The processes by which policy is informed 

and  formulated  are  also  highly  significant.  Measures for  policy 

implementation (e.g. laws, regulations, or programmes) are necessary 
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to ensure that policy can be put into practice. Furthermore, policy and 

policy making is conditioned and shaped by the political, social and 

economic environment, as well as historical factors.’

Having  illustrated  the  above,  it  can  be  stated  that  policy  entails  a 

complicated web of actions that consist of planning and implementation. 

With particular reference to tourism, Hall & Jenkins (1995:8) state: 

‘Public policy theory serves as the basis for explaining decision-making 

and  policy-making processes,  and  for  identifying  the  causal  links 

between events’. 

Costa  (2001)  emphasized  that  planning  is  a  process  done by  powerful 

stakeholders within the tourism industry, something that can immediately 

entail a threat, in the sense that these social actors might not always be 

targeting the public interest. Additionally, tourism policy is affected by other 

policy initiatives such as environmental policy, which might contradict and 

hinder the implementation of  certain stipulations of  the former.  Another 

example is the case of the airline industry where liberal implications, as 

discussed in  Chapter  Three,  have  facilitated  a  growth  of  leisure  travel 

movement that has impacted on tourism development (Forsyth 2008). Thus, 

tourism  planning  requires  elaborate  and  sophisticated  research  on  the 

various  parameters  that  might  affect  the  industry,  either  directly  or 

indirectly.
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Tourism policy analysis borrows the methods of generic policy analysis that, 

according to Borzel (1998), expands into two strands. The first takes into 

consideration the relation of the government and society, and the second 

one  analyses  public  and  private  interaction.  Another  approach  is  to 

investigate the process of implementation (Costa 2001). In this study, policy 

analysis  unfolds  by  taking  into  consideration  the  interplay  of  powerful 

planners of policy networks, from the private and the public  sector, and 

assesses the process of implementation. 

5.4 Data Collection Methods –Primary Data 

The next step is to determine the sources of primary data which, according 

to Clark et al. (1998:8)  ‘…involves the collection of original data using an 

accepted research methodology’. The primary research is based on both 

qualitative and quantitative methods of inquiry (Table 5.3) which are referred 

to  as  two  distinct  approaches  with  regard  to  collecting  primary  data 

emanating from two different paradigms (Robson 1993). However, the use 

and cross-fertilization of  both methods can be achieved though a mixed 

methods approach (Cresswell 2008) that benefits from the strengths of both 

methods. Walle (1997:535 -524) points out that:

 ‘The field of tourism needs to embrace a general recognition of the 

legitimacy of a variety of research tools’ because ‘…’ tourism scholars 

and practitioners deal with complex phenomena…’
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Table 5.3: Qualitative Vs Quantitative methods of research 
Qualitative Research Quantitative Research 
Flexible Produces statistical data
Enables the exploration of the 
meaning of concepts, events

Where random probability samples 
are used, survey estimates can be 
defined within specified bounds of 
precision 

Produces valid data as issues 
explored in sufficient depth to 
provide clear understanding

Can measure the extent, 
prevalence, size and strength of 
observed characteristics, 
differences, relationships and 
associations

Enables the study of 
motivations and patterns of 
association between factors

Can determine the importance of 
factors influencing outcomes 

Provides a detailed 
understanding of how 
individuals interact with their 
environment, cope with 
change, etc.

Uses standardise procedures and 
questioning, enabling the 
reproducibility of results  

(Source: Davies 2004: 1-2)

Thus,  this  particular  research  employed  qualitative  and  quantitative 

approaches concurrently  with  one another  to  address  different  research 

questions (Darlington & Scott 2002). The research covers policy initiatives 

and product developments and innovation, where information can best be 

retrieved using quantitative research (Borzel 1998; Pforr 2006). However, in 

the case of consumption patterns, the employment of quantitative research 

seems  more  appropriate.  Mixed  methods  are  ideal  since  the  unit  of 

investigation relates to a particular case and ‘…a combination of methods is 

used because the phenomena studied are complex and multiple methods 

allow triangulation’ (Tharenou et al. 2007:78). 

Bryman (1988:72 as cited in Robson 1993:21) distinguishes qualitative and 

quantitative methods of inquiry in the sense ‘…that quantitative research is 

associated with the testing of  the  theories  whilst  qualitative research is 
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associated  with  the  generation  of  theories’  (Table  5.3).  An  important 

differentiation is the fact that qualitative research analyses words (Silverman 

2000)  and  quantitative  research  analyses arithmetical  data  (Oppenheim 

1992). 

The aim and objectives of this research necessitate the use of a combination 

of primary and secondary research methods (Table 5.4). For the first and 

fourth  objectives,  a  qualitative approach is  more  appropriate  because it 

involves issues  such as  policy (Proff  2006;  Costa 2001), production and 

innovation (Hudson 2003,James 2006). In particular: 

‘Qualitative methods can be used to delve into parts of policy process 

which quantitative methods cannot reach. They have the potential to 

explore innovation, originality, complexity, interactions, conflicts and 

contradictions’

 (Duke 2002:43).

Qualitative research is ‘…any type of research that produces findings not 

arrived by statistical procedure or other means of quantification’ (Strauss & 

Corbin 1998:10). Qualitative research, seems appropriate for sciences that 

emanate from the social discipline domain, which seeks to analyse certain 

phenomena with regard to which there is  dearth of knowledge and with 

regard  to  which  new  insights  are  required  to  expand  the  information 

available, in an attempt to acquire new understandings (Stern 1980 as cited 

in  Strauss & Corbin 1998;  Silverman 2000; Flick 2002). In  addition, this 
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approach can be  used to  embed more  details   into complicated issues 

(Strauss & Corbin 1998) so that empirical conclusions can  be drawn from 

both deductive theory (existing theory) or  inductive theory (new theory) 

(Ruane 2005). 

In addition: 

‘…qualitative research means that it makes a distinctive contribution 

to  policy evaluations, particularly  because of  its  ability  to  explore 

issues in depth and capture diversity, it concerns with context, and its 

focus on exploratory meaning. This means that it can bring real depth 

to the understanding of the contexts in which policies operate and their 

implementation, process and outcomes’ 

(Davies 2004:5)

In terms of Objective 5, quantitative research is being employed in order to 

identify the response of tourists to certain attributes. 

Table 5.4: The mix of Research Methods in the study
Research Objectives Documenta

ry analysis
Semi 

structur
ed

Intervie
ws

Questionnai
re

Survey

To examine the impact of airline policy 
on the airline industry in Cyprus  
To understand tourism policy,  planning 
and development in Cyprus  
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To  understand  the  impact  of  Tourism 
Policy on tourism product development 
and, in turn, their likely impact on the 
airline industry

  

To  understand  the  impact  of  airline 
policy  on  airline  product  development 
and hence the likely implications for the 
tourism industry 

  

To identify  the role of  the airlines and 
the  importance  of  the  destination  in 
terms of influence on the part of British 
tourists  who  have  chosen  Cyprus  for 
their holidays.

  

= Main Research Source of Primary Data collection,  = 
Secondary Research Source of Primary Data collection

5 .4 Qualitative Research – Interviews

As  mentioned  above,  the  research  is  within  the  scope  of  exploratory, 

descriptive and explanatory regimes. It attempts to add new insights to the 

current phenomenon related to multi-dimensional expansion in the realm of 

policy. A plethora of information must be retrieved from different sources so 

as to be eventually encoded and interpreted. The combination of the two 

methods, namely interviews and documentary analysis, has a  reciprocal 

effect:

‘…with the documentary analysis informing the direction and the focus 

of the interviews and providing  historical and contextual data, while 

the  interviews influenced  further  analyses and  explorations  of  the 

documents’

(Duke 2002:43)
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The first  method in  terms of  primary  research  is  to  rely  exclusively on 

interviews as  a  popular  method of  policy  analysis  in  the wider context 

(Borzel  1998)  and,  in  particular,  for  tourism  (Stevenson et  al.  2008). 

Interviewing, as part of the discipline of qualitative research, has the power 

to  shed light  on  situations in  which an expanded discursive analysis  is 

required,  in  subjects  that  have  an  array  of  different  procedures  of 

occurrence. Kvale (2006:481) has pertinently characterized that an interview 

can  ‘…give  voice  to  the  many’  and  this  is  supplemented  by  Denzin’s 

(2001:23)  statement  that  ‘We  have  become  an  interview  society,  a 

cinematic society, a society which knows itself through the reflective gaze of 

the cinematic apparatus’. Furthermore, Rapley (2001:304) has argued that it 

is vital ‘…to see interviewees’ talks as ‘accounts’, or ‘versions’, which offer 

up a window through which to view the various possible ways that the topic 

of the interview can be talked about’. 

As has been described by Robson (1999) and Kahn & Cannell (1957 as cited 

in Marchal and Rossman 1999:108) an interview ‘…is conversation with a 

purpose’ that aims to come up with some conclusions and to expand on 

certain ideas. In accordance to Dillard (1982:47 as cited in Denzin 2001:25) 

‘The  interview  is  a  way  of  bringing  the  world  into  play  …is  a 

simulacrum, a perfectly miniature and coherent world in its own right ‘

Additionally, for the purpose of this study that aims to identify the role of 

policy initiatives in the airline and tourism industries:
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‘Qualitative interviewing projects  are  especially  good at  describing 

social and political processes, that is, how and why things change’ 

(Rubin & Rubin 2005:3)

The interview is a flow of conservation that ‘…tells and performs a story 

according to its own version of narrative logic’ (Denzin 2001:26). There are 

three  well-known  types  of  interviews,  namely,  fully  structured,  semi-

structured and unstructured (Robson 1993; Davies 2004; Cassell 2005). In 

this case, interviews were in-depth and structured, with a certain degree of 

flexibility for both the interviewee and the interviewer. More specifically, ‘…

in-depth interviews are a fairly lengthy, focused and usually private type of 

interaction’  (Davies  2004:9)  and  the  ‘…terms  unstructured  and  semi-

structured are sometimes used to denote different degrees to which the 

research directs the interview’ (Davies 2004:10). 

 As has been stated by Oppenheim (1992:67) ‘The purpose of exploratory 

interview is essentially heuristic, to develop ideas and research hypotheses 

rather than to gather facts and statistics’. Furthermore, the potential of the 

interviews is  to  collect  data in  terms of  ideas and facts. In  general, an 

interview is  a  part  of  daily  life  and  is  used  as  a  method  to  acquire 

information as part of an oral conversation and as an exchange of views and 

opinions (Ruane 2005). The interviewer has a list of questions or a list of 

themes or, more pertinently, ‘guides’ (Ruane 2005:149) in an attempt to 

initiate conservation with the interviewee. An important element is the use 

of a tape recorder so that the oral conversation can be transcribed at a later 
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stage for the purposes of interpretation (Oppenheim 1992, Davies 2004). 

Interviews allow ‘…new dimensions to be studied, suggest many new ideas 

and hypotheses, important differences between group and respondents and 

so on’ (Oppenheim 1992:68). 

5.4.1 Interview sample 

To begin with, sampling refers to the process whereby we study a ‘few’ in 

order to learn about the ‘many’ (Ruane 2005:43). Thus, the determination of 

the sample or ‘population’ (Robson 1993:134) is an essential parameter for 

the acquisition of the required information, so as to fulfil the objectives of 

the study. The selection of the sample has, as a basic criterion, the intention 

to  reach people who have  ‘…the capacity to  provide full  and sensitive 

descriptions of the experience under investigation’ (Polkinghorne 1989:47 as 

cited Darlington & Scott 2002:52) (Table 5.5). In particular, the sample used 

in   qualitative research is  ‘non-probability’,  both purposive and snowball 

(Schmidt & Hollensed 2006), which are suitable for small scale surveys that 

seek specific  information (Robson 1999).  In  particular, snowball samples 

exist when the reseacher:

 ‘…require(s)  respondents  to  provide  the  names  of  additional 

respondents …after each respondents is interviewed they are asked to 
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name other possible respondents …or, as the name implies, the sample 

grows just as a snowball grows when it is rolled down hill’ 

(Schmidt & Hollensed 2006:168)

To address the aim and objectives of the research, the decision was made to 

access people from the upper echelons of governance, who have a ‘…central 

core of influence in the policy process’ (Duke 2002:43) of the Cypriot tourism 

and airline industries. It is a common belief that reaching powerful people 

entails that the information gathered can be considered valid (Costa 2001). 

The people are considered to be experts and are in a key position in that 

they ‘rule’,  manage and organize both  industries.  The interview sample 

includes  all  those  people  who  are   the  managers  of  the  airlines, 

representatives of  tourism  entities,  politicians,  those  who  participate  in 

policy making or have the power to address any negative issues related to 

tourism planning on the island. 

In  particular,  this  type  of  ‘population’  lies  in  the  category  of  ‘elite 

interviewing’ since it includes those people who are ‘…influential, prominent, 

and/or well  informed people in  an  organization or  community.  They  are 

selected for interviews on the basis of their ‘expertise in areas relevant to 

research’ (Marshall & Rosesman 1999:113). According to Duke (2002:43) ‘…

entering the worlds of those involved in the policy networks was the only 

way to generate rich and detailed data…’ Kezar (2003:397) asserts that the 

choice of elite interviews is  based on the fact that ‘…the interviewee is 

known to have participated in a certain situation’, thus information can be 
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considered valid (Berry 2002:679). Berry (2002:679) provides the following 

insight:

‘For example, state legislators are asked a series of questions about 

their  attitudes  on  particular  issues  or  institutional  practices.  Or 

policymakers involved in certain issues are selected and then quizzed 

about those matters.’

Table 5.5: Reasons for declining interviews 
Reason Airline 

Industry
Tourism 
Industry

Total

Lack of Time 2 2 4
Away during that period 1 0 1
No reason given 0 0 0
Considers  others  more 
expert

1 0 1

Total refusals 4 2 6

Source: Author

However, Conti and O’Neil (2007:63) have identified some problems that are 

related to elite interviewing. In particular:

‘Some of the difficulties related to studying elites are obvious and well 

documented in  the  literature  on  elite  research-locating and funding 

travel to interview a hyper-mobile social group, gaining entrée into elite 

settings, modifying dress and appearance, and mastering specialised 

forms of knowledge in order to successfully complete the interview.’
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Another important element of face to face interviews is the ‘…development 

of trust between the researcher and participants’ and the establishment of 

rapport (Darlington & Scott 2002:54). For that reason, during initial contact 

with the interviewees, the purpose of the research was emphasized, that is 

for academic purposes and, in particular, in order to write a PhD thesis. All 

the interviewees were contacted in advance by telephone or personally, to 

ask for their participation in the study. Some refused to participate in the 

research for a variety of reasons (Table 5.5). This is a common phenomenon 

in elite interviewing (Mosedale 2007). For those who did consent, interviews 

were arranged either directly with the respondents or with their secretaries. 

They were assured in advance that confidentiality would be maintained and 

that for the analysis of the interview transcripts, ‘pseudonyms’ would be 

used. More specifically:

 ‘The identity of,  and data belonging to,  participants and potential 

participants (including information about the decision whether or not to 

participate)  should be protected throughout the research process – 

including  respondent  recruitment,  data  collection,  data  storage, 

analysis and reporting. Even if research participants are not concerned 

about  data  disclosure,  researchers  should  uphold  principles  of 

confidentiality  and  data  protection  and  maintain  the  security  of 

personal  data  and  participants’  anonymity  (e.g.  by  ensuring  that 

participants  are  not  identified  or  identifiable  in  the  outputs  of 

research).’ 
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(Government Social Unit 2005:13) 

Table 5.6: Elite Interviews –Sample
Tourism Interviewees Type 

Tourism Officer I Public Destination
Tourism Officer II Public Destination
Tourism Officer III Public Destination
Tourism Officer IV Private Hotel
Tourism Officer V Private Hotel 
Tourism Officer VI Private Hotel 
Tourism Officer VII Private Destination/Hotels 
Tourism Officer VIII Public Destination 
Tourism Officer IX Public Destination
Tourism Officer X Private Tour Operators 
Tourism Officer XI Private Destination 
Tourism Officer XII  Public/ Private Destination 

Tourism Officer (X)
 Public/Destination, Hotel, Tour Operators - 
Policy 

(Source: Author)

Table 5.7: Elite Interviews –Sample
Airline Interviewees Type

Airline Officer I   Public /Aviation
Airline Officer  II Public / Aviation 
Airline Officer III Public / Aviation
Airline Manager IV Private Airlines 
Airline Manager V Private Airlines 
Airline Officer VI Private Airlines/ Airports 
Airline Officer VII Private Airports 
Airline Manager  VIII Private Airlines 
Airline Manager IX Private Airlines 
Airline Manager X Private Airlines 
Airline Manager XI Private Airports 
Airline Manager XII Private Airlines
Airline Officer (X) Public / Aviation Policy 
(Source: Author)
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The  final  sample included  26  respondents  from  key  business  positions 

(Tables 5.6, 5.7) of  the private and public  sectors of Cyprus,  as well  as 

politicians. All  had many years of experience and they where holders of 

Masters Degrees in relevant subjects. The interviews took place between 

June and September 2007, while a pilot study involving 4 respondents were 

held within a one week period. All but two of the interviews were held at the 

interviewees’ offices. One took place at the airport cafeteria since access to 

the respondents’  office required a pass and the other one took place in 

Parliament. Among others, a positive issue with interviewing elites is ‘…that 

they  typically  have  a  suitable  space available  in  which  to  conduct  the 

interview’ (Neil 2007: 205).

 Given  the  small  size  of  the  island  and  the  popularity  of  the  main 

protagonists in the business environment, the analysis of the interview data 

without revealing or implying respondents’ identity proved to be difficult. 

However, in any case ‘…the confidentiality and anonymous treatment of 

participants’ data is considered the norm for the conduct of research’ (BERA 

2004:8). Another right is preserved as a ‘…good practice for researchers to 

debrief participants at the conclusion of the research and to provide them 

with  copies  of  any  reports  or  other  publications  arising  from  their 

participation’ (BERA 2004: 10). 

A major drawback of the use of elite interviews is the ‘danger of bias’ (Bell 

2008:166) which is explained as ‘…the notion of distortion of judgement, 
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prejudiced  outlook,  unfair  influence’  (Bell  2008:166).  Bloor  and  Wood 

(2006:21) define bias by stating:

‘It  implies  there  has  been  some deviant  from  the  truth  either  a 

consequence of the limitation of the research method or from the data 

analysis’ 

 Furthermore, there is the threat that ‘…there are public and private actors 

with a remit for tourism but without any real force for integrating their idea 

and needs’ (Church et  al.  2000:330).  Any pitfalls  and prejudices can be 

overcome by focusing on ‘…the nature of implementation and the distinction 

between strategy statements and actual policy’ (Church et al. 2000:330). 

Thus, during the interviews, the main issue was to understand the process of 

implementation and their involvement in order to avoid any pitfalls in terms 

of theory assumptions and real events (Okumus et al. 2007; Coles et al. 

2009). The outcome of the interviews in terms of content was satisfactory, 

with the majority of the respondents having a common way of replying. In 

general,  interviewees  cross-referenced  each  other,  and  much  of  their 

statements  were  based  on  existing  facts  from  the  airline  and  tourism 

policies. Even the participants from the public sector of the tourism industry 

admitted  that  the  policy  had  not  been successful.  The  majority  of  the 

respondents asked for a copy of the results since they had a professional and 

personal interest in the topic.
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5.4.2 Ethical issues 

The spectrum of this particular study is depicted by arguing that:

1  ‘Special care should be taken with small or very localised samples, and 

with the rich data generated by qualitative research, which may enable 

individuals to be identified from their characteristics alone.’ 

(GSR 2005:13)

Ethical considerations are an important priority and should be rigorously 

adhered to as a hallmark of the current ‘epoch’ of research. The term ethics 

can be thought of in terms of ‘…treating people with respect’ (Graham et al. 

2006).  In  this  respect,  the  researcher  must  have  sole  responsibility  for 

maintaining and following ethical considerations in order to protect, not only 

the identity of the participants, but also their stance in society. 

Interviewing people from the  upper  levels of  society  who contribute to 

policymaking, either from the standpoint  of  creation or approval, can be 

characterised as a sensitive issue, in that confidentiality and anonymity has 

to be preserved (Bell 2008). The participants were told in advance that the 

interview would be tape-recorder. Furthermore, they were constantly assured 

so that  all  the participants  felt  ‘comfortable’ and were  reminded of  the 
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purpose of the conversation which was to generate knowledge for academic 

purposes.

5.4.3 Interview Schedule

Having explained the rationale  for  using interviews, the next  step is  to 

construct the interview schedule. Davies (2004:10) explains that: 

‘Some form of instrument – usually described as a topic guide, 

interview guide or interview schedule is required .These act as an 

aide memoire in the field, and help to ensure that there are no 

gaps in the interview coverage’ 

There are different types of questions. For instance, ‘descriptive’ ones, which 

address ‘…what and how things happen’ (Darlington & Scott 2002:57). For 

example, ‘How have European airline  liberalization policies  affected  the 

airline  industry?’  or  ‘What  are  the  most  distinctive/important 

mechanisms/plans for the implementation of the current tourism strategy?’ 

In  addition,  clarification questions (Darlington &  Scott  2002:57) may be 

necessary. If some issues have to be further explored, the researcher might 

ask ‘What you mean by …’ 

Additionally,  an  interview is  organised ‘…by  combining  main  questions, 

follow-up questions and probes’ (Rubin & Rubin 2005:129). In this particular 

study, the questions were grouped under a unit of analysis and different 

themes (questions). The interview schedule or protocol is divided into two 
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parts,  each  of  which  is  referred  to  the  tourism  and  airline  industries 

(Appendices One and Two). The interview schedule was designed to cover a 

list of key themes, but it was rather flexible in terms of the conversation. 

Each interview schedule was composed of three sections with a relevant set 

of  questions (Tables  5.8  &  5.9).  The  main  difference between the  two 

protocols is that Section One was answered only by the relevant respondents 

(Tourism=13, Airlines 13), whereas Sections Two and Three were answered 

by all the respondents. 

Table 5.8: Interview Protocols – Themes: Airline Interviewees
SECTION 1 – Different POLICY 
Part A - 7 Questions
Theme: European Airline Liberalization Policy

Part B - 4  Questions
Theme: European Airline Policy impact on airline operations 
and product development
SECTION 2 – POLICY IMPACT ON PRODUCT DEVELOPMENTS

Part A -4 Questions
Theme: European Airline Policy impact on Tourism Development in Cyprus
Part B - 4 Questions
Theme: Tourism Policy, Planning and Development/ Impact on the airline 
Industry in Cyprus
SECTION 3 - PRODUCT DEVELOPMENTS–INNOVATION 
Part A - 3 Questions
Theme: Airline operations impact on the tourism industry in Cyprus    
Part B - 5 Questions
Theme: Tourism product development impact on the airline industry in 
Cyprus
(Source: Author)

Table 5.9: Interview Protocols – Themes: Tourism Interviewees
SECTION 1 – Different POLICY
Part A -  9 Questions
Theme: Tourism, Policy, Planning and Development 
Part B - 6 Questions
Theme: Tourism Policy impact on the tourism product development in 
Cyprus
SECTION 3 – Same PRODUCT DEVELOPMENTS –INNOVATION
Part B - 4 Questions
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Theme: European Airline Policy impact on the Tourism Development in 
Cyprus
Part A - 4 Questions
Theme: Tourism, Policy, Planning and Development / Impact on the airline 
Industry in Cyprus 
SECTION 3 – Same PRODUCT DEVELOPMENTS–INNOVATION
Part A - 3 Questions
Theme: Airline operations impact on the tourism industry in Cyprus
Part A - 5 Questions
Theme: Tourism product development impact on the airline industry in 
Cyprus  
(Source: Author)

Another important parameter, which documents the validity of the interview 

schedule, is piloting (Rubin & Rubin 2005). Piloting is important because it is 

used to assess the effectiveness of the interview process and the extent to 

which it is understood by the respondents. The first drafts of the questions 

were piloted with the help of four interviewees, who were considered to be 

the most experienced individuals in the airlines and tourism industries of the 

island. The pursuant  changes involved some further  explanations of  the 

questions, with the addition of sub-parts.  

During interviewing, permission was obtained for the use of a tape recorder. 

A hard copy of the questions was given to the interviewees in advance, to 

allow them to become familiar with the purpose of the interview and to have 

some degree of control over their responses and/or to relate questions or to 

avoid questions. In addition, they had the: 

‘…right to refuse to answer individual questions or to withdraw from 

the research process at any point for whatever reason’ 

(Government Social Unit 2005:9)
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Furthermore, they maintained the right ‘…to terminate the interview at any 

time’ (Darlington & Scott 2002:56). 

The introductory questions involved a couple of personal questions related to 

the  interviewees,  such  as  details  of  their  experience,  professional 

background, duties, all aimed at building trust and rapport. All the interviews 

were held in English, apart from two that were conducted in Greek. The 

average length of the interviews was 45 minutes, with the longest lasting 2.5 

hours. 

The effectiveness of an interview is largely based on the semantic skills of 

the interviewer, and his/her ability to have control over the interview process 

and to adhere to the purpose of the research (Darlington & Scott 2002:52; 

Rubin & Rubin 2005). An important issue that applies to this particular study 

and which was repeatedly emphasised was:

‘…that there is no right or wrong answer, that you are interested in 

their experiences, what they saw or what they think ‘

(Rubin & Rubin 2005:115) 

5.4.4 Qualitative Research – Analyzing the Data

In Chapters Six & Seven, the analysis of the interview content is presented. 

This part of the research will explain the process of the development that 

fulfils  the  aim and  the  research  objectives.  Transcription  constitutes  an 

important part of the analysis which transforms the oral conversation into 

written data (Bruam & Clarke 2006; Lapadat & Lindsay 1999). A textual 
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version of the interview enables a systematic analysis through ‘reduction’ 

and ‘interpretation’  (Marshall  &  Rossman 1989:154  as  cited  in  Creswell 

1994:154).  Admittedly,  however,  ‘…transcribing  is  a  time  consuming 

process’ (Darlington & Scott 2002:143) and, in the case of this study, took 

place after the end of each interview.

Analyzing  the  rich  information  contained  in  textual  transcripts  is  a 

complicated task since the judgment is a subjective one in terms of coding 

parameters  and thematic network classifications (Boyatzis 1998;  Strauss 

1987; Silverman 1993). However, Rubin (1995:226) argues that the analysis 

is  exciting  because  ‘…you  discover  themes  and  concepts  embedded 

throughout your interviews’. The ability to use thematic analysis appears to 

involve a number of underlying abilities, or competencies. One competency 

is  referred to  as  pattern  recognition.  It  is  the ability  to  see patterns  in 

seemingly random information (Boyatzis 1998:  7).  According to  Boyatzis 

(1998:1):

‘Thematic analysis is a way of seeing. Often, what one sees through 

thematic  analysis  does  not  appear  to  others,  even  if  they  are 

observing the same information, events of situations.’ 

Forming clusters of themes may be useful as a way of organizing the coding 

that is, to organise the arrays of themes that have been identified (Coffey 

and Atkinson 1996 as cited in Boyatzis 1998:136). The interview responses 

were categorised into different thematic networks which ‘…aim to explore 
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the understanding of an issue or the signification of an idea … is simply a 

way of organising a thematic analysis of qualitative data’ (Attride-Stirling 

2001:387). The encoding requires an ‘explicit ‘code’ which it may be a list of 

themes, a complex model with themes indicators, and qualifications that are 

causally related, or something in between these forms’ (Boyatzis 1998:4).

Each theme of the analysis has different codes that are ‘…an integral part of 

the analysis,  involving sifting through the data, making sense of  it  and 

categorising  it  in  various  way’  (Darlington  &  Scott  2002:145).  Barbour 

(2001:1117)  argues  that  the  use  of  different  codes  acts  as  a  way  of 

identifying the reliability of the content and, at the same time, to ensure 

subjectivity at the best possible way. .The main purpose of the analysis is to 

identify common patterns and relationships, so as the research questions 

can be answered. One method of clustering the codes is to use quotations or 

verbatim extracts. According to Graham et al. (2006:11):

‘Quotations are used to illustrate analysis, to convey the language, 

emphasis  and  strength  of  feeling  demonstrated  by  research 

participants.  In  selecting  individual  quotations,  the  researchers 

reviewed a selection of  transcripts in which the relevant  point was 

made and selected the one which best illustrated the point, avoiding 

extracts which, taken out of context, might misrepresent the content or 

tenor of the interview’. 
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In  particular,  ‘…content analysis is an accepted method of investigation’ 

(Silverman 1993:59) and ‘…is one of the classical procedures for analyzing 

textual materials’ (Flick 1998:193). 

Additionally, the analysis was facilitated by using NVivo7 software that has 

been devised for the interpretation of textual materials by developing codes 

and nodes such as free nodes and tree nodes (Bryman 2001). In particular, 

NVivo enables the researcher to manage data, manage ideas, query data, 

create graphical modes and report the data (Bazeley 2007) (Tables 5.10). 

Using  computer  software  in  terms  of  qualitative  research  enables  the 

researcher:

 ‘…to code the data in a consistent manner, to search themes in a 

transcript  of  an interview or a number of interviews… the software 

allows codes and themes to be changed so they may be viewed from 

different perspectives’ 

(Schmidt & Hollensen 2007:100)

In this particular study, tree nodes were developed as themes (Chapters Six 

& Seven) addressing different units of analysis. Additionally, the results of the 

study were presented in models ‘…to represent the relationship of theoretical 

categories’ (Schmidt & Hollensen 2007:100). More specifically, ‘…the use of 

diagrams is therefore vital in developing theory as well as in the presentation 

of a theory when the analysis is complete’ (Schmidt & Hollensen 2007:100). 

The  development  of  thematic  networks took  place before  and  after  the 
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interviews (Tables 5.11, 5.12 & 5.13). In other words, the interview protocols 

were the first points of reference with regard to categorising and structuring 

the data based on the research questions. Each of the themes identified 

corresponds to the scope of the research questions as being the primary 

force of the investigation (Table 5.11).

In order to understand and categorise the content of the interview questions, 

all  the responses for each question with a similar content were  grouped 

together (Bell 2008) as a particular ‘unit of analysis’. After this, each set of 

replies was studied thoroughly so that common patterns could be identified 

and could be developed into themes (Figure 5.2). Each of the themes was 

used as a heading during the NVIVO7 analysis in the form of “Tree Nodes” 

(Figure 5.3), whereby all the interviewees that had the same opinion were 

categorised and grouped together. In each Tree Node, as it is presented in 

Chapters Six & Seven, the frequency of the responses is indicated with either 

(T) to represent tourism interviewees, or (A) to represent airline interviewees. 

Table 5.10: NVivo Terminology 
Nodes Is a way of coding the sources by topic 
Tree Nodes Are catalogued in a hierarchical structure, moving from general 

category at the top (the parent node) to more specific categories 
(child nodes).  

Relationshi
ps

Nodes that describe the connection between two project items

Models Illustration of initial ideas 
Identifying emerging patterns and connections

(Source: Bazley 2007)

Table 5.11: Research Questions - Themes
Research  Questions  –  Unit  of 
Analysis

Expected Themes for SSIs

1.1 European airline policies’ effect on 
the airline industry

Policy 

1.2 Problems that affect the airline Problems - implementation
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policy
1.3 Airline policies’ impact on the 
airlines’ strategy 

Airlines’ Strategy 

1.4 Future airline policy Future Airline Policy 
2.1 Evolution of the tourism policy in 
Cyprus (How? & Why?)

Tourism Policy in  Cyprus

2.2. Role of the EU with regard to the 
Cyprus tourism policy

EU Role in tourism 

2.3 Differentiation in tourism policy Differentiation 
2.4 The effect of tourism policy on the 
airlines

Tourism Policy  and airlines 

2.5 Tourism development and the 
airline policy

Tourism  and  Airline  Policies  inter-
relation

3.1 Impact of the tourism policy on the 
current production process

Tourism Policy impact on production 

3.2 Current product development in the 
tourism industry in Cyprus

Tourism Production 

3.3. Tourism policy effect on tourism 
innovation 

Tourism Policy and Innovation 

3.4 Effect of tourism innovation and 
the airlines

Tourism  innovation  impact  on  the 
airlines 

3.5 Effect of tourism developments on 
the airline industry

Tourism developments

4.1 Cyprus Airways in the new 
environment

Cyprus Airways

4.2 Innovation in the airline industry Airline Innovation
4.3 Type of competition Competition
4.4 Type of new airlines in the market New airlines
4.5 Impact of LCCs on tourism LCCs and  tourism
4.6 Airline policies’ impact on tourism Airline Policies impact on tourism
4.7 Airline policies’ impact on the 
competitiveness of Cyprus

Airline  policy  and  tourism 
competitiveness

(Source: Author Fieldwork)
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Table 5.12: Interview Protocol Question Themes 
Unit of Analysis Themes
European airline policy Airline industry                Tourism industry

Tourism policy, planning and 
development 

How it affects
Airline industry 
(Cyprus)

Tourism Industry 

Tourism product 
development/innovation

Airline industry
Tourism product 
development

European airline product 
development/innovation

Impact 
Airline Production  Tourism Industry 

(Source: Author) 

Table  5.13:   Thematic  Framework: Matrices Heading –  Thematic 
Codes  
UNIT OF ANALYSIS: European airline policy
Themes
Policy Pillars Implementation Cyprus Airways Future policy 
RQ 1.1 -1.4 RQ 1.1 -1.4 RQ 4.1 RQ 1.4
UNIT OF ANALYSIS :Tourism, policy, planning and development
Themes
Evolution of the 
policy

Implementati
on 

Tourism policy 
& the EU 

Problems

RQ 2.1 RQ 2.2. RQ 2.2 RQ 2.5 

UNIT OF ANALYSIS: European airline policy – impact on tourism 
development 
Theme Competitiveness  RQ 4.7
UNIT OF ANALYSIS: Airline and tourism policies interrelation 
 UNIT OF ANALYSIS: Airline products  
Theme/s Type of competition  

4.3 RQ  
Type of 
products RQ 4.4

Type of services 
RQ 4.4

UNIT OF ANALYSIS:   Tourism products
Theme/s Type of  tourism products  RQ 

3.2
Activities  RQ 3.2

UNIT OF ANALYSIS: Innovation 
Theme/s Airline innovation RQ 4.2 Tourism innovation RQ 3.3
UNIT OF ANALYSIS: Airline operations and product development 
Theme Effect on tourism  RQ 4.6 & RQ 4.5
UNIT OF ANALYSIS: Tourism development  
Theme Impact on the airline industry RQ2.4
(Source: Author)                                                             R.Q =  
Research Questions 
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Figure 5.2: Respondent’s attitudes towards European Airline Policy 

(Source: Author)

Figure 5.3: Safety Regulations

(Source : Author)
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5.5 Quantitative Research - Questionnaire Construction 

This part will reflect upon the merits of the quantitative research and will 

illustrate  the  implications  of  this  particular  type  of  research.  The  most 

important dimension in the construction of a questionnaire is the inclusion of 

the pertinent variables. According to Morgan et al. (2004:1):

 ‘A variable is defined as a characteristic of the participants or situations 

for a given study that has different values in that study’

Furthermore, ‘…questionnaires require careful planning and preparation, and 

their  effectiveness is  largely determined by their  design’  (Wheeler et  al. 

2004:  42).  Planning  is  guided  by  the  information  that  is  required  to 

determine the content of the questionnaire that fulfils the objectives of the 

study. The next steps involved in effective questionnaire design are related 

to issues of phrasing, type and the sequence of the questions (Theranou et 

al. 2007). Finally, an important aspect is the overall appearance and the 

exact format. In order to identify the effectiveness of a questionnaire it is 

necessary to pilot it, in order to identify any unclear content or any flaws in 

the design.  There  are  three levels of  variable measurements -  nominal, 

ordinal and interval/ration variables (Wheeler et al. 2004). In questionnaire 

design, there  are  several ways  in  asking questions that aim to  retrieve 

particular information.
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The questionnaire used in this research was designed in such a way that it 

tried to obtain information regarding the airline and the tourism industries as 

the  main  themes of  investigation,  and  to  answer  the  related  research 

questions (Appendix Three). It was divided into four sections that are related 

to the following issues; a) visit to Cyprus, b) flight to Cyprus, c) general 

airline  questions, and d)  demographics (Table  5.14). The questions were 

primarily  ‘open ended’ with a  variation of  formats such as  dichotomous 

(Yes/No), multiple and Likert  Scale 1 to 5 (Definitely Yes –  Definitely No) 

(Ryan 1995) and the level of measurement is nominal (Table 5.14). The use 

of a Likert Scale seem most appropriate in this particular piece of research 

because it aims to generate ‘…a degree of agreement or disagreement with 

each  of  the  statements  (Likert  1932  as  cited  in  Schmidt  &  Hollensen 

2006:120). 

Table 5.14: Research Questionnaire 
Sections Type of Questions Question/s Research 

Questions
Section 1: Visit 
to Cyprus

Dichotomous NO – YES 1, 6 5.1 
Open Ended 
Number of Nights ______
Close Questions 

2,3,7,9 5.1 

5.2 

Multi response 4,5,8,10,11,

13

5.3 

Likert 12 5.4
Section 2: Your 
flight to Cyprus

Dichotomous NO – YES
Open Ended
Multi response 
Likert Scale 

15,16
14
17
18

5.5

5.6
Section 3: 
General 
questions about 
airlines

Likert Scale 1-5 19 5.7 

Section 4: 
Personal 
Information 

Dichotomous -  Gender 
Open - Ended  
Age

21

22
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(Demographic) Education
Occupation
Contingency Questions 
(closed questions ) 
Income 

23
24

26
(Source: Author)
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The pilot study lasted for 4 days in the airport at Larnaca, with the help of a 

small sample of respondents (30 participants). A pilot study is vital so as ‘…

to check the suitability of the questionnaire as a whole (pilot study) or some 

aspects of it, pre-test’ (Sarantakos 2005:255). The procedure involved the 

completion  of  the  questionnaire  and  then  a  brief  discussion  with  the 

respondents in case there were difficulties in understanding some of the 

questions.  The results of the pilot study suggested that the questionnaire 

was suitable and comprehensible to the participants. 

5.5.1 Quantitative research – Data Sampling

 In order for the research objectives to be fulfilled and the research questions 

to be answered, it  was important to target an appropriate sample which 

could provide the necessary information (Wheeler et al. 2004). As mentioned 

in Section 5.4, there are two broad categories of sample methods used in 

research,  and each has different  features  (Table 5.5). In  particular,  non-

probability sampling represents the characteristics of the total population in 

a smaller number and probability is a random selection of the sample from 

the  total  population  (Wheeler  et  al.  2004).  This  particular  research  is 

circumscribed  within  the  characteristics  of  ‘purposive  or  non-probability 

sampling’ and specifically, it utilized a convenience sample at the time of the 

survey.  

Kent (1999:139) stated that ‘…determining the size of sample that is needed 

for a particular piece of research is a complex issue that needs to take into 
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account a large number of factors’. For instance ‘Sample size will depend on 

the  degree  of  certainty  required,  compared  with  resources  available’ 

(Wheeler et al. 2004). For this particular research, the total population being 

sampled (British Tourists) at the period of the research was 352,423 tourists 

in July 2007, 340,434 in August and 315,437 in September CTO 2007a). For 

the purpose of this study, 350 hundred questionnaires were distributed, of 

which  300  were  completed.  In  proportion  to  the  airports’  size,  230 

questionnaires were distributed at the largest airport of Larnaca, of which 

200 were valid. 120 questionnaires were distributed at Paphos airport with 

100 valid returns. Travellers were selected randomly after check-in in the 

departure  lobbies of  both airports.  The questionnaire  was distributed to 

groups (i.e. families, friends). The fieldwork at Larnaca airport took place 

from 23rd July, 2007 to 23rd August 2007, the first week being the Pilot Study. 

The busiest days for UK outbound flights were Monday, Tuesday, Wednesday, 

and Sunday (DCA 2007). In the case of Paphos, the study took place from 6th 

August through to 26th September, 2007, on Wednesdays and Saturdays 

(DCA 2007). 

In order to gain access to the airports’ check-in areas, special permission 

was obtained from the airport authorities and, in particular, the Civil Aviation 

Department.  In  the  case  of  this  particular  research,  accessibility  was 

facilitated by a personal contact in the form of an officer of the Civil Aviation 

Authority in Cyprus. In addition, a formal letter was sent to the Manager of 

Larnaca Airport (Civil Aviation Department) specifying the purpose of the 

research  and the exact  dates and days  of  the  survey.  The  Manager of 
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Larnaca informed the private operator, Hermes Airports, and through the 

Customer  Relations  Manager,  all  the  necessary  documentation  was 

arranged. In particular, a one-month pass was issued for Larnaca Airport, 

whereas in the case of Paphos the procedure was different as a pass was 

issued on each of the days that the survey took place.

5.5.2 Questionnaire – Data Analysis 

All  the quantitative data was coded and analysed using SPSS (Statistical 

Package for Social Science) software. The use of SPSS enables the researcher 

‘…to score and analyse quantitative data very quickly and in many different 

ways’ (Bryman and Cramer 1997:16). The first  part  of  the  quantitative 

analysis  (Chapter  Nine)  is  based  on  descriptive  statistics  or  univariate 

statistics that ‘…enable the researcher to summarise and organise data in an 

effective  and  meaningful  way’ (Ghauri  &  Gronhaug  2002:125;  Davies 

2004b). The use of frequencies seems to be appropriate for the identification 

of the number of people and the percentage of each answer (Pallant 2003) 

and to measure central tendency (Davies 2004b) (Table 5.15).

Furthermore,  bivariate analysis  and,  in  particular,  non–parametric  tests 

(Kruskal Wallis) was used for the categorization of the sample into groups 

(Total Annual Household Income). Bivariate analysis enabled the researcher 

to identify the difference among different sets of groups (Pallant 2003). This 
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was achieved by calculating the p values, which, if  it  is  less than 0.05, 

indicates that there is a statistically significant difference between the two 

groups. If the p value is greater than 0.05 then the opinions converge and 

statistically there is no significant difference (Pallant 2003; Kent 1999). 

Table 5.15: Measures of central tendency  
Description 

Mean Is the sum of all values divided by the number of values 
Median Is the value which is in the middle of the distribution and is 

defined so that half of the observations are smaller, and half 
are larger than it. 

Mode Is the most frequent value of the distributions
Standard 
Deviatio
n

Individual score – mean score 

(Sources: Davies 2004b:4-6; Robson 1993:328)

The difference between parametric and non-parametric tests is that, in the 

first case, different characteristics of the population are known, whereas in 

the second case population characteristics are not taken into consideration, 

or are unknown (Bryman and Cramer 1999). In addition, parametric tests ‘…

use data on the interval or ratio scale, whereas non-parametric use data on 

nominal and ordinal scale’ (Wheeler et al. 2004). In this study, population 

characteristics are  not taken into consideration, thus the K  independent 

samples test was employed. Kruskal Wallis is used to test the difference 

among ‘…three or more groups’ (Pallant 2003:263). Thus, for the purpose of 

this research, comparisons were made among the 4 groups in terms of Total 

Annual Household Income. 

The next steps in terms of quantitative analysis involved the employment of 

multivariate analysis and, in particular, cluster and factors analyses, in an 
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attempt to  segment  the variables  and  the people  sample of  the  study 

(Frochort 2005; Frohort & Morrison 2000). Multivariate analysis or techniques 

are  divided  in  two  categories  -  factor  analysis  which  ‘…looks  at  the 

relationships between variables among the set of cases’ (Kent 1999:180) 

and cluster analysis which ‘…take each case in turn to analyze the pattern 

responses’ (Kent 1999:180) (Table 5.19). 

Factor analysis was initially developed for use in the discipline of psychology 

(Punj & Stewart 1983). It categorizes the variables into a set that measure 

the same construct as a ‘factor loading’ which is ‘…the correlation between 

the variable  and the factor with which it  is  most closely  related’  (Kent 

1999:181).  Cluster  analysis  is  conducted  to  cluster,  group  together  or 

classify the participants of the survey with similar characteristics (Kent 1999; 

Dolincar  2002;  Punj  &  Stewart  1983;  SPSS  2006;  Norusis  2008).  The 

usefulness of each method depends on the research objectives of the study 

under consideration (Arimond & Abdulaziz 2001). In particular, Objective Five 

aims  to  examine  the  key  factors  that  affect  attitudes  with  regard  to 

consumption in terms of the decision-making and the behaviour of British 

tourists travelling to Cyprus. In order for this to be achieved, it is important 

to employ cluster and factor analysis as popular methods for segmentation 

in tourism (Juaneda & Sastre 1999; Dolnicar 2002; Dolnicar 2004; Frochot & 

Morrison  2000;  Frochot  2005).  According  to  Dolnicar  (2002:17)  ‘…

segmentation enjoys high popularity in tourism marketing, and so does data-

driven segmentation’. 
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Many researchers  have characterised cluster  analysis as the ‘transposed 

cousin’ of factor analysis (Schmidt & Hollensen 2006:327) given the reverse 

categorization of objects and subjects. In particular, for the tourism context, 

both cluster  and factor analyses have acquired a  notable reputation for 

segmenting a variety of parameters (e.g. tourists, destinations) (Lee et al. 

2006). Each cluster or factor is labelled in accordance with the researcher’s 

judgment by supporting the rationale for the particular choice (Pallant 2003). 

According to Wheeler et al. (2004:262):

‘In cluster analysis, groups are formed by the pairing of individual cases 

within  the database according to how similar  they are on either a 

series of two or more scales or measures’. 

The main problem with regard  to  factor analysis is  that  it  ‘…generates 

several solutions from a set  of  variables’,  and moreover,  ‘…a subjective 

decision needs to  be made as  to  how many factors to  accept  and the 

grouping that makes an intuitive set’ (Kent 1999:181). A drawback of cluster 

and factor analyses is that clusters and factors may be created ‘…even when 

there are, in fact, no natural groupings in the data' (Kent 1999:183). An 

important consideration for the suitability of cluster analysis is the size of the 

sample and the number of the variables (Dolnicar 2002). Dolnicar (2002:5) 

supports the view that ‘…forty percent of all data sets are found to have a 

sample size between 200 and 500’ and ‘…sixty-three percent of all studies 

use between ten and 22 variables’. This particular study had a 300 sample 
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size  and  26  variables,  thus  the  employment  of  cluster  analysis  is 

appropriate. 

In  accordance  with  Patton  (2003:151),  factor  analysis  does  not  test 

hypotheses and  does not  assess the  level  of  significance between two 

groups (2 tailed). Rather, it is ‘…a data reduction technique’ that  ‘…takes a 

large set of variables and looks for a way that the data may be reduced or 

summarized, using a smaller set of factors or components’. Factor analysis is 

used  to  explain  human  behaviour  with  regard  to  specific  items  or 

characteristics.  Each  characteristic  ‘…constitutes  a  factor’  and  factor 

analysis ‘…refers to a number of related statistical techniques which help us 

to determine them’ (Bryman & Cramer 2000:271). Grouping together several 

characteristics enables us to understand the way people respond to different 

sets of questions in terms of how they are related or unrelated and to ‘…

assess the ‘factorial validity’ of the questions which make up our scales by 

telling us the extent to which they seem to be measuring the same concepts 

or variables’ (Bryman & Cramer 2000:271). 

Finally, factor analysis reduces complex ‘…social behaviour by reducing it to 

more limited number of factors’ (Bryman & Cramer 2000:272). Based on the 

above, factor analysis is divided into exploratory and confirmatory methods 

of  analysis.  In  particular,  the  explanatory  method  analyses  ‘…the 

relationship between various variables without determining the extent to 

which the results  fit  a  particular models’  (Bryman & Cramer  2000:272). 

Additionally, it ‘…is often used in the early stages of the research to gather 
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information about (explore) the interrelationships among a set of variables’ 

(Pallant  2005:172).  On  the  other  hand,  the  confirmatory  method,  ‘…

compares a solution found against a hypothetical one’ (Bryman & Cramer 

2000:272) and is  ‘…used later in  the research process to  test  (confirm) 

specific hypotheses or theories concerning the structure underlining a set of 

variables’ (Pallant 2005:172). 

The first step that determines the suitability of factor analysis for a particular 

sample is the Correlation Matrix which is a table containing the values of 

Pearson’s r  for  each variable  with  each other  variable  (Kent  1999:181; 

Pallant 2005). In addition, the suitability of this analysis can be identified 

based on the sample size, which must over 100 (Bryman & Cramer 2000) as 

mentioned above. The next step is to identify which type of factor analysis 

should be employed, given the existence of different forms, with the most 

important being ‘principal component analysis (PCA)’ and ‘factor analysis 

(FA)’ (principal axis factoring)’ with the difference being how they handle the 

unique variance (Table  5.19).  In  particular,  in  PCA,  the  variables ‘…are 

transformed into a smaller set of linear combinations (Pallant 2005:172)’ 

and, in FA, ‘…factors are estimated using a mathematical model, where only 

the shared variance is analysed’ (Pallant 2005:172). 
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Table 5.16: Principal Components or Factors
 

Factor analysis
 Common 
Variance:

describes the variation or variance, which is shared 
by the 
scores of people on three or more variables. 

 Specific 
Variance:

describes the variation which is specific or unique to 
a                 
variable and  which  is  not  shared  with  any  other 
variable

Error Variance: is  the  variation  due  to  the  fluctuations  which 
inevitably result from measuring something

Total  Variance= Common Variance + Specific Variance + Error 
Variance
Unique Variance: Specific Variance + Error Variance 
Principal Components
Analyse  all  the 
variances  
(set  of  communality  at 
1)

Principal Axis Factoring
Analyses  only  Common  Variance 
(communality varies 0-1)

Source: Pallant 2003

A major concern in the use of factor analysis is the number of factors that 

should be obtained (Bryman & Cramer). This dilemma can be solved by a set 

of  two  criteria.  The  first  is  the  Kaiser–Meyer–Olkin  (KMO)  criterion  and 

Bartlett’s  test,  which  indicates  that  valid  factors  are  those  that  have 

eigenvalue greater that 1 (Bryman & Cramer 1999; Schmidt & Hollensen 

2006). The second one is the graphical ‘scree test’ as it has been proposed 

by Catell (1996), where the graph illustrates ‘…the descending accounted for 

by the factors initially extracted’ (Bryman & Cramer 1999:277) (Table 5.20). 

In the case of the KMO criterion, it is suitable for less than 30 variables with 

an average communality of  0.70, or  when the respondents exceed 250, 

which means that the mean communality is more than 0.60 (Stevens 1996 
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as  cited  in  Bryman  &  Cramer  1999).A  correlation  greater  than  0.5  is 

regarded as being ‘high’ (Schmidt & Hollensen 2006). If, for example, the 

correlation between two variables is .65, this means that they have more 

than 2/3 of the variance in common (Schmidt & Hollensen 2006). In other 

words, the two variances are having a 65% ‘overlap’ or a tendency to tab in 

similar members’ (Schmidt & Hollensen 2006:273) or the scale (i.e.1-7). 

Table 5.17: Factor Extraction 
Kaiser–Meyer–Olkin (KMO) 
and Bartlett’s test

Catell’s Scree Test

Eigenvalue > 1
Plotting each of the eigenvalue and 

retaining all the factors above the elbow, 
or break in the plot.

(Source: Pallant 2003)

Table 5.18: Rotation Techniques  
Orthogonal Rotation or Varimax method Oblique Rotation 

Rotation to 
final 
Factors 

Uncorrelated 

Rotates factors so that variation 
of the square loading is made 
large for given factors and 
smaller for the remaining factors

Correlated 

Allows the components 
to be correlated with one 
another

(Source: Schmidt & Hollensen 2006:313)

After the determination of the number of factors, the next step it to label and 

explain these factors (Pallant 2003; Bryman & Cramer 1999). Thus, in terms 

of better labelling, factor rotation is employed (Pallant 2005). Factor rotation 

is  a  method  used  in  an  attempt  to  enable  better  interpretation  and 

explanation of  the variables (Bryman & Cramer 1999).  The two rotation 

methods are: a) orthogonal rotation that reflects factors that do not relate to 

each other, and b)  oblique rotation,  which indicates the relation of  the 
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factors (Bryman & Cramer 1999) (Table 5.21). In this particular research, 

both approaches were employed and then the interpretation was based on 

the one that has the clearest meaning (Pallant 2003). 

As mentioned above,  cluster and factor analyses share almost the same 

characteristics (Pallant 2003). However, cluster analysis ‘…does not identify 

a particular model’ (Norusis 2009). As a statistical tool it contributes to a ‘…

better understanding of buyer behaviour by identifying homogeneous groups 

of buyers’ (Punj & Stewart 1983:135) and ‘…tests empirically whether there 

are patterns in the data’ (Schmidt & Hollensen 2006:330). Cluster analysis 

has  a  long  tradition  of  use  by  marketing  researchers  as  a  mean  of 

segmenting  the population in  specific  research groups,  so  that common 

characteristics  and  patterns  can  be  identified  (Green  &  Krieger  1995; 

Schmidt  &  Hollensen 2006;  Dolnicar  2002).  For  that  reason, the use of 

cluster  analysis  is  synonymous with  segmentation,  given  the  ability  of 

cluster analysis to group together similarities or respondents in accordance 

with  certain characteristics  (Schmidt  &  Hollensen 2006;  Punj  &  Stewart 

1983), as well as dissimilarities of the groups (Dolnicar 2002). 

Table 5.19: Types of Cluster analysis 
Hierarchical 
Cluster analysis 

Ability to cluster cases or variables
Ability to compute a range of possible solutions and save 
cluster memberships for each of those solutions
Methods for cluster formation, variable transformation, and 
measuring the dissimilarity between clusters

Two Step 
Cluster analysis

Automatic selection of the best number of clusters, in addition 
to measures for choosing between cluster models
Ability to create cluster models simultaneously based on 
categorical and continuous variables
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Can analyze large data files
Handling of categorical and continuous variables
Automatic selection of number of clusters
Scalability. By constructing a cluster features (CF) tree that 
summarizes the records, the Two-Step algorithm allows you to 
analyze large data files

K-Means Cluster 
analysis

Ability to save distances from cluster centres for each object
Cluster analysis procedure can analyze large data files

(Source: Schmidt & Hollensen 2006)

There are several types of cluster analysis (Dolnicar 2002) with the most 

commonly used being the Hierarchical Cluster, Two Step Cluster and the K-

Means Cluster (Schmidt & Hollensen 2006) (Table 5.22). The Hierarchical 

Cluster develops clusters in a hierarchy or tree-like structure with a group of 

people and then merges them together (SPSS 2006). The use of this method 

is suitable for small-scale databases of less than 250 (Schmidt & Hollensen 

2006). The second one is Two -Step Cluster analysis that is ideal for larger 

numbers  as  it  can  handle both continuous and categorical  variables of 

attributes. Finally, K-means Cluster analysis can handle and analyze very 

large databases with a predetermined number of clusters (Banfield & Raftery 

1993; SPSS 2006). K-Means clustering is more suitable for ratio or interval–
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scaled data (Arimond & Abdulaziz 2001) (Table 5.22). In this case, Two Step 

Cluster analysis was employed given the type of the study that included a 

large number of data in addition to the type of variables. 

Both cluster and factor analyses are deemed necessary so as to segment the 

British tourist sample in accordance with a set of different airline attributes 

and in  order to identify  different  patterns among the sample. The main 

theme of the investigation was to understand the criteria for choosing an 

airline when tourists arrange their holiday trips (degree of agreement 1 to 5). 

The questions are ranked from 1 to 5 on a Likert scale range. The purpose of 

factor analysis was to group together the airline variables ‘…by reorganising 

and  reducing  the  amount  of  output’  by  ‘data  reduction’  (Schmidt  & 

Hollensen 2006).  In  particular  Q.19 contains 26 variables,  thus the total 

correlation is 676 (26*26). Cluster and factor analysis was utilized in order to 

reduce the 26 airline attributes into manageable sets of constructs (Jang et 

al. 2004:37).  Two-Step Cluster analysis was conducted for British tourists 

travelling to Cyprus in an attempt to segment the market into homogenous 

groups (Jang et al. 2004) based upon airline choice. 

5.6 Validity and Reliability

An important aspect for a research programme is the issue of validity and 

reliability,  which  indicates  the  accuracy  of  the  results.  In  addition,  it 

maintains  that  the  research  questions  and  the  methods used  for  the 

collection of primary data are appropriate in order to fulfil the initial purpose. 

Reliability is ensured when ‘…applying the same procedure in the same way 
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will always produce the same measure’ (King et al. 1994:25). Put simply, the 

reliability of a research tool is ensured when the results are true and the 

questions measure what needs to be measured (Seale 2004; Bell  2008). 

Furthermore, Sekaran (2003:203) argues that ‘…the reliability of a measure 

indicates the extent to which is without bias (error free) and hence ensures 

measurement  across  time  and  across  the  various  items  in  the 

measurement’.  A  major  issue  that  undermines  reliability  is  the  lack  of 

objectivity in obtaining and analyzing information (Robson 1999) in both 

qualitative and quantitative research (Bloor & Wood 2006). On the other side 

is the term ‘validity’ that denotes the consistency of a measurement, as well 

as the accuracy of the information collected (Bell 2008; Robson 1999; Seal 

2004).

In the case of the interview, where the design is semi-structured, the issue of 

reliability  and validity  is  a  major one,  since a  semi-structured interview 

schedule lacks standardization.  Especially in cases where semi-structured 

interviews are used, the reliability of the research is further questioned. As 

Robson (1999:242),  argues ‘The less  the degree of  the structure  in  the 

interview, the more complex the performance required from the interviewer’. 

As far as the case of the questionnaire is concerned, it can be stated that the 

issue of reliability can be contentious because of the inability to test and 

retest  the  different  items  mainly  due  to  lack  of  time  (Sekaran  2003). 

Furthermore, the validity of this particular piece of research could have been 

further enhanced if the questionnaires had been distributed to a different 

sample, which would have given the researcher the opportunity for cross-
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testing the results between the different respondents. Additionally, there is 

the additional problem that ‘…the results of the study do not represent the 

general population’ (Bloor & Wood 2006:21) 

5.7 Conclusion 

The above discussion has illustrated the methodological profile (Figure 5.4) 

of  the  current  study,  analysed against  the  backdrop  of  the  aims  and 

objectives of  the research agenda.  As  we have seen, the study has an 

exploratory, descriptive and explanatory character because of the complex 

and  multidimensional  scope  of  the  enquiry  that  touches  upon  policy, 

consumption  and  production  patterns.  It  utilises  both  quantitative  and 

qualitative methods of data collection, using semi-structured elite interviews 

and self-administered questionnaires respectively. The research samples are 

purposive, and include 26 interviewees from the higher  echelons of  the 

tourism and hotel industries, as well as 300 British tourists. 

The following chapters represent the analysis of the primary research. In 

particular, Chapters Six and Seven reflect upon the content of the interviews 

and present the thematic networks that have been developed in terms of 

policy  implications  and  production  patterns  in  the  airline  and  tourism 

industries of Cyprus. Chapter Eight illustrates the responses of the British 

tourists based on the analysis of the self-administered questionnaires. 
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Figure 5.4: Profile of the Study 
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CHAPTER SIX

 

TOURISM AND AIRLINE POLICY 
INTERRELATION: THE GAP BETWEEN 

THEORY AND IMPLEMENTATION 

6. 1 Introduction 

This chapter describes and analyses the interviews with key policy actors. It 

aims to bring together tourism and airline policy contexts, developments and 

governance by  analysing  related  questions from the  26  semi-structured 

interviews with key policy actors in both industries in Cyprus. In particular, 

this part of the thesis will fulfil the two first objectives dealing with policy 

implications (Figure 5.1). This will be achieved by presenting the views of 

airline and tourism experts based on themes that were developed during the 

interviews on  policy.  As  mentioned in  Chapter  Five (Section 5.4.4)  each 

theme will be illustrated by the use of indicative tree nodes which reveal the 

most  popular answers  on  the  part  of  the  respondents for  a  particular 

question. The first part will analyse the EU airline in terms of pillars of policy, 

implementation outcomes, and the state of  Cyprus Airways.  Then it  will 

investigate tourism policy in Cyprus based on the theoretical concept and 

the actual implementation. Finally, the airlines and the tourism industries will 

be compared in parallel in terms of all the respondents’ views (26), in terms 

242



of  interaction  and  influence  within  the  context  of  policy-making  and 

implementation. 

This analysis is indicative in terms of fulfilling the aim and the objectives of 

the research which is to reveal the reciprocal interrelation of the airline and 

the tourism policies in Cyprus. In particular, as the analysis proceeds, it will 

become evident that the interviewees have identified a gap between the two 

industries  which  emanates  not  from  policy  formation  but  from  policy 

implementation. Furthermore, there is a lack of cooperation between the two 

industries, something that can be partly attributed to the inability of tourism 

authorities to establish effective communication between the airline experts 

and the policy makers. Thus, the overall conclusion is that the tourism and 

the  airlines  industries  have a  different  orientation  with  different  policy-

making procedures that undermines their relationship. 

6.2 European Airline policy implications and 
implementation pitfalls: the case of Cyprus

As mentioned previously, in May 2004 Cyprus became a full member of the 

EU and the aftermath was the introduction of liberal provisions for the airline 

industry (DCA 2007) (Chapter Four).This part of the chapter considers the 

views of  the thirteen airline  interviewees (A=13) in  terms of  the airline 

policy. In seeking to identify the effect of the accession of Cyprus to the EU, 

and the impact  on  the  airline  industry  as  it  was framed  by  the airline 

interviews, the majority of the respondents emphasized at the beginning of 

the interviews that, in this particular case, airline liberalization was divergent 
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from the  rest  of  the  European countries.  Three  main  parameters  were 

acknowledged  as  important  criteria  of  differentiation  from  other  EU 

members.  Firstly,  the  small  market,  secondly,  the  distance  from  the 

European mainland and finally, the exclusive dependence on tourism that 

has a  seasonal nature  (DCA 2006). In  general,  the airline experts  have 

identified three parameters  with regard  to  airline policy -  environmental 

policy, liberalisation and safety regulations (Figure 6.1). 

The majority of airline respondents commenting on EU airline policy argued 

that the most important aspect of Cyprus being a member of the EU was the 

implementation  of  airline  liberalisation  (Figure  6.1).  An  airline  officer 

highlighted the fact that liberalization goes beyond the scope of  a  free 

operation within the community and extends to the option of establishing a 

base in another country other than the one in which the airline is registered 

(5th Freedom of Air). More specifically, s/he provided an example from Cyprus 

by stating that: 

‘This year an airline that has its base in the UK, namely Excel, has 

created a base in Cyprus with one aircraft and operates flights from CY 

to Italy or Poland.’ 

[Airline Officer VI]  

Figure 6.1: Respondents attitudes towards - Policy Implications of 
the EU airline industry
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(Source: Author)  
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The respondents  argued  that  four  years  after  the  accession to  the  EU, 

liberalisation had not had a great impact on Cyprus and that the future holds 

more changes. However, from a strategic point of view, new opportunities 

are being created with the entrance of more airlines in the market, as in the 

case of LCCs, as mentioned in Chapters Three and Four. For an island, air 

connectivity is vital and a free airline environment creates more connections. 

The second pillar  of  policy that was emphasised by the  majority of  the 

respondents is the concentration of the EU on environmental issues (Figure 

6.1). A vital priority is the inclusion of airline policy in the Kyoto proceedings 

(IACA 2006) that aims to limit CO2 emissions into the environment (DCA 

2007).  The  new  airline  policy  resulting  from  the  Kyoto  summit  was 

thoroughly explained by a respondent whose main duty among others, is to 

ensure that environmental policy is understood and fully implemented in 

Cyprus. Currently, the main centre of attention, as mentioned above, is on:

 ‘Emissions trading schemes (ETS) that is an international programme 

where each industry has a quota on the level that it is allowed to 

pollute the environment’. 

[Airline Officer III]

The year 2005 marked the end of the evaluation period on the contribution 

of the airlines to environment pollution, including the potential forecast of 

airline growth. The Commission concluded that there was a need to develop 

a  strategy based on  ‘Reducing  the  Climate Change Impact of  Aviation’ 
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(European Commission 2006). In particular, the overall optimistic aim of the 

environmental  policy is expressed via IATA’s Director General who stated 

that  ‘…by 2050, aviation is  to  become a  green industry  producing zero 

emissions’ (Lufthansa 2007:1).

In  general,  the  airline  respondents  expressed  their  sensitivity  to 

environmental matters and their concerns as to how to decrease aviation’s 

negative impact on the environment. However, in  an attempt to extract 

information and understand their views on the impact on airline costs, they 

argued that: 

‘There will be a negative impact on costs but this can be overcome as 

an  airline  promotes  an  effective,  sensitive  and  environmental 

marketing campaign’

[Airline Manager IX]

Another interviewee further supported this view by adding:

‘Environmental issues are of utmost priority given the threat of human 

extinction, thus airline passengers become sensitive to such an issue. 

Thus the whole policy of the airlines should be based on awareness to 

justify an extra cost in the airline ticket for the environment’. 

[Airline Manager XII]

An additional parameter  that  represents  almost half  of  the respondents’ 

viewpoints is the argument that airline policy aims to create safer standards 
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and prioritise safety regulations. They argued that the governments, due to 

liberalisation which restricts any interference, are more focused on safety 

issues, and will ensure that all the standards are maintained. However, one 

respondent’s opinion was opposed to this argument as can be seen when 

s/he stated that:

‘The  existence  of  a  low  cost  strategy  by  No-Frill  Carriers  might 

instigate lower safety standards since safety requires higher costs’.

[Airline Manager XII]

Another interviewee argued that:

‘Safety issues become more complicated because of a web of different 

types of airlines that, for the sake of lowering costs, can sacrifice safety 

configurations’. 

[Airline Manager X]

An interviewee provided a different approach by arguing that the new policy 

is concentrated on the consumers, not only because of lower fares, but also 

because of the emphasis given to passengers’ rights as part of a new EU 

policy  (European  Commission 2007a).  In  case  of  delays  or  misleading 

information, the passenger has the right to initiate legal action and seek 

compensation  from  the  airline  (European Commission  2007a).  The  new 

airline policy towards the passenger is pertinently illustrated in the following 

quote:
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 ‘The new policy protects the passenger in many ways. The passenger 

is  the consumer and the consumer has rights,  so these rights  are 

protected’. 

[Airline Officer VI] 
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Figure 6.2: Respondents attitudes towards - Liberalisation Problems of implementation 

(Source: Author)
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Having  identified  the  views  of  the  respondents  with  regard  to  policy 

implications,  it  was  important  to  seek  the  extent  of  successful 

implementation as  the next  step following policy formation (Figure  6.2). 

Thus, the next issue for discussion was to analyse the opinions of the airline 

interviewees  on  the  implementation.  It  was  acknowledged during  the 

interviews that  the  most  successful  part  of  the  EU  airline  policy  was 

deregulation,  since  the  abolition  of  any  restrictions  concerning  the 

operations. The success is mainly because of the entrance of new carriers 

that have forced a change in the industry and has led to the introduction of 

new strategies.  

However, a notable majority maintained that the EU airline policy in general 

was not successful. The most indicative reason is the following:  

‘…every  new  rule  needs  time  so  that  everybody  has 
adjusted to it’ 

[Airline Manager VII]

Another  respondent  argued  in  a  different  way,  by  stating  that  the 

enforcement of new rules is not always appropriate, and that some rules 

should not exist. In particular, the argument was as follows:

‘Politicians are there to explain their role. There are people who are 

genuinely trying for the best and there are people that are trying to 

explain why they are there. So they will continue inventing rules for 
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the benefit of society. However, not all rules are correct. There are 

more rules in the book that they insist people must follow.’

 [Airline Manager VI]

Another cohort of the airline experts expressed the view that it is still too 

early for a successful implementation of the policy as such. Furthermore, 

they argued that the EU airline industry differs in many ways from the US 

one, as the latter is characterised by diversity from the ‘conglomeration of 

states’ (Kerr 2003:72). In particular, a respondent put forward the following 

argument:

‘Europe and USA cannot be compared in terms of deregulation given 

their differences in homogeneity and size. In the USA, deregulation 

was associated with a domestic market composed of states of the 

same country, whereas in  Europe, liberalisation is  among different 

countries of the same continent with different languages, mentality, 

and cultural barriers’

[Airline Officer III]

The fact that the European Union constitutes a mosaic of different countries 

supports  even  further  the  need  for  a  transitional  period  for  successful 

implementation. Arguably, the  full  potential  of  liberalisation  is  still  at  a 

novice stage, given the recent inclusion of new member states that are in 

the process of adaptation and harmonisation. Additionally, the respondents 

who  were  highly  involved  in  policy  initiatives  emphasised  that  some 

countries face difficulties in understanding these policy changes and, as a 

result, the proper implementation of the new guidelines is encumbered. 
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However, to  enable  the proper  implementation, the EU is  undergoing a 

process of revising the ‘Three packages’ or the three Council Regulations – 

No.  2407/92, No.  2408/92, No.  2409/92 for the inauguration of a unified 

airline policy (Wragger & Co 2006; BA 2007; European Commission 2006; 

European Commission 2006a;  ELFA  2007).  Thus,  the policy will  become 

comprehensive in terms of  the European member states, as well as the 

members of the European Common Aviation Area. This revision is imperative 

because of the:

 ‘…inability  of  proper  implementation  that  emanates  from 

misunderstandings, creates unequal market conditions and affects the 

potential of a truly free market’ 

[Airline Officer II]

Another drawback associated with the above is  the  complicated web of 

bureaucratic procedures within the EU (Figure 6.2) that hinder a seamless 

implementation. In general, there is a ‘regulatory imbalance’ (ERA 2006) or 

an  ‘inconsistent  application of  the  third  package’  (Wragger  &  Co  2006; 

European Commission 2006a) by all member states. In addition, the policy 

lacks  consistency  in  terms  of  other  supplementary  components  of  the 

aviation sector such as air navigator providers and airports. 

Another policy component that needs clarification is  the external  airline 

policy of the EU whereby ‘…airlines still have less commercial freedom when 
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flying to countries outside the EU …to overcome these limitations, the EU is 

extending  its  aviation  policy  beyond its  borders’  (European Commission 

2007a). A respondent contemplates the following: 

‘The only problem is the implementation of a law with third countries 

such as  China, USA,  Japan, India and Russia. There  is  already an 

agreement with the USA, namely the Open Skies Agreement that will 

come into force in March 2008.The agreement with Russia is rather 

difficult.  With  neighbouring  countries,  the  attempt  is  to  establish 

‘horizontal agreements’ so that EU carriers will be considered equal, 

for instance Cyprus Airways being able to fly to Russia with the same 

rights as Olympic Airlines’.

 [Airline Officer II]

As has already been mentioned in Chapter Three, another problem is the 

case  of  the  national/flag  carriers  and  illegal  governmental  interference 

through subsidies. This was the main characteristic of the EU airline industry 

in the past, with the so-called reliance on the national or flag carriers of each 

country.  This  insular  mentality  is  reflected in  the  fact  that  the national 

airlines were, in most of the cases, not only carriers of passengers, but also 

carriers of the name of the respective countries (e.g. British Airways, Air 

France, Air Malta, Cyprus Airways, Alitalia). This is something that has acted 

as an impediment to the success of liberalisation. 
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National carriers were guilty of intensive labour costs, lack of flexibility and 

innovation, thus were unable to compete in the new regime of liberalisation 

(Romero-Hernandez & Salgado 2005). One respondent argued that: 

‘The main handicap of Europe is the notion of the national carrier and 

it is very difficult for a Greek to think that Olympic will not exist and 

the same with Cyprus Airways. Even with the merging of KLM and Air 

France the issue of the national carriers for the French and the Dutch 

exist. Even if BA is privatised, it is still the flag carrier for the British.’ 

[Airline Manager XII]

In particular, a vital concern that was raised by the airline respondents is the 

inability of the Union to establish a coherent and equal treatment policy 

among the airlines, with the prohibition of governmental subsidies. Even 

though there is a strict guideline that prevents any ‘money injection’ to any 

airline  carrier,  there  is  still  resistance by  the community  to  maintaining 

compliance. The following quotation from an airline actor in Cyprus makes 

transparent the contradiction of the claims of the theory and the actual 

implementation  that  converts  a  major  strength  to  a  weakness for  the 

industry.

‘A major strength can be considered the abolition of, and restriction of, 

governmental subsidies. However this is a rule on paper since it has 

not been implemented appropriately and there are still  airlines that 

benefit.’
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[Airline Officer] 

The  next  parameter  that  negatively  affected  policy  is  the  ageing  and 

overcrowded European airport infrastructure, which hinders the entrance of 

new carriers in major hub airports. In particular, a respondent argued that: 

‘The current state of European Sky prohibits the effects of liberalisation 

in terms of network utilization because of the inability of some carriers 

to  acquire  slots  in  hub airports,  either  because of  the  limitation in 

infrastructure, or because of congestion and limitation in terms of slots’ 

[Airline Officer X]

The above discussion concludes that, in the case of EU airline policy, there 

will be many obstacles in the future for successful implementation. Even if 

liberalisation has introduced new strategies and business models, there are 

many  issues  that  need  to  be  resolved.  In  particular,  the  respondents 

repeatedly mentioned the importance of  the airline industry on tourism. 

Thus, a successful airline industry with an increased and diversified number 

of airline carriers flying to the island from the EU would be beneficial. With 

the introduction of more routes, connectivity is important for making Cyprus 

more accessible. 

6.2.1 Flag Carrier impediments - Cyprus Airways 

256



An  important  dimension  that  has  affected  the EU policy and Cyprus in 

particular,  is  the  state  of  the  national  carrier.  All  the  respondents 

emphasised  that,  unfortunately,  Cyprus  Airways  case  consists  of  no 

exceptions that reveals the inability of the government and the owners to 

ensure a healthy and viable operation on the part of the national carrier. A 

plethora of problems that derive from the past history of the monopolistic 

state  of  the  industry  confronts  the  airline.  During  the  interviews,  the 

respondents from the private sector criticised both the government and the 

management team of the company for their inability to act proactively in 

response to  the  imminent  entry  of  Cyprus  to  the  European  Union.  In 

particular, external viewers and experts on airline issues emphasised Cyprus 

Airway’s  inability  to  respond to  the  new  environment.  One  respondent 

pertinently  explained the situation and stressed that the airline’s  senior 

management were not proactive and were therefore unable to face the new 

environment. As the respondent noted:

‘The  airline’s  management  teams  did  not  act  proactively  to  the 

imminent entrance into the EU’ 

[Airline Officer I]

The interviewees from the public sector argued that it was imperative that 

the survival and viability of Cyprus Airways be ensured. In particular, for the 

case of  Cyprus,  all  the respondents’  views and quotes suggest that the 

current state of the airline is attributable to its inadequate response with 
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regard  to  liberalisation.  One airline  actor,  highly involved in  the Cyprus 

Airway’s case poignantly expressed that: 

 ‘For Cyprus Airways it is a one way road. Competition is there, you 

have  to  respond.  It  is  difficult  to  move  from  a  monopolistic 

environment into a fully competitive environment and that is why the 

company has been losing money for the last three years. The company 

was not ready mentally and culturally to to face the competition. So we 

will have to play the game as it plays out, there is no other way. Now, 

as far as the future of Cyprus Airways is concerned, my personal view - 

and I feel strongly about this - is that the company will be flourishing in 

the next years. I have no doubt.’ 

[Airline Manager V]

The main issue of concern is the introduction of competition in the new 

environment that worsens the operations of the company. As mentioned in 

Chapter  Four,  competition  for  Cyprus  Airways is  synonymous with  two 

markets, Greece and the UK, since these are the most profitable routes. In 

the  case of  Greece,  Cyprus Airways had to  meet competition  from the 

entrance  of  Aegean  Airlines  to  the  Larnaca  –  Athens  and  Larnaca  – 

Thessalonica route (Aegean Airlines 2004; Lusandrou 2007). Immediately, 

after airline liberalization, the Greek airline entered the market with three 

daily flights to the island.  
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Another participant highly involved in airline policy argued that:

‘Cyprus Airways is part of the state and belongs to the citizens who are 

now confronted with a new environment in which competition is vital. 

Cyprus Airways should stay ‘alive’ under the new regime. The EU does 

not prohibit a company from being owned by the government as long 

as  it  operates  in  an  independent  domain  with  its  own  board  of 

directors’.

 [Airline Officer (X)]

In May 2005, a plea for a last chance of a governmental subsidy to Cyprus 

Airways was approved in the form of a CYP 30 million (£1 = €1.71) loan, in 

an attempt to  restructure  the airline (Europa 2005;  Kiriacou 2007). One 

airline  officer,  in  an attempt  to  explain the restructuring process of  the 

airline, stated that:

‘Cyprus Airways is undertaking a restructuring process in an effort to 

become a profitable company. The airline focuses on two pillars, to 

decrease the costs and to restructure the company.  What is known as 

business re-engineering.’  

[Airline Manager IV]

The main issue for Cyprus Airways is its long experience as an airline in the 

Cypriot  market.  The potential  for  renovation of  the Larnaca and Paphos 

airports makes possible the fact that, in the future, the airline:
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 ‘…would establish itself within a major global alliance and develop a 

regional hub at Larnaca for the Eastern Mediterranean’ 

(Caramondani & Kalopedis 2006:45)

In general, the airline practitioners revealed optimism concerning the future 

of the airline, as indicated by the following statement:

‘I think it has a positive future but they need to make serious decisions 

to address a lot of things that have been ignored for the past  four 

years. It is unacceptable for a country in which tourism is growing, to 

have  a  dying  airline,  and  I  think  there  is  always  management 

responsibility for that. They should focus on developing a good hub at 

Larnaca airport and they should build as much as they can at Paphos 

airport as a charter operation. And after they have carried out this cost 

cutting exercise, they should focus on revenues.’  

[Airline Manager VIII]

A  public  organisation  lacks  effectiveness  and  early  responsiveness  in 

comparison to  their  private counterparts  (Kiriacou 2007).  A  government 

company suffers from intense pressures from labour unions that limit its 

flexibility in terms of decision-making. In theory, the proposal of an array of 

solutions  is  an  easy  task.  However,  the  main  issue  of  concern  is  to 

implement theory into practice. All the respondents involved in the airline’s 

organisation were eloquent when it came to suggesting new practices as 

part of a new strategy that would ensure the company’s survival (Figure 6.3). 
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In particular, the respondents highlighted the importance of the airline in the 

region in terms of it becoming a link between the Middle East and Europe. In 

addition,  it  should  follow  the  example  of  successful  EU  carriers  and 

reconsider  its  strategy  towards  becoming  a  more  customer-oriented 

company. In general, the airline respondents argued that the survival of the 

official carrier is imperative given its long experience in the Cypriot market. 

Any negative outcome as a result of a bankruptcy of the company would 

have an adverse impact on the country.’
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Figure 6.3: Respondents attitudes towards - Cyprus Airways strategy

(Source: Author)
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6.2.2 Future Airline Policy  

In seeking to identify the future evolution of airline policy, the airline experts 

(N=13) primarily expressed their concern regarding the market structure of 

the industry.  They forecast collaboration strategies with business partner 

that would guide a strategic response towards better customer service, as 

has been illustrated  in  Chapter Two  in  terms of  Neo-Fordism production 

(Graham et  al.  2008).  More  specifically,  the  analysis  of  the  data  has 

identified four important parameters based on the respondents interviews 

(Figure 6.4). In particular, consolidation (N=7), collective marketing (N=6), 

further liberalisation (N=6) and cooperation with third countries. (N=5). In 

the case of collective marketing, the respondents suggested that, in the 

future,  more  airlines  would  join  in  mega  alliances,  something  that 

necessitates searching for more code sharing agreements. At the same time, 

further  liberalisation will  exacerbate the problems  of  the EU,  which has 

industry that is mainly related to the current infrastructure, which is old and 

already  crowded.  Additionally,  large  airline  companies  will  search  for 

consolidation through mergers and acquisitions. 

As repeatedly mentioned in Chapter Three, the aftermath of liberalisation 

was the entrance of a plethora of different carriers, usually small ones and in 

the Low Cost area of operation (Kua & Baum 2004; Doganis 2002). However, 

the  main  trend  in  the  future  will  be  associated with  consolidation  via 

mergers  and  acquisitions,  due  to  further  liberalisation,  which  instigates 
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further freedom and the possibility of such strategies (Williams 2008). The 

following quote is indicative: 

 ‘If the airline policy continues to be as free as it is now, then the 

outcome will be the creation of a truly free industry where the ‘big fish 

eats the little fish’. This will mean that in the future there will be only 2 

or 3 mega-carriers and very few to act as feeders.’  

 [Airline Manager IX]

This view is further reflected in the following statement from an Airline 

officer whose realm falls in the public domain:

‘In the European Union the main future issue will be the consolidation 

of the airline market. There are many airlines. The main issue is that 

the large airlines like KLM and BA will be the main players in the main 

hubs, and the small airlines like Cyprus Airways and others will serve 

as feeders to the spokes. Synergies and cooperation instead of having 

many airlines  on  a  specific  route  is  better  since  it  will  be  more 

efficient. And competition will be between the alliances.’ 

[Airline Officer II] 

Further, consolidation or, more pertinently, further freedom, might lead to a 

high  concentration  of  production  (Romero-Hernandez  &  Salgado  2005; 

European Commission 2007).  In particular, airline groupings will be created 

under the umbrella of strategic alliances or through mergers or acquisitions 

such as  in  the case of  KLM and Air  France.  Unavoidably,  this threatens 

market abuse with an increase in fares (Forsyth 2006). This is because the 
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market would be conquered by the mega groupings of airlines that will act 

as one company, so the fear of tacit collusion among airlines is a real one 

(Schnell 2003). Additional consolidation entails that in order for an airline to 

survive, it will be forced to join one of the major alliances, either Skyteam or 

Star Alliance or OneWorld.

However,  Lufthansa  (2007:2)  argues  that  consolidation  in  the  form  of 

strategic alliances does not necessarily mean abuse of the market. On the 

contrary, the formation of  large and wealthy airline networks is  for  the 

benefit of the consumer due to the creation of interoperable airline services 

(AUC  2003).  Airline  synergies  through  alliances  is  the  response  to  the 

prohibition of mergers in an attempt to have better network utilization and 

economies of density (Romero-Hernandez & Salgado 2005), better marketing 

procedures,  greater  price  consistency,  better  capacity  utilization  and  a 

strengthening  of  a  company’s  position  with  regard  to  competition 

(Grandfield  Report  2005).  In  terms  of  the  airlines’  view-point  on  future 

consolidation, the  main  argument  is  that  ‘…too  many  airlines  are  only 

surviving today due to government subsidies’ (Lufthansa 2007:4).  

Another problem resulting from the current situation is high fragmentation 

that leads to the problem of congestion due to an inadequate and ageing 

infrastructure (European Commission 2006a). In Heathrow Airport, London, a 

plane takes off every ninety seconds, and this problem will become worse as 

a  result  of  the  increase in  airline capacity  and airline  demand (Stewart 
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2007). This being a  major problem, an Airline Officer speculates on the 

following:

‘There is a constraint in terms of slot capacity. The major EU airports 

are already congested and there will be an effort to develop regional 

airports. So the future will force the development and emergence of 

new regional airports.’ 

                                                                                                          [Airline 
Officer I]
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Figure 6.4: Respondents attitudes towards - Future development in EU Airline Industry 

(Source: Author)
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Furthermore,  the future holds further cooperation with third countries by 

creating Open Skies Agreements. A respondent argued that:

 ‘I  believe  that  the  EU  will  encourage  the  connection  with  third 

countries and transatlantic ones, and this will come into effect.’ 

[Airline Officer I]

As mentioned above, cooperation with third countries constitutes a priority 

for  the  European  Airline  policy.  The  most  recent  development  is  the 

inauguration  of  an  agreement  with  the  USA  for  the  liberalisation  of 

transatlantic  traffic  that  will  come into  effect  in  March  2008  (European 

Council 2007; Stewart 2007).

6.3 Tourism Policy, Planning and development in Cyprus –
Evolution 

Having analysed the effect of the EU policy on the airline industry of Cyprus, 

this  part  of  the  chapter  will  consider  the  effect  of  policymaking and 

implementation on the tourism industry. Thus, the views of the 13 tourism 

interviewees will be encoded so as to reveal the actual occurrence of the 

policy and planning as it is highlighted by real-life actors (Figure 6.5). As a 

prologue, it should be mentioned that the lack of tourism policy is a common 

phenomenon in many destinations (Church et al. 2000). In particular, this 

part  of  the findings trace the evolution of tourism policy as it  has been 

experienced by the tourism practitioners in Cyprus (N=13). Forging links 
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with  Chapter  Four,  the  interviewees  have  emphasized once  again  the 

reasons mentioned in the strategic plan that have led to the formation of a 

tourism policy.   

In  general,  the  existence  of  a  responsible  body  or  an  organization 

responsible for tourism, indicates the path towards a .formal approach with 

regard to planning and  development (Kerr 2003; Church et al. 2000). In the 

case of Cyprus, the responsible body, as mentioned in Chapter Three, is the 

Cyprus Tourism Organization (CTO), whose existence dates back to 1969. In 

particular,  the  role  of  the  CTO  was  explained by  the  majority  of  the 

respondents as follows:

‘One major responsibility was tourism planning and policy….certain 

tourism  policy  instruments  legally  implemented  via  ministerial 

decisions that were taken at the Ministerial Council, and in that sense 

the CTO had also the legislative aspects in its responsibility to enforce 

these decisions.’ 

[Tourism Officer X]

A tourism officer, with long experience in the industry and  who is involved in 

the accommodation sector, emphatically presents the need for a strategy in 

the following statement : 

‘We reached the beginning of the ’80s where Cyprus had become a 

growing destination, with most of the western EU countries focusing on 
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Cyprus. There was an apparent need to sit down and discuss a longer-

term strategy for  tourism because the growth was  fast… however, 

there  was  not  any  effective  outcome  with  a  written  and  specific 

policy…’

[Tourism Officer V]

Figure  6.5:  Respondents  attitudes  towards  -  Tourism  Policy 
Evolution 

(Source: Author)

In other words, the success of Cyprus as a tourism destination is attributable 

to  favourable  world  conditions  or,  as  mentioned below,  it  was  ‘due  to 

coincidence’[Tourism  Officer  XII].  As  mentioned  in  Chapter  Four,  the 
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favourable  weather  conditions  and  the  immediate  involvement  of  the 

residents in the tourism industry, established Cyprus as a popular tourism 

destination without proper planning of  development (CTO 2007; Sharpely 

2007).  This  part  of  the study discusses the fact  that  Cyprus  became a 

component of Fordism tourism with an influx of tourists to the island as part 

of the tour operators’ strategy. 

In  seeking to identify  why tourism policy had evolved in such a  way,  a 

tourism officer pointed out the following:

‘The answer to why it  evolved is  simple. It  was because there was 

nothing before, so at some point they decided that they needed to plan 

in order to proceed, because without planning you just sit there and you 

hope that, due to coincidence, you achieve good results. Up until the 

’80s and the ’90s, without planning it was a coincidence, there was no 

real competition, the world economy and the environmental conditions 

were  positive  so  they had  good results.  When they  started  facing 

problems from changes in the macro and microenvironment we realized 

that we have to plan in order to proceed and go ahead. So towards the 

end of the ’90s they started working to develop a strategic plan on 

Tourism for the first time.’ 

[Tourism Officer XII]
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At present, tourism is characterized by intense competition that necessitates 

a  well-planned strategy  on  tourism (Ekinci  &  Hosany 2006;  Katsourides 

2007a). This is depicted adroitly in the following statement that reveals the 

current position of the island:

‘Cyprus was once one of the most popular destinations. Once it had 

been a  fashionable destination  ….  It  is  a  common consensus that 

Cyprus is not the cheapest destination in the Mediterranean. Because 

of  its  relatively long distance from major generating  markets  the 

Cyprus tourism package costs more … is no longer in fashion in the 

sense that there are new, upcoming destinations which, in recent years, 

have managed to increase their market share geometrically, and they 

took away some of the Cyprus market. These destinations are Turkey, 

Croatia and Egypt for both summer and winter tourism. Therefore the 

Cyprus Tourism Organisation, having realised since the late 1990s that 

the  situation  was  changing for  Cyprus  in  a  disadvantageous way, 

decided to draft a national strategy for tourism over the first decade of 

the 21st Century.’

 [Tourism Officer IV]

Currently, a tourism policy is of utmost importance and priority, in order for 

the country to remain on the tourism map as a competitive destination. 

Thus, the main challenges, as mentioned in Chapter Two, arise from the new 

pace of  globalization, the evolution of  technology (Poon 19998;  Shaw & 

Williams 2004), added to by high pressures resulting from environmental 

constraints (Godfrey 1996; Sharpley 2001; Ayres 1998; Church et al. 2000). 
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Additionally, there has been the emergence of a “new tourist” who is critical 

of  holiday  destinations  and  demands  enriched  and  value-for-money 

experiences.   In  a  common  consensus, the  tourism officers  and  policy 

makers pointed out that a challenge for the tourism industry is to regain its 

competitiveness,  since  they  considered  that  Cyprus  is  no  longer  a 

‘fashionable  destination’.  Their  argument  is  depicted  in  the  following 

quotation by a respondent:

‘I  think at the moment the major challenge for tourism policy is to 

revive and to improve the competitiveness of the tourism sector. This 

competitiveness has been eroded over the past years.’  

[Tourism Officer VI]

As  already mentioned in  Chapter  Four,  the  island’s  competitiveness has 

been affected by competition from similar destinations in the Mediterranean 

basin which offer the same product at a lower cost, albeit with the same 

quality standards. Primarily, this is the basic reason that has contributed to 

the decrease in demand and the erosion of the Cypriot tourism product. This 

is further supported by the following quotation:

‘In the past we had lower variable costs and we offered a satisfactory 

tourism product in the mass tourism market.  However, this  type of 

tourism exists in other destinations that have been developed close to 

Cyprus such as Turkey, Egypt, Malta, Croatia and Bulgaria which have 

the same product at lower prices and with high quality standards. …’ 
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[Tourism Officer X]

As the analysis proceeds, it has become obvious that policy formation was 

inevitable  for  the  island  so  that  further  negative  impacts  could  be 

constrained.  As  has  already been mentioned  in  Chapter Four,  the  main 

mechanism/s for the implementation of tourism policy is the ‘Strategic Plan 

for Tourism Development 2003 -2010’.

A tourism officer describes the development of the strategic plan in the 

following way: 

‘So towards the end of the ’90s they started working to develop a 

strategic plan for tourism for the first time. They started working on it 

for two years, and in 2000, they finished it and since then they have 

been trying to implement it – from 2000 to 2003 they wasted time. In 

2003, under the new government and the new Board of Directors, they 

started  working on the plan. How it  was  developed? They  invited 

consultants  from abroad and they ended up working with an Irish 

company that  had  experience  in  developing  such  plans  in  other 

countries. They consulted all the stakeholders involved in tourism so 

as to develop the plan. They based it on the situation in Cyprus and on 

the international tourism conditions.’ 

[Tourism Officer IV]
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Interestingly, all actors from all domains, both public and private, were very 

well aware and were able to describe in detail  and criticize the tourism 

policy. Even the airline managers and officers, who first commented on the 

Strategic plan on Tourism, proved that they were well-informed, since they 

had thoroughly studied it or had attended CTO presentations. This supports 

the view that policy networks are fuelled by a nexus of all involved parties 

that constitute the core with regard to the formation of a plan or policy 

(Dredge 2006; Bramwell & Meyer 2007). According to Bramwell & Meyer 

(2007:767):

‘Social  actions that  shape tourism policy are  seen  as  both  path-

dependent and more contingent or path-creating. They are the former 

in the sense that past decisions influence those of today. But policy 

processes are  not predetermined, as  they are  also contingent  and 

emergent,  leading  to  deviations  and  divergence  from  existing 

structures and the creation of new ones.’ 

The same applies to the case of Cyprus, where the dynamism of an industry 

such as tourism leads to a continuous revision of the structure or even leads 

to  an  inability  of  to  go  further  because  of  an  intricate  web  of 

interconnections and interrelations. Thus, relations in the tourism industry 

entail complicated and diverse sources of activities, as the industry consists 

of various sectors with a profit oriented strategy, and is subject to a number 

of impacts that impact on the social and environmental life of the island. As 
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illustrated in Chapter Two, tourism policy is a multi-dimensional task and this 

is supported by the following statement:  

It was about time that we realised and recognised that tourism is not 

just  the responsibility  of  a  single body.  The private and the  local 

authorities  have  to  contribute.  In  that  sense  they  had  to  also 

participate in the planning process, to undertake their own specific 

role in the implementation of the strategic plan.’

[Tourism Officer III]

In particular, tourism policy in Cyprus has evolved in a way as to become 

compatible with new trends, with a main focus on quality (CTO 2003; CTO 

2007). The plan is designed in such a way that it considers both competition 

and contemporary consumption patterns. However, the main challenge is 

implementation, and the mechanisms or instruments that are used towards 

this end. Implementation, as mentioned in Chapter Two and reiterated here, 

is  defined  as  ‘the  process  through  which  policy  ideas  and  plans  are 

translated into practice’ (Mazmanian & Sabatier 1989 as cited in Dredge & 

Jenkins 2007:170).

An important dimension that was sought throughout the interviews was to 

understand,  not  only  the  importance  of  policy  formation,  but  also  the 

particular  pathways  and  the  specific  aspects  of  policy  formulation  and 

implementation. It became apparent that the new tourism development in 

Cyprus had all  the characteristics  of  the post-Fordism realm, which are 
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associated with the  diversification  of  the  tourism product  which  targets 

specific niche markets. As has been revealed by all the respondents, the 

main characteristic of Cyprus’ tourism plan is the commitment to sustainable 

development (CTO 2003; CTO 2007). Given the fact that sustainability is the 

core of universal tourism development, the main issue is in which ways the 

island of Cyprus is differentiated, and why it is unique from its competitors 

(Figure 6.6). The following quote is interesting in this respect:

‘The big question was how can Cyprus differentiate itself? The study 

performed by the Irish company indicated that Cyprus was basically 

regarded as a commodity product and there was nothing different in 

that respect. Of course it had major potential in the sun and sea areas, 

provided that it was upgraded in terms of the quality that is offered to 

the clients.  … but the fact is  that  it  is  a  small island with a  big 

diversity,  especially  in  terms  of  culture  and  nature,  within  short 

distances  -  an  hours  drive  and  you  can  change  to  a  different 

landscapes from the beach to a full fleshed pine line mountain. This is 

something  we  can  capitalise  on  in  terms  of  tourism  identity  by 

connecting  this  to  the  travel  market,  in  the  sense  that  we  had 

Venetians,  French,  English,  or  the  Crusaders.  Yes  we  believe  that 

Cyprus  has  the  potential  to  differentiate  itself  but,  however,  we 

believe all this needs to be a vivid part of the experience’. 

[Tourism Officer III]
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However, a respondent whose background and experience is in the hotel 

industry, argued that the Cyprus tourism plan is too general, and addresses 

concepts such as culture under  a  wider definition. It  does not take  into 

consideration unique aspects that are entrenched in the island’s culture that 

could lead to differentiation. In particular:

‘We try to build an image of Cyprus that is not compatible with the 

culture of the island. We follow a general pathway of re-development 

that is identical and already feasible in other destinations. We must 

build on our culture which is authentic and unique –  to emphasise 

Cyprus hospitality – Kopiaste (Welcome, come in and join us)’. 

[Tourism Officer XI]

A  respondent,  who is  highly involved in  the tour operators’  sector,  put 

forward another point of view by stating:

‘When we decided to become a tourism destination we had a very 

good product near us, the Greek islands, very well known. We offered 

another  Greek  destination  with  more  diversification,  bigger  with 

mountains much better than Crete. And we consciously accepted this 

mode, but when we reached the crisis, we realised that the tourists 

said ‘why go to Cyprus when I can go to Rhodes or Kos and find the 

same product?’ (not exactly the same) but much cheaper. We realised 

that, so we started to create our own identity in Cyprus, hence the 

slogan ‘Love Cyprus’. By this, we are trying to create our own identity 

and we are actually paying attention to that.’ 
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[Tourism Officer X]

As mentioned in Chapter Four, the basic platform of development is the 

triptych of sun-sea-sand products that constitute the main attraction core of 

the island for tourists (CTO 2003). The potential goal of enriching Cyprus as 

a tourism commodity is to:

‘…create the conditions for repositioning the island on the tourist map 

as  a  destination  offering  a  multifaceted  tourist  experience  in  a 

relatively small geographical space.’

                  (CTO 

2003:3) 
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         Figure 6.6: Respondents attitudes towards - Differentiation in Tourism

 

(Source: Author
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However,  the  multifaceted  experience  is  not  a  unique  approach  to 

contemporary tourism development, since it  represents  an  international 

approach to development (Shaw & Williams 2004). As the following excerpt, 

from an  incumbent responsible  for  the  formation  of  the  strategic  plan, 

suggests:

‘We do not actually differentiate in significant ways in the sense that 

what our strategic plan entails in the form of tourism enrichment is 

with such projects as modern airports that our competitors and similar 

destinations already have, modern marinas and golf courses that they 

already have, the creation of casinos that we do not have, the creation 

of theme parks that we have only a few of, and many other tourism 

auxiliary projects that our competitors have. What we have in terms of 

uniqueness is our culture and history, and this is seen through our 

various archaeological sites and all the other reflections of this rich 

history.’ 

[Tourism Officer VI]

The same opinion is depicted n the following statement:

‘We do not differentiate in the degree that we should. We must take 

advantage of all those ‘gifts’ inherited from our culture as a 

combination with the excellent Mediterranean weather. In particular, 

emphasis should be given to the development of the civilization that is 

unique, especially in the Capital Nicosia which, in contrast to other 
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European capital cities, is behind in tourism development and gets the 

least number of tourists in Cyprus’ 

  [Tourism Officer VI]

However, an interviewee directly involved in the formation of the policy, 

provides a different opinion:

‘I would say it is not a matter of differentiation. It is a matter of keeping 

up with the Joneses. Most of our competitors have understood the sign of 

the times, that tourism is a very competitive industry, and in order to 

stay ahead, they have to keep differentiating themselves and they have 

to keep up with the times. And therefore I wouldn’t say that Cyprus is 

doing something to differentiate itself but it’s doing something to keep 

up with the rest of the severe competition. In recent years the use of 

electronic  marketing,  the  internet,  has  come being  very  dynamic in 

terms  of  booking holidays or  actually  bypassing the  traditional  tour 

operator structure of booking holidays.’ 

[Tourism Officer I]

Another respondent states that the accession of the island to the EU can be 

a  way  of  differentiation,  since  it  fulfils  a  supranational  approach  that 

concentrates  on  a  more  specialised  conduct  in  tourism  production  and 
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focuses on  quality  and  sustainability  with  specific  guidelines  (European 

Commission 2007). 

Having analysed the views and opinions of the respondents with regard to 

the tourism policy of the island, it can be concluded that there are different 

attitudes to  development. An important issue that was stressed by one 

respondent is the fact that the tourism plan is circumscribed within general 

aspects  of  planning, and  is  not  concerned  in  particular  with  the  exact 

dimensions and characteristics of the island. Another important issue that 

can differentiate the island over its competitors is the emphasis that should 

be  given  to  culture,  given  the  homogeneity  of  the  tourism product  in 

neighbouring Mediterranean countries. Furthermore, an important parameter 

is the ability to follow worldwide market developments in tourism, so as to 

be able, as a destination, to adjust and be an active player in the market.

6.3.1 Tourism Policy: Theory versus Practice 

Having illustrated the views of the tourism practitioners on policy formation 

via the strategic plan for Cyprus, the next step is to identify the process of 

implementation. This part of  the analysis  involves the replies  of  all  the 

respondents,  both  from  the  airlines  and  the  tourism sector  (N=26).  In 

attempting to investigate the process of implementing the Cyprus Tourism 

Plan, all the respondents replied very pessimistically and negatively.  They 

argued  that  there  is  a  gap  in  terms  of  the  theory  that  is  pertinently 

presented in the plan and the actual implementation. Even the officers from 
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the public domain expressed their disappointment regarding the process of 

implementation. 

As mentioned above, the main reason that undermines the implementation 

process  is  associated  with  the  involvement  of  an  array  of  government 

departments with inadequate coordination. All the respondents, who act as 

representatives  of  tourism  enterprises  as  well  as  the  airline  experts, 

commented in general on the tourism industry. They highlighted that the 

coordination is ineffective. Even though the strategic plan was developed to 

represent the interests of the country as a tourism destination, the majority 

of the respondents were opposed to this and argued that, when it comes to 

implementation, there  are  multiple  conflicts  and intrigues involved. One 

airline manager wondered:

‘Ok, we have the strategic plan but the question is what we are doing 

with it?’ 

[Airline Manager IX]

Figure 6.7: Respondents attitudes towards - Problems of tourism 
policy implementation 
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(Source: Author)

Another respondent involved in the policy implementation vividly describes 

the situation as follows: 

‘On paper everything is clear as to what should be done, but so far we 

haven’t  nearly  completed  all  the  major  developments…  The  main 

delays come from the public sector and the various departments which 

do  not  respond  properly.  Marinas  are  a  major  development and 

eventually we managed to proceed with the marina in Limassol…Delays 

are because of the mentalities and the practices they use in the public 

sector. Instead of going ahead, they destroy what is available….’ 

[Tourism Officer XII]

As  has  been  previously  mentioned,  the  tourism  policy  on  the  island 

constitutes an inter-state obligation. The outcomes of the interviews made it 
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clear that the tourism policy in Cyprus lacks consistency and a strategic 

approach when it  comes to  implementation.  In  particular,  the  following 

statement is germane to the failure of implementation:

‘The answer whether the implementation process has been successful 

or not is very straightforward and it is covered in one word, NO… Let us 

not  forget  that  the  tourism  industry  is  an  industry  or  part  of  an 

economic  sector  which  involves  5  Ministries  and  25  government 

departments,  all  the local authorities and the bodies of  the private 

sector as well as the trade unions….’

[Tourism Officer VI]

The same view is carried by an actor who is part of the public sector, and 

who is directly involved in the process of implementation: 

‘Our assessment of the effectiveness of this implementation process is 

that this has not been particularly effective. Government departments 

are not committed to the objectives of the tourism strategy and they 

have  not  made  adequate  provision  in  their  budgets  for  major 

infrastructural projects envisaged in the tourism strategy.’  

[Tourism Officer II]

As has been already mentioned in  Chapter  Two,  the tourism industry is 

characterised by a complexity of activities and organisations which hinder 

implementation (Hartley & Cooper 1992; Edgell et al. 2008; Bramwell 2004) 

(Figure 6.7).  The implementation gap is a common phenomenon for the 
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industry given the multi-complexity of the sector in addition to social and 

environmental concerns (Bramwell 2004).  In the case of Cyprus, the tourism 

planning policy is under the auspices of the Planning Bureau, which is ‘…an 

independent directorate under the authority of the Minister of Finance, which 

formulates  long-term  development  policy  at  the  strategic  level,  and 

exercises control over its implementation through the state budget’ (Cyprus 

Ministry of the Interior n.d). The key element in the tourism policy is the 

plurality  and  complexity  of  the  sector,  which  delays  and  redirects  the 

development. The delay has had an impact on the strategy which threatens 

to become obsolete or ‘out of date’ (Kerr 2003). The following quote reflects 

a respondent’s concern with respect to the relevance of the policy:

‘The main issue is not if the policy or the plan is successful but rather 

how  relevant  it  is.  In  other  words,  it  needs  to  be  relevant  and 

compatible with tourism trends, due to the vitality and the dynamism 

of  the  sector.  Re-evaluation  is  the  key  component, technological 

adaptation, and market espionage about our competitors. I think as a 

plan,  in  theory  it  has  pertinent  headings,  but  in  terms  of 

implementation we are unfortunately at the novice stage’    

[Tourism Officer VII]

The results are aligned with the general discussion in Chapter Two on tourism 

policy. In general, the main reasons for failure are the inability of the CTO to 

ensure a successful path in terms of implementation. 
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6.3.2 Cyprus Tourism, Policy, Planning & the EU

During the conduct of the interviews, it was important to identify the role of 

the EU with regard to the tourism industry since the accession of the country 

to the Union. As mentioned in Chapter Four, the European Union does not 

prescribe a common tourism policy for member states as in the case of the 

airline  industry,  but  rather  provides  guidance with  the  development  of 

communication  papers  that  reflect  a  competitive  approach  in  terms  of 

tourism (Kerr 2003). In an attempt to gather information and to define the 

role  the EU,  it  was rather interesting to  observe the differences in  the 

answers in terms of the different components of the tourism industry.  In 

particular, as it was explained by one policy maker, the EU has made both 

indirect and direct contributions to tourism in terms of general plans and 

policies:

‘Tourism is regarded at the EU level on a horizontal basis which means 

that tourism has an indirect reference in the Cohesion Policy (2007-

2013) and it is affected by the whole development structure’ 

[Tourism Officer III

Moreover, another interviewee noted that:

 ‘Even though there is no specific  tourism European harmonisation 

process, the contribution of the EU is multi-dimensional’. 

[Tourism Officer VII]

However a respondent from the policy-making domain stated that:
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‘Since its accession, Cyprus has managed to secure some funding, not 

for the coastal areas, but for the hinterland. These projects fall within a 

general  category  of  enhancement  of  the  hinterland  or  natural 

enhancement. But they also include such projects as, for example, the 

restoration  of  historical  sites  in  the  mountain  areas  and  special 

schemes for infrastructure that hotels may wish to take advantage of in 

order  to  improve  their  product.  This  programme will  be  launched 

probably in early 2008, and a lot of private enterprises will be in the 

position to apply for part-financing under this EU project.’ 

[Tourism Officer III]

As  mentioned in  Chapter  Four,  within  the  remit  of  the  EU,  tourism  is 

indirectly affected by the ‘Cohesion Policy in Support of Growth and Jobs: 

Community  Strategic  Guidelines,  2007-2013’  (Soroga  &  Avranas  2006; 

Blanke 2006). There is a special reference whereby tourism is viewed as a 

platform for the creation of more jobs in the HORECA (Hotels, Restaurant & 

Cafes)  domain  of  the  service  industry  (Leidner  2007).  The  Cyprus 

Government’s interest in tourism is illustrated in a Report concerning EU 

structural funding and the allocation procedures (Cyprus Ministry of Finance 

2006). Furthermore, Cyprus has participated in a regional policy related to 

the  development  of  the  Mediterranean  region  via  the  INTERREG  III  B 

ARCHIMED  programme  that  aims  to  ensure  cooperation  between 

Mediterranean neighbours in terms of culture,  environment, tourism, and 

education, among other aspects (European Commission – Regional Policy). 
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The respondents from the hotel and tour operator’s sectors (Tourism Officer 

V, Tourism Officer VI, Tourism Officer X, Tourism Officer IV) , mentioned that 

the  banning of direct  subsidies to tourism supplies, as stipulated in EU 

legislation, has had an adverse impact on tourism in comparison with the 

rest of the non-EU member Mediterranean competitors, whose policy is more 

flexible. One respondent pointed out that restrictions from the EU which 

emanate from the wider aspects of policy orientation, directly affect  the 

tourism industry (Kerr 2003). An interesting example is illustrated as follows:

‘Turkey and Egypt’s tourism policy, in comparison to that of Cyprus, 

has the main difference that our policy was developed in view of the 

restrictions from the EU. So, one difference is that we have to comply 

with the directives of the EU and its restrictions. Their policy is more 

flexible and they are free to do whatever they want to strengthen their 

tourism  product.  Their  government  can  directly  finance  the  tour 

operators and tell them, ‘you bring so many tourists as you can and I 

will give you so much money’, the same as with the airlines. Under the 

EU policy the government cannot finance a private company…’ 

[Tourism Officer VI]

The main focus is to enable the further development of the declining life of 

rural areas (agrotourism), the improvement of competitiveness as a result of 

the diversification of the tourism programme in addition to an effective use 

of e-business (Cyprus Ministry of Finance 2006). As mentioned in Chapter 

Four,   in  the  implementation of  the  strategic  plan  there  has  been an 
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allocation of structural funds in sports tourism, golf courses (2007-2012), the 

construction of  marinas (in  Ayia  Napa,  Limassol),  rural  tourism, cultural 

tourism and an assessment study of the impact of the creation of casinos on 

social life. However, an expression of disappointment in the role of the EU 

was expressed by the respondents who are associated with the hotel and 

tour operator sectors by arguing that:

‘One of the main issues that especially concerns us hoteliers is the 

competition that we are facing. EU countries as Greece and Spain are 

enjoying huge contributions from the EU as opposed to Cyprus which 

does not enjoy any of these contributions in terms of funds. This is an 

issue  that  we  have  with  the  government,  and  we  are  constantly 

arguing about the fact that no EU funding is being made available to 

the tourism industry.’ 

[Tourism Officer V]

Exclusive reliance on tourism is regarded as having a rather negative impact 

on the economy because of the unstable nature of the industry, which can 

be affected by global conditions (e.g. economic recessions, wars) (Cyprus 

Ministry of Finance 2006). It can be argued that it is an intergovernmental 

policy and not an EU one that deprives other sectors in the tourism industry 

of funding. 

As  mentioned again  in  Chapter  Four  (Section 4.6),  the  Lisbon strategy 

envisaged a close cooperation in the field of tourism that would contribute to 
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competitiveness (European Communities 2006). A European Agenda 21 for 

tourism has been developed with a main objective focused on sustainable 

development,  having  tourism as  an  indicator  of  achievement (European 

Commission 2007; European Union 2006). One respondent highlighted the 

importance of several ‘environmental protection policies’ and ‘ecotourism’ 

as important contributions towards tourism development (Leidner 2004:55). 

Additionally, as an example, a respondent provided the contribution of the 

EU  in  quality  standards  such  as  in  the  case  of  HORECA,  with  the 

implementation of HACCP (Hazard Analysis Critical Control Points), which is 

associated with food hygiene and hygiene procedures in food preparation 

(CTO 2007). 

One respondent highlighted the importance of Cyprus being a member of 

the EU, with Europe as the No.1 tourism destination in the world (Leidner 

2007). However, tourism arrivals are recording a decline and have not been 

affected positively after the entrance into the EU in 2004 (Iasonos 2007). 

The majority of the respondents argued that the effect of the EU will become 

apparent in the future, with the successful implementation of the tourism 

policy that will reposition the island on the tourism map of Europe. 

6.4 Airline and Tourism Policies – interrelationship 

The above discussion revealed the importance of the airlines for tourism in 

Cyprus.  However,  it  is  important  to  note  the  degree  to  which  tourism 

planning  takes  into  consideration  the  airline  industry,  and  vice  versa. 

Tourism (T=13) and airline (A=13) respondents highlighted that airline policy 
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constitutes an important aspect of tourism development.  Thus cooperation, 

coordination,  consideration,  and  compatibility  (the  4Cs)  should  be 

maintained  (Figure  6.8).The  following  statement  is  representative  and 

reflects an ideal situation: 

‘Airline and tourism policies must be compatible…an excellent tourism 

infrastructure must be compatible with a good airline network …thus a 

combination of the airline and tourism networks essential…’ 

             [Airline Officer IX]

Figure  6.8:  Respondents attitudes towards –  Interaction  of  the 
airline and tourism policies (4Cs) 

(Source: Author)

The reality in terms of the state of interaction between the two industries is 

depicted in the following statement:

‘In Cyprus there is lack of cooperation between the tourism and the 

airline industries. As far as I am aware, there are no employee who are 
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responsible for a specialized department for the airlines. In general 

there is insufficient cooperation.’

[Airline Officer IX]

In particular, another interviewee argued that, in the revised strategic plan 

for tourism, there is a chapter on the potential aims with regard to the airline 

industry  (CTO  2007:  Chapter  Four).  However,  in  reality  there  is  no 

responsible department which deals exclusively with aviation matters. An 

interviewee criticised this by saying:  

‘The marketing department discusses with foreign private airlines the 

potential for opening up new routes to Cyprus’. 

[Tourism Officer II]

Another  issue  that  reflects  the  lack  of  proper  cooperation  between the 

airlines and the tourism authorities is evidenced in the following statement, 

with particular reference to Cyprus Airways:

‘There are routes on which we would have liked to see more regular to 

and from.  But  this  is  something  that  we  cannot really  dictate  as 

Cyprus  Airway’s  operating  issues  are  based  on  commercial 

considerations and  not  necessarily  on  the development  of  certain 

markets and segments, which CTO wishes to promote as part of its 

strategy.  For  example, we want to  encourage golfers  and cyclists. 

There are certain groups that want to visit Cyprus and bring their own 

equipment. Cyprus Airways charges for that …ideally would like to 
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reach an agreement by which they can offer free transport or a low 

cost one, in order to encourage them to come to Cyprus. The interests 

of CTO and Cyprus Airways do not always go in the same direction.’   

[Tourism Officer IX]

As is widely accepted, tourism is a national issue that has direct benefits for 

the country’s social, economic,  and environmental life.  A  tourism officer 

poignantly expressed that the opinion that:

‘The airlines do not fly to Cyprus just because it is a beautiful island 

and want to help the tourism industry. They fly because they want to 

make money’. 

[Tourism Officer VI]

The same opinion is reflected in the following statement:

‘The airline policy is following the developments in tourism. The airline 

industry increases its capacity if there is a demand for tourism. But 

actually we take into consideration the airline industry and we give it a 

great deal of attention. The airline is there to make money as well as 

the tour operators. Nobody flies to Cyprus because he loves us. They 

want to make money’. 

[Tourism Officer X] 

At this point, the results of the research suggest that the conflict is due to 

the gap that was created because of the differences between the airlines’ 
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and tourism experts’ perceptions. In particular, tourism is more destination-

centric,  whereas the airline industry is  based on a  supra-national  and a 

global approach (Figure 6.9). For that reason, tourism practitioners should be 

in close cooperation with airline policy-makers and airline managers so as to 

understand the developments in the industry globally. In turn, the tourism 

policy should be adaptable and compatible with other policy initiatives that 

come from more complex bodies, as in the case of the EU.  

Figure  6.9:  Respondents attitudes towards -  Airline  Vs  Tourism 
Policies

(Source: Author)
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6.5 Occupied Part of Cyprus

In seeking to identify the issue of the political situation in Cyprus and the 

effect on the airline and tourism industries, all the respondents expressed 

the view that a potential solution would benefit the island as a whole. The 

current situation in tourism is:

‘…in the occupied part they have no quality at all. Until they are able 

to improve their quality – they are not even close to what we have 

now and for our side we are working on improving our quality even 

more… they developed the impressive resort of Artemis in Famagusta, 

but it is empty. I don’t see how they can catch up with us.’ 

[Tourism Officer XII]

In accordance with EU policy, the official entry points for Cyprus are the two 

airports of Larnaca and Paphos in the Republic. So speculations about direct 

airline operations to the occupied part  of  the island are false, and such 

operations are not likely to exist in the future, since this would be against the 

policies of the EU. The respondents argued that there may be non-EU airlines 

which will commence direct flights despite the status quo and the illegal 

occupation. 

6.5 Conclusion 

This chapter has contributed to the debate on the tourism and the airline 

policies’  reciprocal  impact  on  each other (objectives one  and two).  The 
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analysis of the key policymakers’ interviews supports the existing literature 

that was illustrated in earlier chapters (Two and Three). This suggests that 

policy implementation in the two industries differs, not only because of the 

diverse bodies of enforcement in terms of being national and supranational, 

but  also because of  their  operations, size and conduct.  Thus, the main 

conclusion of the analysis is that there is a gap between theory claims and 

the actual implementation of policy initiatives, both in the airline and the 

tourism industries.

 In an attempt to compare the different forms of policymaking, it seems 

evident that the new role of the European Union as the legislative body that 

develops policies for all member states, is more effective than the case of an 

individual and inter-state policy orientation. This adroitly reflects the case of 

the two industries,  where  airline liberalization came into  effect  and was 

forced upon the airlines after the entrance of  Cyprus into the European 

Union, in contrast to tourism policy that is still on paper and is characterized 

by delays and conflicts (Chapter Four). In addition, there is a gap between 

the business conduct of the two industries with their diametrically different 

foci of orientation. 

This chapter supplements the discussion of Chapter Three, as it points to the 

fact that the airline industry is, in general, more adaptive and pioneering 

than the tourism industry, even though there are some disputes with regard 

to policy implementation. On the other hand, the tourism industry is replete 

with local struggles and internal conflicts, and is characterised by an inability 
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to implement the strategic plan. This is primarily because of differences in 

perceptions regarding policy or because of negligence on the part of tourism 

practitioners and policy makers to develop a tourism strategy that is viable 

and responsive to  reality.  Thus,  it  is  imperative  for  Cyprus,  in  order  to 

become a  competitive  tourism destination,  not  only  to  ensure  effective 

strategic planning, but also effective implementation. 

In particular, as it was illustrated in Chapter Three, and is reiterated here, 

that the approach of the airline industry is characterized by commercial and 

profit-oriented conduct. However, for the tourism industry, policymaking is a 

national issue given the effect of the industry on the economy, something 

that is especially true for an island that is largely financially dependant on 

tourism. According to Hall (1999:285), lack of partnership in the tourism 

industry is because of the gap between ‘…the public interest as opposed to 

the market interest’. As we have emphasised, the liberalisation of the airline 

market  has  stimulated the  industry  with  better  marketing strategies by 

making  the  airlines  more  adaptive and  diversified.  The  purpose of  the 

airlines is to survive and to utilise their network in the best possible way.  

 Furthermore, it has been made apparent that a new policy in a sector that 

constitutes an important part of tourism has many implications for planning 

and development. Another conclusion is that, from the island’s perspective, 

the airline industry  is  very important for  tourism development  and that 

tourism practitioners  should strive for  effective cooperation.  Having said 

that, for tourism destinations, planning is important in order for them to be 
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able to compete and remain on the tourism map in a competitive way. The 

whole basis or platform that will affect other sectors of the industry is the 

pertinent implementation of a well-framed strategy, something that is crucial 

given the current global and local exigencies and conjectures.  The main 

issue is  the dearth of  proper  coordination between the tourism and the 

airline  practitioners  in  order  to  build  upon  a  compatible  strategy  of 

implementation.  The  next  chapter  takes  into  consideration  product 

development and innovation in the two industries, in an attempt to fulfil 

objectives two and three.

    CHAPTER SEVEN

 TOURISM AND AIRLINE INDUSTRIES: 
NEW PRODUCT DEVELOMENTS AND 

INNOVATION
7.1. Introduction 

This chapter elaborates further on the previous chapter and attempts to 

make transparent the policy implications for the production systems of the 

airline and tourism industries. Having identified a gap with regard to policy 

implementation in the airline and tourism industries, this chapter aims to 

reflect upon the views of the 26 respondents so as to identify the effect of 

policy on product development and to define innovation for airlines and for 

tourism. In particular, this part of the thesis will fulfil the third and fourth 

objectives that are related to production patterns (product developments – 
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innovation) (Figure 5.2). This will be achieved by a thorough investigation of 

current products development both on the part of the airline (N=13) and the 

tourism (N=13) industries, as the natural outcome of new policy aspects As 

has  been  already  mentioned  in  Chapters Two  and  Three,  policy  is  an 

important  component  that  influences  and  encourages  new  product 

development.   

The chapter begins by reflecting on the recent developments in terms of 

airline products by taking into consideration the state of competition within 

the industry. Then, it will define innovation as it has been described by all 

the 26 airline and tourism respondents. The next section will  attempt to 

explore  and  compare  airline  and  tourism  product  development and  to 

identify the degree of each other’s influence in terms of production that is 

depicted by destination planning and airline strategies in relation to product 

development. In other words, this chapter aims to understand and sketch 

the  airline  and  tourism  industries’  current  profile  in  terms  of  product 

diversification, innovation, and competition in a more rigorous marketplace, 

with particular reference to Cyprus. The main outcome of this chapter will be 

an  appreciation  of  the  different  approaches in  terms  of  the  production 

patterns in both industries. In particular, the airline players seem to be more 

adaptable to current trends whereas the players in the tourism industry as it 

is depicted in terms of destination development, seems unable to initiate 

new trends. As discussed in Chapters Two and Six, tourism is more difficult to 

manage  because  of  the  intricately  complicated  local  dynamics  and 

circumstances  that  render planning in  such circumstances  an extremely 

difficult endeavour.  
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7.2 Airline Products - New forms of Production 

In  this  section,  we will  investigate the views of  the airline  respondents 

(N=13) on the new forms of product development in the airline industry, in 

an attempt to shed light on the production parameters of the airline industry. 

As mentioned earlier, the basic alteration in the airline market has been the 

introduction of a liberal approach that has enabled the airline companies to 

deploy an array of different approaches in order to gain more market share 

and to increase their clientele (Kole & Lehn 1999). All of the 13 respondents 

from the airline domain in Cyprus argued that the new trend in the industry 

is the utilization of a variety of strategies that are directly linked to the 

entrance of LCCs and competition (Figure 7.1). It has been pointed out that a 

new era has commenced in the airline industry that is characterized by a 

move towards differentiation and uniqueness. This  is  due to the shift  in 

consumer behaviour, as well as to the fact that the airlines are seeking ways 

to adapt and to be able, not only to survive, but also to identify the cutting 

edge that will offer them a competitive advantage (Franke 2007; Graham 

2008). 

In seeking to identify specific product developments in the industry, it has 

been deemed necessary to understand the nature of competition as the 

main force for the inauguration and deployment of different strategies that 

lead to new products. A respondent pertinently defined airline competition 

as follows: 
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‘Airlines are competing in terms of the product that is defined as the 

routes and is associated with the choice of the airports, frequencies, 

time slots, fares and customer service’ 

[Airline Manager VI]

Airline strategies and business models have been developed in accordance 

to the type of clientele that the airlines want to serve and the price they are 

willing to pay for an airline ticket (Franke 2007; Mason & Alamdari 2007; 

Duval 2007). However, it  is  evident that airline passengers lean towards 

simplified processes, and they are more than willing to trade off all the extra 

‘frills’ for a cheaper ticket  (Franke 2007:23; Ringbeck et al. 2007).  This was 

the main argument of the respondents who stressed and emphasised the 

worldwide trend in the airline industry that is associated with flexibility and 

has, as a driving force, the price of the tickets.  As one airline manager 

highlighted:

‘In the airline business, competition can be seen in various way i.e. 

fares, types of aircraft, products offered to the passengers, service, 

the business of  purchasing  and booking the  flight.  But  I  will  say, 

because of the liberalisation and the introduction of the LCCs, I think 

the prime decision-making tool is the price of the fare’. 

[Airline Manager IV]

Figure 7.1: Respondents attitudes towards - Airline Competition 
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(Source: Author)

The  following statement  expressed  by  another  airline  manager  further 

supports this view:

‘Competition is based on the scale of operations and there is a market 

share war that is driven by price… yield management that leads to 

long-term profitability.’ 

[Airline Manager X]

As has been explained by the airline interviewees, the trend in the airline 

industry has been primarily instigated by the level of air fares since the 

entrance of  the LCCs (Hansson 2002).  It  is  a  general belief  that  airline 

passengers prefer simplified airport and airline services and prefer in this 

way, point-to-point operations, rather than the complicated connections of 

network carriers  (Chapter  Three).  Thus, flexibility  is  a  key  strategy that 
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enables the carriers to become adaptable, not only in order to survive the 

competition, but also to devise a restrained strategy to deal effectively with 

the vulnerability  of  the industry  in  the face of  external  threats  such as 

terrorist attacks, economic recessions, rising oil  prices and environmental 

concerns (Ringbeck et al. 2007).

As was mentioned in Chapter Six and is relevant here, another trend is the 

pursuit  of  cooperative  strategies  through  the  formation  of  mega–

transatlantic alliances (Weston 2007; Duval 2007). As has been emphasised 

earlier,  in  the  future,  survival will  be  synonymous with  cooperation  via 

alliances and code sharing agreements. Airline alliances have established a 

new dimension in the industry by creating:

‘Synergies  and  cooperation  instead of  having  many  airlines  to  a 

specific route … thus competition is and will be between the alliances’

[Airline Officer I]

The following statement reflects the opinion of a respondent whose area of 

operation is in the public sector and, in particular, has an active role in policy 

implementation: 

‘The EU airline industry has entered the mature stage and will see the 

same trend as we saw in the USA with consolidation. In 1978, the main 

carriers  were  United Airlines, American Airlines and Northwest. The 
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aftermath was the absorption of the small airlines by the large airlines 

with mergers and acquisitions.’

 [Airline Officer III]

More specifically, Cyprus must develop its position in order to stimulate the 

interest  of  more  LCCs with regard  to  entering the market  and for  it  to 

become a  more  accessible  destination  for  the  EU  member  states.  The 

domestic airline market should reflect global trends, with the airlines being 

able to serve many routes in the best possible way.  

7.3 Tourism Products 

Having analysed the developments in the airline industry with the direct 

implications for Cyprus, this part of the research will identify and sketch the 

new production developments in the tourism industry.  All  the 13 tourism 

experts argued that consumption is currently characterised by sophisticated 

travellers who are seeking to enhance their  tourism experience. Tourism 

policy aims to develop products that are compatible with the current trends 

emanating  from  consumers’  needs  and  demands.  In  particular,  the 

respondents repeated the aims of the tourism plans (2003-2010) in that 

Cyprus, as a tourism destination, should aim for a diversified development 

with an enriched tourism product. The following statement is indicative and 

depicts the main parameters that have led to a thorough consideration of 

the new policy in tourism:
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‘We realised that the tourism industry was in a mature phase and if we 

did  not  do  something it  would  start  to  decline.  So  we  needed to 

rejuvenate the product. Rejuvenation not only in the physical sense, but 

also we had to provide a change in the way of doing business.’ 

[Tourism Officer III]

As was mentioned in  Chapter  Two (Section 2.3), the emergence of  new 

consumption and production patterns in accordance with the ratification or 

creation of new policies, is the current hallmark of contemporary tourism 

society (Dredge 2006). Commonly, the new pace of tourism development 

worldwide is associated with ‘…new product development and innovation’ 

(Cooper et al. 2006:19) and ‘…as the amalgamation of places generating 

experiences’ (Snepenger et al. 2007:310). Interestingly, a destination is the 

place in which both consumption and production trends are taking place, 

and it is characterised by an intangible nature that is associated with the 

acquisition  of  a  tourism experience  (Britton  1991;  Svab  2007;  Shaw & 

Williams 2004; Ioannides & Debbage 1998;  Agarwal et  al.  2000; Dallen 

2005). Tourism has entered the era of neo-Fordism, which features flexibility, 

tailored  and  focused  products  and  uniqueness  that  necessitates  an 

alteration  or  inauguration  of  a  re-development  in  tourism (Ioannides & 

Debbage 1998; Coles 2004; Torres 2002).

Based on the above, the case of policy making in Cyprus is depicted in the 

following statement:
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‘…. we proposed a strategic approach to this and we said that first of all 

we would have to change the model so that instead of a sun and sea 

product only, we needed to gradually diversify our product.’ 

[Tourism Officer II]

In the Strategic Plan, the main issue is the recognition that development 

should be  based on  Sun  and  Sea  Plus  products,  surrounded by  warm 

weather, as being the main aspects of Cyprus’ popularity in tourism (CTO 

2007). Furthermore, the main focus should be to build upon an image that 

develops products within the frame of culture and an environment ‘…that 

offers the possibility for a multidimensional tourist experience in a small 

geographical area’ (Metaxa 2006:4). This is further supported by Sharpely 

(2003:262) who argued that: 

‘…planning should be focused on sustaining and improving the current 

mass tourism product (within environmental  limits)’  …thus ‘tourism 

policy  should  not  be  directed  towards  sustainable  tourism 

development, but towards sustained (mass) tourism as the foundation 

for the longer-term sustainable tourism development in Cyprus.’ 

Obviously, the main core of attraction of the island is still the Sea and Sun 

tourism elements and, for the particular case of Cyprus, the main platform of 

focus is inclusion of a variety of tourism products, the development of which 

will enrich the tourism experience. The development is based on the island’s 

potential  for  diversification in  accordance with the current trends in  the 
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world’s leisure market when it  comes to the most preferred and popular 

tourism activities (CTO 2007; Metaxa 2006; Caprini 2005). 

Figure 7.2: Respondents attitudes towards – Tourism Products

(Source: Author)

Another important parameter is to enrich the tourism product and enhance 

the tourism experience through the diversification of activities within the 

scope of sustainability (CTO 2007 2003; Sharpley 2003). To reiterate the 

content  of  the previous chapters  (Chapters  Four  &  Six),  the inability  to 

implement policy is being framed as a lack of coordination, a dependence of 

the  tourism  industry  on  foreign  labour,  a  lack  of  private  initiative  to 

contribute  to  tourism,  and  an  inability  of  the  government  to  prioritize 

tourism planning implementation (CTO 2007; Metaxa 2006). 
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Based on the Strategic Plan (2003 – 2010), tourism practitioners highlighted 

and  depicted  the  new phase of  development  with  novel  products  and 

activities. In particular, one respondent put forward the following:

‘Product  development  strategy at  the  moment focuses on  specific 

niches which serve the objectives of the tourism policy and these have 

led to  an  increase in  tourism expenditure  and an  extension of  the 

tourism season and the diversification of the tourist product so that the 

visitors to have additional interests and not just sun and sea..’  

[Tourism Officer XII]

The focus of  the plan is  the development of  the cultural  and historical 

identity of the island through the introduction of activities (e.g. the Aphrodite 

nature trails) (CTO 2007). A respondent argues as follows:

‘…diversity, natural routes that relate to the history and prove the 

identity …the Aphrodite route, the wine route, an important route that 

we should invest in is the Crusaders … we can gain a comparative 

advantage by doing this …’ 

[Tourism Officer IX]

In general, the image is one of implementing high quality standards that will 

reposition the island’s tourism and will potentially attract higher spending 

tourists (CTO 2007; Ioannides 2006). The new trend is particularly evident in 

the hotel industry with an upgrading scheme in terms of hotel infrastructure 
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and the introduction of boutique hotels (Loizides 2006; CTO 2007). Tourism 

policy focuses on two objectives to this end:

‘I think that the main feature of the strategic plan was the combination 

of two incentive schemes. One was the withdrawal of beds from the 

market  and  the  second  was  the  incentive  scheme for  upgrading 

existing hotels.’ 

[Tourism Officer V]

The above discussion reveals that tourism policy in Cyprus has forced the 

concentration  on  specific  parameters  in  product  development  that  are 

compatible with current global trends. Particular reference has been given to 

the  diversification of  a  tourism  experience  that  is  associated  with  the 

development  of  supplementary  products  to  the  sun  and sea  platforms. 

Product and activities’ development has been accompanied by an attempt to 

launch an effective tourism campaign commensurate with quality and value 

for money. Thus, the main force is driven by a new policy guideline that 

declares a new approach to tourism. However, the main issue of concern is 

the inability of the tourism industry to implement policy in effective ways, so 

as to create a different tourism identity. 

7.4 Airline Liberalization – implications for the tourism 
industry

A  flexible  airline  environment  directly  affects  how  the  tourism industry 

conducts itself. An important focus of investigation is the reciprocal effect of 

policy-making in an interconnected way in terms of implementation. As has 
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already been mentioned, in spite of the lack of existence of a consistent 

tourism policy in the European context, the industry is affected by an array 

of other policy implementations. The review of the literature has repeatedly 

pointed  out  the  way  that  tourism  and  airline  networks  link  together. 

Undoubtedly, the newly emergent liberal regime for the airlines, which had, 

as  a  consequence,  the introduction of  competition regarding operations, 

fares and capacity, has had a direct effect on the tourism industry in Europe. 

Having analyzed the airline and tourism policies in terms of development 

and  implementation,  this  section  will  assess  the  effects  of  the 

interrelationship  between the two industries,  based on the interviewees’ 

responses from both industries (26) (Figure 7.3). The study will commence 

with the effect of airline policy on the tourism industry and will continue with 

the effect of tourism policy on the airlines.

In particular, as has already been mentioned in Chapters Four and Six, with 

respect to the case of Cyprus, the majority of the respondents from both the 

airline and tourism domains, argued that the effect of liberalization has been 

different from the impact on the mainland EU countries. The main argument 

has been about the size and the type of the airline market serving Cyprus 

(DCA 2007). Furthermore, a market that is mainly concerned with tourist 

traffic has different characteristics to major hubs which are diversified in 

terms of size and type of passenger carried.  
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Figure 7.3: Respondents attitudes towards - Airline Policy effect on tourism 

(Source: Author)
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However, even though a free market instigates reform in internal conduct 

and an alteration of the different layers of business, these changes tend to 

be context specific. The effect on Cyprus was, for instance, the inclusion of 

more airlines in the market, albeit in a similar mode of operation as in the 

pre-liberalization era, that focused on tourist demand, and targets a tourism 

destination  (Politis  2008).  Another  impact  has  been,  for  instance,  the 

diversification of  the UK network and the entrance of more airlines that 

travel to and from regional airports. A tourism officer mentioned repeatedly 

that during the preparation of the tourism policy, airline liberalization was 

viewed as  the  means to  enable an  increase in  tourism arrivals and to 

disentangle tourism from the operations of the tour operators (CTO 2003; 

CTO 2007; Mintel 2007).

An airline officer highlighted that competition leads to lower fares and this 

will  affect the tourism package price and, in the long run, the island will 

become a more attractive destination. However, a decrease in fares or a 

cheaper  airline  ticket  does  not  infer  lower  quality  standards  at  the 

destination, given a tourism policy which focuses on quality.  Most of the 

respondents argued that Cyprus could compete in terms of airfares with an 

increase in seat capacity that would result from the entrance of more airlines 

onto the market. In particular, a respondent mentioned that: 

‘Airline  liberalization  has  affected  Cyprus  positively  as  a  tourism 

destination since it constitutes part of EU and the fact that European 

Citizens prefer EU destinations for their holidays’ 
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[Airline Officer III]

An important consideration directly linked to the tourism industry is that:

‘The entrance of any airline bringing tourists is a positive change for 

tourism. In other words, getting numbers into the island is a positive 

change in tourism. The question mark is the disposable income that 

these people actually have.’ 

[Airline Officer VII]

A  respondent  argued  that  airline  liberalization  can  fulfil  the  trends  in 

consumption patterns  where  the …consumers can independently  bundle 

their travel itineraries’. A tourism officer made the following statement by 

arguing that:

‘Yes, it affects the competitiveness and it is a critical factor because it 

makes Cyprus more accessible and this is a key success factor’

[Tourism Officer IX]

However, a general  belief  among the interviewees was that, even if  the 

market  has been liberalized, the effect  has not  been to  the anticipated 

degree. More specifically, a major issue and a characteristic of the Cyprus 

tourism industry is the dependence on charter flight operations that have 
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been  liberalized  since  1986  (Lobbenberg  1995).  Even  after  the 

implementation of liberalisation, the island is still  dependent on European 

charter airlines that are vertically integrated to tour operators. In particular, 

for Paphos Airport, the majority of the airlines are charters, flying during the 

peak summer season (DCA 2007).

An important consideration is the potential of Cyprus to be established as a 

quality destination in an attempt to differentiate itself or to create a niche 

position in the market which might:

‘…provide  opportunities  for  expansion  to  different  generating 

countries of tourism such as Japan and the USA to major hubs that 

have connections to Cyprus’           

[Airline Officer III]

Given the fact  that  accessibility  is  a  key  component in  tourism, airline 

liberalization leads to an increase of airlines and makes the network more 

flexible and, as consequence, it contributes further to tourism development. 

Nevertheless, some of the respondents from the airline industry expanded 

the point further by arguing that competitiveness is a complex process that 

involves a holistic approach. In particular, the following was stated:

‘Yes and no. Because yes it helps the industry, it brings the customer in 

but, at the same time, is the whole infrastructure competitive? It starts 

from the moment the passenger walks outside the airport to his hotel. 
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The big question mark is, is the infrastructure correct? I don’t know…

the tourism product is a very fragile one, it has to be well designed and 

very well looked after.’  

[Tourism Officer X]

The same view was expressed by another airline officer who stated:

‘The issue is that in order to become a quality destination the proper 

infrastructure  should  be  developed.  Cyprus  lacks  the  proper 

infrastructure. At the present the development is just in theory.’ 

[Airline Officer II]

This view is further supported with the following statement:

  
 ‘The only way that the airlines will be affected in terms of establishing 

Cyprus as a ‘quality destination’ is the diversification and development 

of  alternative forms of  tourism to attract tourists during the winter. 

Conference and convention tourism or golf tourism means that there 

will be an increase in the ‘tourism season’. This will have an impact on 

the airline industry with an increase in flights during the winter and the 

creation of all year round tourism, rather than the sole concentration on 

sun-sea and sand mass tourism products.’ 

[Tourism Officer III]
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Again the main issue that will unfold the potential of liberalization is the re-

direction of the tourism product towards the successful development and 

planning that will instigate and stimulate the interest of more airlines to 

enter the market.  The main issue of concern is the pertinent implementation 

of the tourism policy that will eventually fulfil the potential of Cyprus as a 

tourist destination. In seeking to identify the degree to which liberalization 

contributes to sustainable development, the whole issue is again related to 

tourist demand and the creation of those criteria (products and services) 

that will result in all year round tourism. As it was explained by a tourism 

officer:

 ‘Sustainable is all year round tourism... they have a role in assisting 

sustainable development. However, we have to be realistic. Whichever 

policy  an  airline  may  have  in  terms  of  sustainable  tourism 

development will be governed by commercial  issues. They need to 

stay in business as a priority first.’ 

[Tourism Officer (X)]

As  has  been mentioned above,  sustainability  is  the  main point  or  the 

nucleus  of  the  policy.  Another  officer  argued  that  tourism  policy  has 

developed in  such as  way  as  to  assist the development of  sustainable 

tourism and therefore:
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‘What we are aiming for is restructuring of the sector which will lead us 

to  more  qualitative industry  and will  enrich the  tourism experience 

which will  perhaps ensure  the sustainability  of  the sector  over  the 

longer term.’ 

[Tourism Officer VIII]

 Thus,  given  the  importance  of  the  airlines’  operation  in  the  new 

environment that means accessibility and all the other positive impacts on 

the European tourism industry,  the case of  Cyprus  is  rather  divergent. 

Several trends have been identified in terms of the impact of the airline 

industry on tourism in an island context. These parameters are related to 

the tourism policy, planning and development, as well as the actual tourism 

available in the destination. As the years have passed, the real effect of 

liberalization  has  not  impacted  the  tourism  industry  because  of  the 

existence and, at the same time, the increase in the tour operators’ airlines 

to the island that have concentrated their business on the peak summer 

season.  A  conclusion  that  can  be  drawn  is  depicted  in  the  following 

quotation:

‘Cyprus  is  a  tourism  product  and  that  product  needs  particular 

marketing and promotion ’ 

[Airline Officer VII]

Thus, the issue is to promote the island’s image in such a way that it will 

fulfil the potential aims, retrieved from the strategic plan. Undoubtedly, the 
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role of the airlines cannot be neglected in the tourism context. However, it 

seems evident  that actual tourism planning can facilitate a  change and 

redirect  their  operations.  In  addition,  a  broad  conclusion can  be  that 

appropriate tourism planning, with actual and successful implementation, 

can  achieve  all  the  benefits  emanating  from  a  liberalised  airline 

environment.   

7.5 Innovation - Airline and Tourism Products 

In accordance with the existing literature as it was defined in Chapter Two 

(Section 2.4),  the term ‘innovation’ is literally defined as the invention of 

something new, novel and pioneering or the enhancement of an existing 

service or product (Siquaw, Simpson & Enz 2006). A convergent parameter is 

the intangible and perishable nature of the airline and tourism product that 

necessitates a focus on developing stronger or enhanced experiences. As a 

way of contrasting the two industries, the term ‘airline innovation’ can be 

defined more easily than the broader meaning of ‘tourism innovation’. In 

particular, for the airline industry, innovation was the natural outcome of 

liberalization  with  the  introduction  of  competition  as  the  panacea  to 

differentiation and economic survival (Williams & Weiss 2005). In the case of 

tourism, a form of innovation can be a new development of a destination 

with new products and experiences (Hall & Williams 2008). 

Interestingly, in terms of airline innovation, both airline (13) and tourism (13) 

practitioners provided similar answers, with the most popular example of 

airline  innovation being the existence of  LCCs.  However,  in  the case of 
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tourism innovation, tourism interviewees (13) mentioned that novelty is a 

feature of the current tourism policy with the potential for the development 

of new products and activities that will reposition the island’s tourism image. 

In the case of the airline respondents, their replies were sceptical and critical 

in  that they emphasised the inability of  the tourism authorities and the 

government to ensure tourism recovery and re-development. Innovation, is 

defined as part of a specific case, which in this study, is Cyprus and its 

tourist destinations. Thus, based on the wider context of tourism and airline 

innovation as discussed in Chapters Two & Three, this part of the chapter 

takes into consideration innovation in the context of a destination. 

7.5.1 Airline Innovation

The replies  of  the  26  airline and tourism officers  with regard  to  airline 

innovation are  characterized by the notion of two extremes - on the one 

hand to enhance the consumer experience through better service, and on 

the other to offer a new product that is cheap and has ‘no-frills’ (Figure 7.4). 

The  interviewees  repeated  that  innovation  is  relevant  to  the  overall 

experience of the surrounding service (Figure 7.5) rather than to the actual 

product,  due  to  the  lack  of  a  tangible  occurrence.  In  particular,  airline 

experience can include all the activities before, during and after the trip and 

within the frames of a safe operation. An airline officer defined innovation in 

a pertinent manner by arguing that:

‘An airline company is a service that offers transfers from one point to 

the other in a safe way. Innovation is everything that enhances the 
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airline  experience,  for  instance  better  time  slots,  convenience, 

punctuality, and better ground and air service’

[Airline Officer III]

Another respondent offered the following opinion:

‘Airline innovation has to do with the passenger.  At  the same time, 

CRS’s used to be an innovation which, at the present, has taken the 

form  of  the  internet  with  electronic  ticketing.  Innovation  means 

attracting the customers and another way is with FFP’s that were first 

used by American Airlines. This is basically a bonus via air miles or else 

innovations that can derive from in-flight entertainment - beds in the 

airplane, enhancement  of  Customer Relations  Services  e.g.  flexible 

tickets, personal seat allocations, choice of food or the aircraft type, 

size and age.’

[Airline Officer III]

Figure 7.4: Respondents attitudes towards - Airline Innovation 
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(Source: Author)
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Figure 7.5: Respondents attitudes towards - Service Innovation 

(Source: Author)



In general, innovation is associated with an array of different parameters 

that extend to operations, service, and products and, in the case of LCCs 

carriers, depicts a successful story of an innovative model that is associated 

with a  previously  non-existent entity  (Groote 2005;  Piga  &  Filippi  2002; 

Pender & Baum 2000). A particular reference was given to LCCs (Figure 7.6) 

as an example of airline innovation. A respondent characterized an LCC as:

‘…an innovative model that focuses on the same type of aircraft in an 

attempt to decrease  training costs …no frill strategy without catering 

facilities, executive lounges… concentration on short haul flights with 

high frequencies for better aircraft utilization and lower costs…extensive 

use  of  the  internet…no  commissions and  e-ticketing…operations  to 

regional airports …self check-in.’

[Airline Officer XI]

Innovation was seen as the ability of LCCs to decrease airline fares and to 

offer a different aspect of service. Another Airline Officer supported this by 

saying:

‘Innovation  is  reflected  on  the  airlines  that  managed  to  survive 

profitably in  the new competitive environment  and to  develop new 

routes in remote areas, for instance Easy Jet and Ryanair. Innovation is 

those companies that have managed to ensure safety standards with 

lower cost by the exclusion of extra services.’  



[Airline Officer II]

Figure 7.6: Respondents attitudes towards - Low Cost Carriers 

(Source: Author)

Interestingly, the opinions of the tourism officers with regard to examples of 

airline innovation converge in terms of the LCC business model that is most 

familiar to leisure travellers. The following statement represents the views of 

the tourism officers:

‘The new development in air travel is basically … less services and 

lower fares … this explains why we have so many low cost airlines – 

that is the new trend in air travel … travellers are willing to accept 



fewer services and to  pay  lower  fares.  So  innovation is  a  limited 

service at lower fares.’

[Tourism Officer XII]

In  general,  innovation  in  the  airline  industry  can  take  the  form  of  the 

inclusion of a technological advancement that affects customer services and 

experiences (Cordis 2005). Technological implementation is a phenomenon 

that can spread to all airline players/operators since the ease of the ‘me-too’ 

(Strambi 2006) characteristic of the industry, which instigates the ease of 

copying a product or a service. This was also the main argument of the 

Cyprus airlines which stated that uniqueness is associated mostly with brand 

image rather that the development of products and facilities. In particular, a 

key policy player argued that:

‘The main drawback of innovation in the airlines is that it can be easily 

copied’

 [Airline Officer III]

This was further supported by the following respondent who argued that:

‘Airlines  are  characterised  by  an  identical  commodity  product  with 

slight differences which are basically in service and not in the actual 

product. The internet is  widely used by all  the airlines and,  at  the 

present, cannot be considered as an innovation.’ 

[Airline Manager X] 



Thus, in other words, airline innovation is the inclusion of services and, at 

the same time, the exclusion of any service with a lower ticket fare.  In 

general, recent developments in the airline industry are considered to be 

innovations since the change of the industry because of the liberal policy 

that has affected both the consumption and production axes in the market. 

7.5.2 Tourism Innovation – Destination Innovation 

As has been argued in Chapter Two, in the case of tourism innovation, the 

term is rather difficult to define  (Hjalager 1997; Kim 2004). Admittedly, in 

the  tourism  literature  there  are  different  approaches  to  the  novelty 

surrounding the concept  of  sustainability  (Hallenga-Brink & Brezet 2005; 

Hjalager 1997), culture (Richards & Wilson 2006) and quality (Matthyssens et 

al. 2006). In this particular study, the respondents have argued that tourism 

is complicated and consists of a mosaic of different entities, with each one 

having a  role  to  fulfill  in  the  overall  process.  Based on  this,  the  term 

innovation has been narrowed down with particular reference to Cyprus as a 

destination  innovation.  Thus,  innovation  can  represent  a  particular 

geographical destination in terms of differentiation and the promotion of 

another image through the development or enrichment of certain tourism 

products. This was made obvious when all the examples given by the 26 

respondents were based on the tourism development of the island (Figure 

7.7). 



Historically, the need for a well-planned strategy was sketched out in 1999 

as part of the ‘Strategic Plan for Tourism Development 2003 – 2010’ (CTO 

2003; CTO 2007).  This was the first attempt to create an official and framed 

development. Given this, most of the respondents argued that an example of 

innovation is  the existence of  a  strategic plan and a  tourism policy.  In 

particular, one tourism officer argued that:

‘I  would  believe  that  the  whole  strategic  plan  for  Cyprus  is  an 

innovative process in our case.’ 

[Tourism Officer III]



Figure 7.7: Respondents attitudes towards - Tourism Innovation

(T= Tourism Interviewees, A= Airline Interviewees) 

(Source: Author)



Another tourism officer,  highly involved in  policymaking, related tourism 

innovation to planning. In particular, his main argument was as follows:

‘In order to achieve tourism innovation it is important to have proper 

planning and policies. We had the experience from the past – we did 

not have planning for many years and we ended up with the same 

product, and any product has a life cycle – if you do not innovate, your 

products will go into decline. Only with proper policy and planning can 

you can revive and make your product innovative’.

[Tourism Officer XII]

In a wider concept, innovation can be considered as an up-to-date tourism 

development  that  is  relevant  to  a  well  planned  strategy  and  the 

management of the destination. The following statement by a key policy 

maker is indicative:

‘Tourism innovation in my view, is  the ability to provide a tourism 

experience that is of a high quality, that provides value for money and 

which addresses the expectations and the requirements of the modern 

visitor, who is  demanding in terms of  activities and experiences. I 

don’t  think there  is  a  lot  of  scope for  technological innovation  in 

tourism except in the area of distribution and e-marketing’. 

[Tourism Officer III]



However, according to another powerful policy-maker who provided a wider 

approach:

‘Innovation is planning ahead and staying ahead of the competition. 

Innovation is developing what you are good at or taking something for 

which you have the potential  and actually developing it,  making it 

mature and presenting and marketing it in a way that can be attractive 

to people… innovation is e-marketing, [that is] taking the traditional 

hotel industry and making it more tailor-made, developing a hotel into a 

boutique hotel. Innovation is combining accommodation with leisure, or 

the provision of free airport transfers to and from the hotels.’ 

[Tourism Officer I]

As mentioned in Chapter Two (Section 2.4), a different approach to tourism 

innovation is the enrichment of tourism activities as a new marketing tool for 

‘neo-tourists’  who are looking for actual interaction during their  holidays 

(Shaw &  Williams  2004;  Poon  1998;  Ioannides &  Debbage 1997).  The 

majority of  the respondents (N=17) highlighted innovation as something 

that can be reflected through the development and promotion of the cultural 

aspect of the island. The following statement is representative:

‘Innovation is as stimulated by the word to come up with something 

new in the sense that gives new experiences, new activities, new ways 

in which you can experience your holidays and tourism activities. Such 



innovative aspects can be the learning receipts from the Cypriot cuisine 

or  learning  Greek  dancing,  or  coming  in  contact  with  the  local 

population  in  a  natural  and  pure  way  in  order  to  experience the 

customs of Cyprus and the typical way of life in the traditional villages.’ 

[Tourism Officer VII]

This approach to innovation is to get enmeshed into the cultural aspects of a 

destination which are generically unique and novel. According to Yeoman et 

al.  (2006:187)  ‘…a truly authentic  experience is  steeped in  culture  and 

history and presented in an innovative way.’ 

It seems obvious throughout the analysis that the respondents have tended 

to define the term tourism innovation as something that is based on quality, 

with a concentration on the culture and on multifaceted tourism activities to 

fulfil the needs of a demanding tourist. Another respondent defined tourism 

innovation in the wider meaning of hospitality that is unique from any other 

service-oriented industry: The argument unfolds as in the following quote:

‘Well, the tourism industry is a peculiar sector that is human–centric 

and has to do with hospitality. If we compare it with other industry 

sectors, innovation levels and new technology in tourism is restricted. 

The  human  factor  is  very  important  …  a  form  of  innovation  is 

differentiation  in  the  quality  of  service.  The  hotel  industry  takes 

advantage of  these  quality  standards...  Furthermore,  there  is  an 



increase in people who are travelling and booking via the internet…

mass tourism is rather obsolete…’ 

[Tourism Officer X]

This is further supported by the following statement by a respondent who 

has argued that:

‘Innovation is hospitality. - Service - people will pick anything that has a 

good and friendly service. Service –Service –Service, that’s it!’ 

[Tourism Officer XI]

It  seems obvious that service is the key component in tourism as a way of 

differentiation and innovation. A major problem that impacts on the quality of the 

service is the lack of willingness of Cypriots to engage in the tourism industry 

due to the unfavourable conditions and to the seasonal nature (Hadjipapas & 

Hope 2007). The major problem is depicted as follows:

‘Cypriots want to become managers and nobody wants to work at a 

lower level. That is why there are many foreign workers. It is imperative 

to provide incentives for the hotel industry so as to attract the locals’



[Tourism Officer V]

Furthermore, innovation represents new products, as in the case of boutique 

hotels, which are something new for the island. A powerful stakeholder in 

the hotel industry argues that:

‘Innovation can be considered the introduction of boutique hotels. This 

is a new product that the CTO is trying to introduce onto the legal 

framework and into the hotel classification…these are small hotels that 

do not necessarily have any grounds and the size and the area that are 

required for 4 and 5 star hotels, but they have the facilities and the 

luxuries…these are small hotels of 40 or 50 rooms.’ 

[Tourism Officer V]

One respondent defined Cyprus tourism innovation in  the  sense of  the new 

advertising  campaign of  the  CTO  [Tourism Officer  VII].  Another  respondent 

considered as innovation the myth of Cyprus to be the birthplace of Aphrodite 

[Tourism Officer  VIII]  as  the  further  exploitation  of  an  imaginary story  that 

represents the realms of the ‘tourism gaze’ (Urry 1990) which depicts the pace of 

contemporary tourism (Shaw & Williams 2004). An interesting view of innovation 

in comparison to that of the rest of the respondents is the following statement:

‘Innovation for Cyprus as a tourism destination is its inclusion in the 

EU in contrast to the rest of Mediterranean–proxy destinations such as 

Turkey and Egypt. A European destination is a more familiar place for 



European tourists and soon the island will adopt the Euro which makes 

the movement even easier’ 

[Tourism Officer (X)]

It is interesting to note the response of an airline officer who argued that tourism 

innovation in  Cyprus is  non-existent  due to  the  delay in  implementing  the 

strategic plan. As it was noted:

‘...in general for Cyprus, tourism development is  not an innovation 

because it  exists  in  other  destinations.  Airport  development  is  a 

necessity and not an innovation’. 

[Airline Officer II]

And this is further supported by the following statement:

‘Cyprus is a sun and sea destination – tourists are changing because 

they have experienced so many times this type of tourism product…

for the last few years, golf  tourism has become a trend –  due to 

inability and the bureaucratic procedures, at present golf tourism is 

out of fashion … we must be proactive and we are, unfortunately, 

followers…’ 

[Airline Manager IX]

However, a respondent maintained that:



‘I don’t think that the CTO is an innovative organisation.  It never leads 

and always follows…I think the private sector is  the one which is 

looking for innovation’ 

[Tourism Officer V]

A respondent who has a powerful position in policy formation stated: 

 ‘It is rather contradictory how an island with such a long history and 

experience in tourism is unable to respond to the new tourism trend in 

contrast to other destinations with less experience’

[Tourism Officer (X)]

The  above  discussion  leads  to  the  conclusion  that  innovation  is  the 

inauguration of ideas for something new that leads to their implementation. 

In the tourism world, it is associated with a plethora of different parameters 

of development. Something new for a destination in the tourism context 

might be framed as something obsolete in another. Thus the term has a 

multidimensional  approach  but  is  pertinently  explained  in  a  unitary-

dimension, by taking into consideration a particular destination. In the case 

of Cyprus, there is still ‘plenty of room for innovation’ and this will ensue as 

the result of the full and successful implementation of the tourism plan and 

the development of a new infrastructure as in the case of the airports. 



7.5.3 Airline Innovation and Tourism Innovation: impacts

The previous section presented the views of the interviewees with regard to 

innovation.  This  section  will  explore  their  opinions  on  the  effects  of 

innovation on  the  part  of  the  airlines  on  tourism, and  vice versa. The 

respondents  argued  that,  as  mentioned  previously,  that  for  tourism 

innovation is a theoretical concept in Cyprus due to the inability to introduce 

new developments. A tourism officer (V) presented the impact of tourism 

innovation on the airlines by arguing that: 

‘…we have not been very successful in tourism innovation, primarily 

because we were not able to proceed with new tourism products at a 

sufficiently fast rate… we do not have the golf courses yet…we do not 

have the major conference centres and we do not have the marinas. 

So, over the past few years, there have not been any real and major 

changes in airlines as a result of tourism innovation….’

[Tourism Officer (V)]

Thus  tourism  innovation,  which  is  associated  with  the  successful 

implementation of the strategic plan, has not directly affected the airline 

industry [Airline Officer II]. The following statement is indicative:

‘If  our  products  were  actually  innovative, this  would  have  had  a 

tremendous impact on the airline industry because they would have 

been  inspired  by  excellent  tourism  development.  The  better  the 

tourism product, the greater the demand, thus Cyprus must make a 



difference with regard  to  tourism and then this  will  stimulate the 

interest of the airlines.’

 [Tourism Officer XI] 

A tourism officer argued that in terms of airline innovation an opportunity is:

‘… the attraction of LCCs opening up new areas and sectors of the 

market that, with the present state of air transportation connection to 

and from Cyprus, are not included as selected destinations’ 

[Tourism Officer VI]

In particular, the exploitation of the WWW (World Wide Web) as the sole 

parameter in LCCs with the introduction of online booking has created a 

dynamic package created by the traveller (Duval 2007). This has had an 

impact  on  the  tourism  supply  chain,  with  particular  reference  to  the 

intermediaries in the form of Travel Agencies and Tour Operators (Shaw & 

Williams 2008). As mentioned in Chapter Three, LCCs have forced not only 

an increase in the number of holiday travellers but have also encouraged 

more leisure trips in the form of short city breaks (Schroder 2007; Mason & 

Alamdari 2007). Thus, innovation has primarily been forced by the airline 

industry and the introduction of new strategic initiatives. Furthermore, from 

a general perspective, the appearance of LCCs has forced the inclusion and 

emergence of new destinations as a result of their diversified strategies of 

operating from regional airports (Williams 2001). However, in the case of 

Cyprus airlines, innovation is irrelevant to geographical expansion given the 

size of the island. 



7.6 Airline Operations and Product development – Effects 
on tourism

Airline operations facilitate 90% of tourism arrivals on the island and, since 

1986;  the  government  has  allowed  the  entrance  of  charter  airlines 

(Department of Civil Aviation Cyprus 2007; Wheatcroft 1998). The forecast 

potential in terms of air transport in Cyprus, is the potential increase of the 

airlines in the market that will impact on the price of fares as in the case of 

the Larnaca – London route (Department of Civil Aviation Cyprus 2007). The 

new airports in Larnaca and Paphos, opening in 2008 and 2009 respectively, 

will contribute even further to the airline sector (Department of Civil Aviation 

Cyprus 2007).

Having identified the major changes in the airlines operations and product 

developments,  it  is  important  to  understand the impact  on  the tourism 

industry of Cyprus. In the case of the EU, LCCs have impacted on intra-

European tourism movements and have contributed further to an increase in 

tourism arrivals (Cabrini 2006; Caprini 2005; Williams 2001; Forsyth 2003; 

Piga  &  Filippi  2002).  In  particular,  LCCs have  a  direct  relationship with 

tourism and have contributed  in  terms  of  seasonality, frequencies,  and 

duration of holidays, spending increases at the destination because of a 

decrease in  air  fares,  the facilitation of  second homes purchases in  EU 

countries (Caprini 2005; Hall 2003). The main strategy of LCCs is based on 

‘reducing  unit  costs  and  increasing  both  output  and  productivity’ 

(Dobruszkes 2006:250). This can be achieved by the utilization of different 



methods  that  suppress  costs  such  as  lower  workforce  salaries,  the 

exploitation of economies of density and identical types of aircraft (Pender & 

Baum 2000). 

At present, only 5% of the total LCCs’ capacity is used for flights to Cyprus, 

with the majority of  the carriers originating from the UK (DCA 2007).  In 

‘Tourism Strategic  Plan  2003-2010’  the  entrance  of  LCCs  constitutes  a 

priority given their positive impact on the tourist market. In particular, the 

main argument of the respondents with regard to LCCs is that:

 ‘Cyprus is rather problematic for the airline companies to maintain 

their frequencies because of high airport rates which are different from 

those of Greece. LCCs go to the Greek islands where airport charges are 

low.’ 

[Airline Manager IX]

The same view is expressed as follows:

 ‘…when the new airports will  be ready there will be an increase in 

taxes and this might prevent new airlines, especially new LCCs, coming. 

Even existing LCCs might decrease their operations to Cyprus …this 

undoubtedly will have a negative impact on the competitiveness of the 

island.’  

[Tourism Officer IV]

http://DCA/


Airports’ representatives support the view that airport charges are inevitable 

because of the potential investments in the two brand new state-of-the-art 

airports that will offer high quality standards for both passengers and air 

operators (Reuters UK 2007). However, the following statement depicts the 

strategic response of ERMES airports:

‘In the future we want Paphos airport to be used as a low cost airline 

airport and that is what is happening now that is specializing in charter 

airlines.’ 

[Airline Manager IX]  

The case of Cyprus is similar to that of Malta in terms of the reliance on 

tourism and the distance from the tourism generating countries in relation to 

LCC  operations.  In  the  case  of  Malta,  the  ‘…authorities  notified  the 

Commission of their intention to put in place an aid scheme entitled Route 

Development  Scheme  for  Malta’  (European  Commission  2006  (C2006) 

5490:1). The outcome is permission for the Maltese authorities to subsidise 

new airline  companies with  40% of  the prime operation  fees,  including 

marketing (Adamou 2007).The plan covers a 5 years span until 2011 with a 

cost of 58m Euros (CYP£ 33.8m) (Adamou 2007). Cyprus has followed the 

same procedure with the submission of a plan aimed at attracting LCCs to 

the  island  (Adamou  2007).  This  has  been  approved  by  the  European 

Commission and the government is being allowed to subsidise the LCCs for a 

5 years period. 



As mentioned in  Chapter Four, at  present seven LCCs (6 European + 1 

Middle Eastern LCC) have entered the Cyprus airline market, connecting the 

island with regional airports. The main motivation for LCCs entering a market 

is the potential as a tourist destination and the exploitation of the market by 

new customers who will decide to go on independent holidays (CTO 2007). 

Contemporary  tourism  conduct  is  ‘Do  it  yourself’  which  refers  to 

independent  travellers  familiar  with the composition of  their  own travel 

itineraries  via  online  bookings (Caprini  2005). Furthermore,  there  is  an 

increase of second–homes ownership that will generate more demand for 

the airlines (Hall 2005). A respondent put forwards the idea that: 

 ‘There is a new trend for people to own holiday homes in Cyprus so 

naturally  they  stay  away  from  the  hotels  and  go  to  their  own 

properties or stay with friends.’ 

[Tourism Officer III]

It  is  estimated  that  over  120,000  Europeans,  mainly  from  the  UK, 

Scandinavia, Russia and Germany have chosen Cyprus to be their second 

home (Hadjipapas & Hope 2007). An airline manager argued that:

‘If  LCCS  come to  Cyprus  they  will  increase  the  frequency of  the 

travellers.  In  real  terms, LCCS prefer frequent traffic.  The exclusive 

tourism market is seasonal and does not fit the operations… even the 

airlines that have entered are not exclusively LCCs, it is a hybrid model, 

even with the SKY Europe airline’ 

[Airline Manager V]



The same view is carried out by an airline respondent who contemplates that 

the entrance of LCCs will:

‘…impact positively on the tourism industry in the sense that some 

tourists  will  prefer  to  bundle independently  their  travel  itineraries 

because of the increasing trend towards second homes owners’ 

[Airline Officer III]

 
In  international  tourism  development,  the  most  dynamic  role  in  the 

relationship between the airline and the tourism industries is the existence 

of tour operators due to vertical integration and the creation of air charter 

companies  (Ioannides  1998; Klemm & Parkinson 2001).  Traditionally,  the 

Cyprus tourism industry has been helped by the entrance of charter airlines 

in the market since 1986 (DCA 2007). Airline liberalisation maintains equal 

standards with regard to all European carriers, or what are otherwise widely 

known  as  ‘community  carriers’,  since  the  abolition  of  any  distinction 

between charter and schedule carriers (Klemm & Parkison 2001). In seeking 

to  identify  the  current  status  and  the  role  of  charter  airlines,  the 

respondents, both from the airline and from the tourism industries, argued 

that tourism is still dependent on package travel. An airline officer argued 

that: 

 ‘…the majority of tourists coming to Cyprus are with charter airlines… 

after liberalization, the impact was slight. In comparing now and then, 

the number of charter airlines coming to Cyprus is the same (13). The 

difference  is  that  the  charter  airlines  have  been  transformed  to 



scheduled ones, and are allowed to transfer cargo and they can also 

sell ticket only’ 

[Airline Officer II]

A high dependence on charter airlines has an impact on seasonality, since 

the frame of operation of this type of airline is based on the summer peak 

season months. A tourism officer had the following view:

‘Charter flights have been affected by the operations of LCCs all over 

Europe and the trend is the declining power of Tour Operators and the 

trend towards independent tours. In the case of Cyprus, tourism is still 

dependent on tour operators, but there has been a slight decrease in 

package tours with an increase in individual travel. This is because of 

the entrance of LCCs into the market’.

[Tourism Officer II]

In particular, for the case of Cyprus the ideal situation in terms of airlines is 

reflected by the following statement:

‘I believe that we need to have a mix of airline types…we do not want 

to have a unified intervention, for instance LCCs only …we need an 

amalgam and a good mixture of carriers’ 

[Airline Officer III]

An important development in terms of the entrance of LCCs into the market 

was the reaction of the Tour Operators. The following example is indicative:



‘LCCs have managed to become established and they have actually 

competed with the charter airlines. The results of this confrontation are 

still to be evaluated in terms of the effect on the destination. We know 

that in Malta, the introduction of Ryanair  has seriously affected the 

charter  airlines’  business and there  have been reactions from tour 

operators  threatening  to  reduce  their  charter  flights  to  the  island, 

precisely because they face severe competition from the LCCs.’  

[Tourism Officer V] 

In seeking to identify the impact on the island’s competitiveness as a result 

of the entrance of the new airlines, it has been made apparent that the 

island will  become more  accessible.  At  the  same time,  the  increase in 

airlines will contribute to a decrease in the price of the tourism package for 

the island. In particular, a tourism officer stated, the entrance of more LCCs 

will impact on Cyprus’ competitiveness as a tourism destination in the sense 

that:

‘…it will contribute to reduce the part of the cost which reflects the air 

transportation’ 

 [Tourism Officer VI]

One  respondent seemed rather sceptical about the entrance of LCCs into 

Cyprus since the distance of the island from the LCCs countries of origin is 

more that 3.5 hours and that the tourism market is adequately covered by 

Charter Airlines [Tourism Officer X]. Another respondent [Airline Officer II] 

argued that the entrance of LCCs will impact on the number and type of 



tourism arrivals in Cyprus. This opinion was opposed by a tourism officer 

who stated that:

‘…the entrance of  LCCs does not  necessarily  refer  to  low  income 

tourists…LCCs  are  equal  to  convenience, and  a  cheap  air  ticket 

provides  the  opportunity  for  the  tourists  to  spend  more  at  the 

destination’

[Tourism Officer VII]

As  mentioned in  Chapter  Three,  airline  product development  has  many 

implications for the tourism industry, since it facilitates better connectivity 

and more frequent flights. The inauguration of the Low Cost business models 

has impacted on tourists’ behaviour since they have tended to add more 

annual holiday trips to long hauls destinations. The results of  the study 

suggest that, in terms of an island context and, in particular, in the case of 

Cyprus, the status of the airlines requires further development in tourism, 

with an increase in the capacity of the airlines. Furthermore, there is an 

impact on the package price, due to the plurality of choices that lead to 

competition and lower fares. In particular, for a tourism destination that was 

traditionally  dependent  on  charter  airlines,  the  entrance  of  LCCs  will 

facilitate a better distribution of tourism arrivals due to the all year round 

operation.

7.7 Tourism Development – Impact on the airline industry 
in Cyprus



In  the case of  tourism development, due to  the inability  to  successfully 

implement the strategic plan, the respondents highlighted a hypothetical 

approach to sketching out the impact on the airlines. The majority of the 

respondents  argued  that  even  the  numerical  target  of  the  increase  in 

tourism arrivals from 2m to 4m (CTO 2007) is not a realistic one, given the 

recorded decrease in tourism arrivals every year. In addition to this, the aim 

of achieving an increase in tourism receipts to CYP£1.8b by 2010 (EUROS€ 

3.11b) is again not feasible given the fluctuations in tourism receipts over 

the past few years. Even the increase of average stay nights to 11.6 is 

considered as non-feasible. The main argument of one respondent was the 

inability  to  implement  successfully  the  strategic plan causing the whole 

tourism policy to be delayed. In particular, a respondent argued that:

‘The CTO’s effort in tourism is to offer different products such as golf 

tourism, religious tourism, health tourism, sports tourism…the problem 

with Cyprus is  that the development  is  still  in theory…and there is 

confusion in terms of tourism development as to whether the vision is 

both on quality and quantity’ 

[Airline Officer III]

According to airline officers and managers, tourism policy or development in 

Cyprus cannot be considered as a motivational force for new airlines to enter 

the market. One airline manager puts forward the idea that:



‘Tourism policy  in  Cyprus is  not  convincing… the  policy  should  be 

implemented and then there will be an impact on the airline industry’ 

[Airline Manager VIII]

 One tourism officer [VII]  highlighted the importance of the airlines as a 

means of enabling the policy. In particular the argument was based on the 

following quotations:  

                          

‘We have to take all those measures and even to provide some kinds of 

incentive that will attract more airlines in order for them to contribute 

effectively to  the success of  our  current tourism policy.  We  cannot 

increase our number unless we have more flights, we cannot increase 

our  revenue from tourism as  we  anticipate as  part  of  our  current 

tourism policy, unless we can attract the right kind of people, and we 

cannot  improve  seasonality  unless  we  can  encourage the  market 

segment  that will  spread the tourist  season. So a  strong emphasis 

should be put on marketing and the communication to these masses of 

the current tourism policy’ 

[Tourism Officer VII]

Another respondent argued that the airlines can contribute by increasing the 

number of tourists coming to the island. Consequently, it is imperative to 

attract more carriers, even if the policy is not fully implemented [Tourism 

Officer (X)]. Undoubtedly, an increase in the number of airlines operating, 

with an expansion of the network to new destinations will have an impact on 

tourism arrivals. An important issue is the stance of the CTO that aims to 



attract more LCC carriers (CTO 2007), in order to reduce seasonality and an 

exclusive dependence on European tour operators (CTO 2007). A Tourism 

Officer speculates that:

‘When the plan is eventually implemented, then Cyprus will be a more 

attractive destination. Thus, there will be more demand and the airlines 

will add more flights and more airlines will come to Cyprus. In addition 

we give the incentives – this is the latest plan from the EU – which 

allows the government to give financial incentives’ 

[Tourism Officer XII] 

In the next few years, development in the island will be extremely slow, 

given the inadequate infrastructure for the inauguration of diverse tourism 

products such as golf courses or marinas. Mass tourism is still  the main 

characteristic,  despite  development  efforts  such  as  agro  tourism. 

Notwithstanding the claims for the expansion to new markets (CTO 2007; 

Sharpley 2003),  the  majority  of  the new airlines that  have entered the 

market are from the UK. 

7.8 Conclusion 

The above discussion has revealed that airline and tourism policies have 

initiated the exploitation and deployment of new business models and new 

product development  in  both industries.  In  the case of  the airlines, the 

immediate outcome of liberalization was competition in the industry due to 

the entrance of new carriers into the market. The most distinctive impact 



has been the introduction of a new airline model widely know as ‘No–Frills’ 

that has managed to spread low fares in the market and to expand into  new 

and unique destinations. In tourism, the current tourism development has 

forced diversification and the enrichment of tourism activities due to the 

continuous  efforts  of  tourists  to  be  involved  in  new  experiences.  The 

outcome of the research suggests that the airlines have an influence on the 

tourism industry since the inauguration of new business models that enable 

even greater development of the tourism movement. 

It is, however, evident that the tourism products in Cyprus have not been 

affected because the new policy has not been implemented. In addition to 

this, the airlines have utilized and actually materialized innovation that is 

reflected  in  terms  of  network  expansion,  products  and  services 

diversification.  In  the  case  of  tourism,  contemporary  development 

necessitates a  well-planned policy through the development of  strategic 

plans (Dredge 2006). However, the main issue is the inability to implement 

such plans that could potentially transform the industry in the direction of a 

new pace and conduct,  with ample examples of  innovation in  terms of 

products  and  activities.  In  other  words,  tourism  is  at  the  stage  of 

‘renovation’, because the transitional process of theory to practice has not 

been properly managed. Innovation in tourism for the island is a rhetorical 

concept given of the failure of the CTO to reposition the island on the tourist 

map.

Innovation in the airline context is defined both as service and non-service 

and the interviewees considered the current developments as being novel. In 



the  case  of  tourism  innovation,  it  takes  the  form  of  a  reconfigured 

destination identity with particular reference to the promotion of culture, 

service and quality. Based on Chapter Six, the results of this chapter support 

the widening of the gap between the two industries in terms of product 

development and innovation, because tourism, instead of being proactive, is 

an unsuccessful follower. On the contrary, the airline industry is innovative, 

versatile, and adaptive to recent global trends. The next chapter analyses 

the  quantitative  data  collected  as  a  result  of  the  distribution  of 

questionnaires. The aim of the following chapter is to identify and define the 

perceptions  of  consumers  with  regard  to  recent  airline  and  tourism 

developments. 

CHAPTER EIGHT 

BRITISH TOURISTS’ BEHAVIOUR 
TOWARDS HOLIDAY TRIPS 

8.1 Introduction 

As has been illustrated in previous chapters (Three & Four) the airline and 

tourism industries are undergoing a process of remarkable change that is 

associated  with  the  enforcement  of  new  policy  imperatives  and 



developments (Franke 2007; Hall & Williams 2008). As far as the airlines are 

concerned,  the  main  impetus  for  change  is  the  implementation  of  a 

liberalization policy that  has led  to  a  flexible environment  with  a  sharp 

increase in the number of players in the market in accordance with a variety 

of  strategic  responses (Franke  2007).  As  far  as  the  tourism industry  is 

concerned, the change is synonymous with a well-planned development that 

entails a diversification of the activities on the destination island of Cyprus 

within the framework of sustainability (Stamboulis & Skayannis 2003). 

Along  with  Chapters Six  &  Seven,  which  have  identified  a  gap  in  the 

relationship between the airline and the tourism industries in terms of policy 

initiatives and productions patterns, this chapter explores the response of 

the consumers. It is interesting to examine whether the consumer acts as a 

linkage between the two industries that could enable better cooperation In 

other words, this chapter attempts to fulfil the final objective, which relates 

to the responses, reactions, and behaviour of tourists with regard to the 

recent developments in the airline and tourism environments of the country 

(Figure 5.1). As has already been mentioned in Chapter Five, this will be 

achieved through the analysis of 300 questionnaires disseminated to British 

tourists in the period of July-September 2007 at the two airports of Larnaca 

and Paphos in Cyprus.

 In particular, the aim of this chapter is to identify the extent to which the 

role of the airlines and the importance of developments at the destination 

have influenced tourists, with particular reference to British nationals, with 



regard to their choice of Cyprus for their holidays. It draws useful conclusions 

in terms of holiday arrangements, the reason for choosing Cyprus, and the 

influence of the airline networks on decision-making. Furthermore, it enables 

us  to  understand the  general  attributes  of  airline  services  in  terms  of 

locating their preferences, on the several features offered by scheduled and 

low cost airlines, as well as in-flight offers and airport choice. 

As mentioned in Chapter Five, the analysis of the data was conducted by 

univiriate analysis, bivariate with Kruskal Wallis tests, cluster analysis, and 

factor analysis (Table 8.1). Univiriate analysis or descriptive statistics are the 

interpretation of the frequencies of the respondents’ replies in each set of 

questions (Pallant 2003; 2005). Bivariate analysis is facilitated through non-

parametric  tests  that  compare  groups  and ‘…do not  make  assumptions 

about  the  underlying  population’  (Pallant  2003:255)  and  is  suitable  for 

dealing with data with nominal and ordinal ranked scales (Pallant 2003). In 

particular, the Kruskal Wallis test will be employed. 

Table 8.1: Analytical Steps 
Analytical 
Steps

Analytical method

Step 1 Univiriate analysis - Demographics - Travel Profile 
Step 2 Univiriate analysis - General Airline Attributes – Calculation 

of Frequencies, Mean and Standard deviation
Step 3 Bivariate - Kruskal Wallis 
Step 4 Factor analysis
Step 5 Cluster analysis

(Source: Author)



As  mentioned in  Chapter  Five,  multivariate  analysis,  together  with  the 

employment  of  factor  and  cluster  analysis,  attempts  to  identify  similar 

patterns within the data. Factor analysis is performed to identify the extent 

to which questions seem to capture the same variables and the degree to 

which a smaller set or factor attributes can be obtained. Cluster analysis 

segments the sample population of the research into different categories 

that share the same characteristics. All the data interpretation is facilitated 

with the use of the Statistical Package for the Social Sciences (SPSS 15.0) 

computer program (SPSS 2006; Rogerson 2006; Cohen & Holliday 1996). 

This chapter concludes by highlighting that the main influence on holidays is 

the destination. However, a well developed airline network is indispensable 

since it contributes to an even greater holiday choice. In deciding on the use 

of  a particular airline,  tourists are attracted by cheap fares and airports 

being close to their place of residence, but they do not hesitate to include 

other parameters for being willing to accept a higher fare. In addition, the 

results of the study reflect upon the current profile of the new consumer, 

who is able to create his/her own tourism package and has access to direct 

methods of distribution. The results of the factor analysis suggest that there 

are  three main categories of  grouped variables based on decisions with 

regard to holiday trips. In the case of cluster analysis, British tourists can be 

segmented into 3 clusters with similar characteristics. The results of both 

analyses indicate the flexibility of  the consumer towards holiday trips  in 

accordance with the dynamism of choice via direct methods of selling. 



8.2 Demographic characteristics and visitors’ travel 
profile 

The sample includes 140 males and 159 females (N= 299) (Table 8.2) with 

an age range of 18 to 81 years (mean =43, mode= 45, median = 41.5) 

(Table 8.2). In asking whether this visit was the first to Cyprus, 59% replied 

‘Yes’ and 41% ‘No’. In particular, the mean score for repeaters was 3.05 

times. In terms of the annual household income of the respondents, 39.7% 

(119 respondents) earned more that £50,000 (73,000€) and 25.3% between 

£30,000 and £49,000 (44,000 – 72,000€) (Table 8.2). The average income of 

the sample was £38,081. 

The majority of the visitors were repeaters, 181 (58.7%) with a range of 

visits between 1 (16.7%) and 60 times (0.6%). The remaining 40.7% (Table 

8.2) were first time visitors. The average length of stay was 10.72 nights 

(Table 8.2). The majority had spent 14 nights (37.7% - 113 respondents) or 7 

nights (36.3% - 109 respondents). The main aim of the ‘Tourism Strategic 

Plan’ is to increase the average length of stay to 11.6 days in an attempt to 

alleviate the problem of  seasonality,  with a  better  distribution of  tourist 

arrivals throughout the year (CTO 2007).

The most preferred type of accommodation was a hotel, from 3 Star and 

above (43.6%) followed by villas (23.1%) (Table 8.2). The well–developed 

infrastructure  of  the  hotel  industry  on  the  island constitutes  the  most 

popular  mode  of  accommodation (RAI  Consultants  2005;  CTO  2006). 

However, over the last few years, there has been an increased trend towards 



villas and tourists’ holiday villages, with an expansion in construction and 

investment in tourism real estate (CTO 2007). As mentioned in Chapter Four, 

in terms of the tourist accommodation policy, the aim is to withdraw all the 

1,  2  and  3  Star  hotels,  either  through  their  transformation  to  holiday 

apartments  or  to  ‘boutique  hotels’  (CTO  2006).  This  strategy  involves 

upgrading existing tourism accommodation establishments with the aim of 

establishing the island as a quality holiday destination. 

Table 8.2: Demographic characteristics
Characteristic N % Characteristic N %

Age  ALTER 
THESE

Destination 

40-49 93 3
1.6

Paphos
120 38.3

21–29 59 2
0.1

Ayia Napa
66 21.1

50-59 56 1
9.0

Limassol
34 10.9

30–39 47 1
6.0

Other
30 9.6

More than 60 22 7.5 Polis 23 7.3
Less than 20 17 5.8 Larnaca 22 7.0
Gender Nicosia 10 3.2
Male 140 47 Pissouri/ Episkopi 7 2.2
Female 159 53 Troodos Mountains 1 0.3
Total 299 100 Total 313 100
Income Travel Party
>50.000(UK£) 119 4

8.7
Family 227 73.5

30.000-
49.000(UK£)

76 3
1.0

Friends 53 17.2

10.000-
29.000(UK£)

45 1
8.3

Group
19 6.1

> 10.000 (UK£) 5 2.0 Alone 10 3.2
Total 245 100 Total 309 100
Accommodation Source/s of 

information 
Hotel

136
4

3.6
Internet/Website

149 42.6

Villas 72
2

3.1
Word of Mouth

69 19.7
Friends & 
Relatives 

36
1

1.5
Other

64 18.3



Apartment
33

1
0.6

Tour Operators’ 
Suggestions 41 11.7

Owned (2nd ) 
Home

20 6.4 Advertisement
17 4.9

Other 15 4.8 Special offer 10 2.9
Total 312 100 Total 350 100
First visit to 
Cyprus

Main holiday of the 
year?

Yes 176 59 Yes 186 62.2
No 122 41 No 111 37.1

Total
  29
8

100 Total
299 100

1 50
2

7.6
Holidays Per Year

More than 4 83
4

5.9
1

 2
1.7

2 31
1

7.1
2

47
40.5

3 17 9.4 3 38 32.8
Total 181 100 4 18 15.5

5+ 11 9.5
Total 116 100

(N.B.: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)



The most popular destination for British tourists on the island is Paphos with 

38.3% of the responses, followed by Ayia Napa/Protaras 21.1% (Figure 8.2) 

(CTO 2006). In terms of the ‘total size of the travel party’, the mode of the 

respondents’ responses lies in the category of ‘Family’ with 73.3% (227/309), 

with only 17.2% (53/309) travelling with ‘Friends’ (Table 8.2). The majority of 

groups were composed of 2 people (35.7%), followed by 4 people (21%) and 

3 people (14.3%). The mean is 4.02, with a median of 3 and a mode of 2. 

Given the fact  that ‘tourism is  an information intensive industry’ (Pan & 

Fesenmaier 2006:809), it is vital to identify the sources of information with 

regard to the respondents’ trip to Cyprus. The most important source of 

information  for  this  is  the  ‘internet/website’  (42.6%)  (149  out  of  350 

responses) followed by ‘word of mouth’ (19.7%) (69/350) and ‘other’ (e.g. 

friend’s suggestion, past experience) (18.3%). The tourists’ responses to this 

question proves even further the power of the internet in terms of tourism as 

an important means for obtaining not only discursive information, but also 

visual data for tourism destinations (Pan & Fesenmaier 2006; Cooper 2006; 

Poon 1998,; Pan, MacLaurin & Crotts 2007). Additionally, ‘word of mouth’ 

(Pan et al. 2007) is another important factor that influences the decision-

making process for a particular destination. In seeking to identity if  this 

holiday trip to Cyprus was the main annual trip among the 299 respondents, 

186  (62.2%)  stated  ‘Yes’  and  111  (37.1%)  stated  ‘No’  (Table  8.2). 

Furthermore, 186 (62.2%) respondents go on holiday once per year, 40.5% 



stated 2 times and 32.7% stated 3 times. The mean was 3.04, the mode was 

2.00 and the median was 3.00 (Table 8.2). 

In  the  following  questions  the  preference for  online  bookings is  further 

supported  with  the  use  of  an  online  ‘travel  agency’  for  their  travel 

arrangement, either for  a  package 18.6% (67/361 responses) or  a  flight 

(13.6% -49/361) and a hotel booking (2.5% - 9/361) (Table 8.3). In total, 

17.7% (64/361) booked their airline ticket directly from the airline’s website 

and 5.8% (21/361) booked the hotel room directly from the hotel’s website. 

In total, 58.2% used the internet to complete a booking for their holiday in 

Cyprus. This supports even further that fact that the internet is a powerful 

tool,  not  only  to  disseminate  information,  but  also  to  arrange  holiday 

bookings. 17.7% (64/361 responses) ‘used a tour operator to buy a package’ 

and 4.7% ‘used a tour operator to buy a flight’ while 2.8% (10/361) ‘used a 

tour  operator  to  book  a  hotel’.  The  remaining  percentage  was  shared 

between bookings by telephone, which made up 2.8% (10/361), and ‘booked 

directly with the hotel by phone’ and ‘booked directly with the airline by 

phone’ which accounted for 5.5% (20/361). The remaining responses lie in 

the ‘other’  statement,  which accounts  for  8.3% (30/361)  with the most 

popular response being booking ‘via teletext’. 

As illustrated in Chapter Two,  the worldwide trend is  for the increase in 

independent travellers who arrange travel itineraries online (Mintel 2007). In 

particular, the entrance of LCCs carriers in the market has influenced more 

people to pursue direct methods of buying (Mintel 2007, 2007a). The online 



search for information and the disengagement from traditional methods of 

retrieving information is the hallmark of contemporary tourism (Stamboulis 

& Skayannis 2003; Tierney 2000; Pan, MacLaurin & Crotts 2007). Information 

transfer  via  the  internet  constitutes  a  vital  method  of  ‘marketing’  a 

destination (Riege & Perry 2000; Pan, MacLaurin & Crotts 2007). The aim of 

the CTO in the strategic plan is to increase online bookings and the number 

of independent travellers (CTO 2007). At present, the CTO has launched a 

new online portal  that is  interactive and includes more information than 

previously.  For  the  Neo-Fordism  tourists,  this  is  imperative  given  the 

importance  of  an  online  presence  as  a  means  of  communication  and 

knowledge transfer (Ioannides & Debbage; Shaw & Williams 2004). 

It is revealing that the majority of British tourists visiting Cyprus undertake 

‘sea, sun and bathing activities’ (Table 8.3) with 35% responses (840) which 

represent 98.3% (299) of the respondents. Other activities are ranked as 

follows:  11.5% (32.4%) ‘Visited  Natural  Sites’,  11.1  %  (31.1%) ‘Visited 

Archaeological  Sites’,  and ‘Sports  Activities’  made up 10.5% (29.4%). In 

particular, for British Nationals, Cyprus is an ideal place for ‘sea and sun’ 

(RAI 2006; CTO 2006) which, in addition, represents the most important 

‘tourism product of the island as it is illustrated in the tourism strategic plan 

2003-2013’ (CTO 2003). 

Table 8.3: Type of Arrangement 

Type of Arrangement N %

% 
within 
multi 

respons
es



I  used an  online travel  agency to  buy a 
package

67 18.6 22.6

I used a tour operator to buy a package 64 17.7 21.6
I booked directly with the airline by internet 64 17.7 21.6
I  used an  online travel agency for  flights 
only

49 13.6 16.6

Other i.e. teletext 30 8.3 10.1
I booked directly with the hotel by internet 21 5.8 7.1
I used a tour operator to buy a flight 17 4.7 5.7
I booked directly with the airline by phone 20 5.5 6.8
I  used an  online travel agency for  hotels 
only

9 2.5 3.0

I booked directly with the hotel by phone 10 2.8 3.4
I used a tour operator to book a hotel 10 2.8 3.4
Total 361 100 122
 (N.B.: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)

Table 8.4: Tourism Activities (N = 840 responses/ 299 respondents) 

Tourism Activities N %
% within 

multi-
responses

Sea, sun and bathing 294 35 98.3
Visited Natural Sites 97 11.5 32.4
Visited Archaeological Sites 93 11.1 31.1
Sports activities 88 10.5 29.4
Visited Themed Parks 78 9.3 26.1
Visited religious sites 68 8.1 22.7
Spa activities in a hotel 23 2.7 7.7
Obtained medical treatment 20 2.4 6.7
Other e.g. weddings 20 2.4 6.7
Attended an event 17 2.0 5.7
Attended  a  business 
meeting

14 1.7 4.7

Played golf 12 1.4 4.0
Agro/Farm activities 7 .8 2.3
Cycling activities 5 .6 1.7
Attended a conference 4 .5 1.3
Total 840 100 280.9



 (N.B: N represents the number of the respondents’ responses for 
each attribute) 
(Source: Author)

As mentioned in Chapter Four, Cyprus’ repositioning strategy with regard to 

tourism is based on the triptych ‘Sun, Sea, and Sand’ platform as the main 

product,  supplemented,  however,  with  a  multifaceted  experience  (CTO 

2007).  In  other  words,  the  aim  is  to  increase  the  special  interest  or 

alternative tourism products, in alignment with the new tourism that looks 

for meaningful holidaymaking (Ioannides & Debbage 1998). However, the 

above ranking of activities suggests that the island is primarily perceived as 

a sun destination. Thus, a better marketing campaign is imperative, in order 

to put more emphasis on the niche products of development that reflect the 

current production patterns of the island. 

The next set of questions sought to identify the reasons for the respondents’ 

choice for spending their holidays in Cyprus. In Table 8.5 the mean scores 

are illustrated where 1 represents ‘Very Important’ and 5 represents ‘Very 

Unimportant’. The most important reason for their choice of Cyprus is the 

‘Sunny weather  and  the  warm  sea’  with  a  mean score  of  1.39  (‘Very 

Important’ 66.6% -198/300). This supports the activities undertaken at the 

destination,  which  are  primarily  within  the  spectrum of  ‘sea,  sun  and 

bathing’. The next attribute has a mean score of 2.02 which indicates that 

their choice is based on the island’s hospitality and service. 

The third most important factor is the ‘Convenient Airlines Linkages’ from 

their country of origin to the destination, with a mean score of 2.32. It seems 



clear that the majority considered airline networks as an important criterion 

in their choice of a holiday destination (ELFAA 2004). This adds an insight to 

the importance of airlines for the island in the sense that they can contribute 

to the development of tourism as an important dimension in the consumer’s 

decision-making.  Repeaters  highlighted  that  their  choice  was  primarily 

influenced by ‘past experience’ with a mean score of 2.72. 

An important factor germane to holiday decision making is the availability of 

income (budget)  since leisure travellers are sensitive to price aspects as 

already indicated in Chapter Three. Even though Cyprus is considered as an 

expensive destination in comparison with other neighbouring Mediterranean 

destinations (Chapter Four) (Sharpley 2001; Sharpley 2003; Smid & Zwart 

2001; UNEP 2002, Clements & Georgiou 1998; CTO 2003; TTC 2006; Iasonos 

2007), the respondents’ replies indicated a mean score of 2.40  The flying 

time from the UK to Cyprus is 4.30 hours, which makes it a medium haul 

destination (RAI 2006; CTO 2006). The reaction of British tourists reveals 

that they remained mainly neutral (mean score of 2.92). The results of the 

study support the argument that the respondents are more concerned with 

the need to spend their holidays in Cyprus rather than being concerned with 

the duration of the trip. 

Table 8.5: Reasons for choosing Cyprus as a holiday destination 

Tourism Activities 
1 Very Important – 5 Very Unimportant N Mean SD

Sunny weather and warm sea 300 1.39 .593
Hospitality and service 290 2.02 .990
Convenient airlines Llnkages 294 2.32 .947
The cost of the holidays suits my budget 296 2.40 1.043



Due to past experiences 292 2.72 .870
I am interested in the wealth of cultural sites 296 2.92 .985
Due to the short distance from my country 293 2.95 .946
Due  to  the  opportunity  to  visit  my  friends  and 
relatives

289 3.62 1.429

To combine with a cruise to the Greek islands and 
Egypt

293 4.01 1.375

I own a second home 281 4.09 1.274
For a particular activity (e.g. Golf) 282 4.11 1.173
 (N.B: N represents the number of the respondents’ responses for 
each attribute) 
(Source: Author)

It is rather obvious that the most important factor for visiting Cyprus is the 

warm weather and the related ‘sun, sea and sand’ activities.  Given that this 

has been the main platform of the tourism product in the island’s past, its 

future will be sketched out on the same basis, but with better planning. Even if 

tourism preferences, as depicted in the new environment, have altered towards 

more meaningful tourism activities (Ioannides & Debbage 1998) ‘…the majority 

still seek the consumption of the 4Ss’ (Stamboulis & Skayannis 2003), which is 

the main characteristics of Cyprus as a tourism destination (Sharpley 2003). 

Thus, the main issue of concern is the ability of the tourism practitioners to 

operationalise the  strategic  plan, so  as  to  attract  more  upper social class 

tourists who are looking for value for money, excellent service and quality in a 

sunny destination on the Mediterranean (Pearce 2005; Sharpley 2007).

8.3 Flights to Cyprus 

The  second  section  of  the  questionnaire  sought  to  identify  the  airline 

influence on choosing Cyprus as tourist destination. It is important to note 

that, since Britain is one of the most important tourism generating countries 

for Cyprus, effective airline networks are a priority. The United Kingdom is a 

country  with  many  airports  dispersed  throughout  the  country, with  the 



majority having a connection with Cyprus (DCA 2007). In particular, for the 

months of July and August 2007, 65.6% and 52.9% respectively of total 

tourism arrivals were of British origin (Statistical  Service 2007). The vast 

majority of  the respondents highlighted that they used the same airline 

(98.3%) to fly to Cyprus and to return to the UK. In the case of the airport 

used, 99% fly to and from the same one and only 1% fly to and from a 

different one. The airline choice for those who have visited Cyprus before 

indicates  a  variety  of  choice with  regard  to  the  airline  used,  including 

schedule, charter, and LCC. In addition, the respondents mentioned other 

carriers such as XL, Monarch, Britannia and Thomson Fly (Table 8.6).

The  main  focus  of  investigation  involves  the  degree  of  agreement  (1 

Strongly Agree) to the degree of disagreement (5 Strongly Disagree) in terms 

of  mean scores  with  regard  to  price,  the  internet  influence, the  airline 

influence and airport influence (Table 8.7). The lowest mean score (2.66) was 

recorded in the statement regarding the airport’s influence and the second 

one was the statement ‘the airline ticket was the cheapest available’ (mean 

2.71). In seeking to identify the airline influence for this particular trip to 

Cyprus, this attribute recorded a mean score of 2.73.

Table 8.6: Airline Choice to Cyprus
Airline Choice N % %
Flag Carriers 
Cyprus Airways 62 19.4 36.9
British Airways 58 18.1 34.5
Lufthansa 8 2.5 4.8
Charter, LCC & Hybrid
Other – Monarch, My travel 55 17.2 32.7
Thomas Cook 46 14.4 27.4
Eurocypria 29 9.1 17.3
Other 13 4.1 7.7



Aegean 3 .9 1.8
Austrian Airlines 1 .3 .6
Total 310 100. 100.

 (N.B: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)

Table 8.7: Airline influence for travelling on this particular trip to 
Cyprus

N
M

ean SD
The departure airport influenced my choice of the
 airline for this particular trip

28
6

2.66 1.215

The airline ticket was the cheapest available 28
6

2.71 1.271

The airline did not influence my choice of
Cyprus for this particular holiday

28
4

2.73 1.327

The airline ticket was part of an integrated package
 I bought for this particular trip to Cyprus

28
1

2.96 .999

I found the flight when searching the internet 27
9

3.40 1.100

I found the ticket on an airline’s website as a special 
offer

28
1

3.94 1.498

I received an advertisement for Cyprus from 
the airline with which I am a frequent flyer

28
0

4.05 1.611

(N.B: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)

In  looking to define whether the airline ticket was part of  an integrated 

package,  it  is  interesting  to  note  that  the  respondents’  statements  are 

extended into ‘Strongly  Agree’  (29.9%) and ‘Agree’  (13.5%) to  ‘Strongly 

Disagree’ (28.1%) and ‘Disagree’ (13.2%) with a mean score of 2.96. On the 

next  set  of  attributes,  it  can be argued that  Cyprus  was not a  random 

decision because the choice is not a derivative of an internet search (mean 

3.40) or a special offer (mean 3.94) or an advertisement (mean 4.05). The 

above discussion is  rather indicative that British tourists are not directly 



influenced  by  an airline network but support the  view that Cyprus is  a 

popular destination for holidays (RAI 2006).

As far as the income groups are concerned, the majority of the attributes do 

not record any difference among the four groups. However, in the case of 

those  whose  annual  income  was  ‘£30.000-49.000’  (Table  8.8),  the 

‘opportunity to combine with a cruise to the Greek islands and Egypt’ does 

not seem to have affected their decision-making with regard to coming to 

Cyprus in comparison to the other groups. The other statistical differences 

among the groups is with regard to ‘Hospitality and Service’, ‘of the short 

distance from my country’, ‘I found the flight when searching the internet’, 

and ‘the airline ticket was part of the integrated package I bought for this 

particular trip to Cyprus’ attributes with the ‘Less than £10,000’ having the 

highest mean score. 

Table 8.8: Kruskal Wallis –Reasons for choosing Cyprus 
N X² d p 

Sig.
Overall Mean

Reasons for  Choosing Cyprus
Sunny weather and warm sea 23

8
1.178 3 .758

Wealth of cultural sites 23
6

8.050
3 .045 >10.000 (UK£)

To combine with a cruise to the Greek 
islands and Egypt

23
9

8.115 3 .044
30.000- 
49.000(UK£)

The cost of the holidays suited my 
budget

23
1

6.484 3 .090

Hospitality and service 23
8

12.13
4

3 .007 >10.000 (UK£)

Convenient airlines linkages 23
8

6.892 3 .075

Due to the short distance from my 
country

23
4

8.250 3 .041 >10.000 (UK£)

To visit my friends and relatives 23
8

7.694 3 .053

Due to past experiences 22 3.979 3 .264



8
I own a second home 22

8
4.141 3 .247

For a particular activity (e.g. Golf) 22
8

3.454 3 .327

Airline Influence to travel to Cyprus 
The airline ticket was the cheapest 
available

23
0

1.582 3 .663

I found the flight when searching the 
internet

22
4

7.385 3 .061 >10.000 (UK£)

The airline did not influence my choice of 
Cyprus for this particular holiday

22
7

3.083 3 .379

I received an advertisement for Cyprus 
from the airline with which I am a 
frequent flyer

22
6

4.346 3 .226

I found the ticket on an airline’s website 
as a special offer 

22
6

2.225 3 .527

The departure airport influenced my 
choice of the airline for this particular trip

23
0

7.145 3 .067

The airline ticket was part of an 
integrated package I bought for this 
particular trip to Cyprus

22
6

8.488 3 .037 >10.000 (UK£)

 (N.B.  1:  Overall  mean  ranking  –  represents  the  statistical 
significance (p= and > to .05 no difference among the groups) and 
indicates which groups differs.  
N.B. 2: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)

8.4 General Airline Attributes

In this section, the general attributes that represent section three of the 

questionnaire will be analyzed (Appendix Three). In particular, the main aim 

of  the last  part of  the questionnaire  is  to  describe the airline choice in 

relation to several attributes which include – fares, airline brand, airports, 



service,  type  of  airline  and  holiday frequencies  (Table  8.9).  The  use  of 

descriptive statistics with the illustration of the mean scores was conducted 

in  an attempt to identify  the degree of  agreement and disagreement  in 

relation to different sets of variables (Table 8.10). In terms of the airline 

attributes in terms of holiday trips, the overall mean scores reveal a similar 

behaviour, with the majority of the replies recording a mean score of more 

than 2 (Table 8.10). . As mentioned in Chapter Three, airports are important 

entities that play a major role in airline conduct and behaviour, and influence 

passenger demand for a destination (Bruinsma et al. 2000; ELFAA 2004). 

However, the most important attribute in the overall ranking, with a mean 

score of 1.65, is the distance of the airport from the traveller’s place of 

residence.  

Table 8.9: Airline Attributes 
Attributes
Fares Cheap Expensive Package
Airline brand Positive Negative
Airports Regional Hubs Distance Procedures

Service
Full service bar 
& meals

No-in-flight 
service

First class Economy class

Type of 
airline

Scheduled Charter LCC

Holiday trips
Last minute 
offers

LCC fares Cheap flights Airline services

  (Source: Author)

Table 8.10: General Airline Attributes 

General Airline Attributes
N

M
ean SD

I prefer to travel with an airline that flies from the 
nearest

288 1.65 1.098



 airport to my place of residence
I prefer to travel from airports with simplified 
check-in procedures

287 2.28 1.101

I prefer to travel from regional airports to my holiday 
destination

286 2.47 1.135

The airport from which my flight is flying
 is irrelevant to me (R)*

285 2.47 1.212

I never  travel with the same airline for my holidays 
as I use for business travel (R)

282 2.50 1.107

I always fly economy on holiday 285 2.52 0.778
My choice of airlines is usually determined by the 
package I buy

288 2.54 1.204

I never  travel with Low Cost Carriers for my holidays 
(R) 

284 2.59 1.053

The brand image of the airline I will fly with for 
my holidays is not important (R)

287 2.67 1.060

I always book the airline ticket for my holidays 
directly from the internet

287 2.69 1.040

I prefer to travel with airlines that offer full
 service (bar & meals)

286 2.73 1.076

I prefer to travel with the cheapest airline on my 
holidays

287 2.76 1.275

I travel more frequently in comparison to 
the past because of the availability of more cheap 
flights

283 2.80 1.088

I always choose airlines with a positive brand image 288 2.86 1.272
I travel more frequently than in the
 past because of greater choice in terms of airlines

287 2.89 0.914

I prefer to travel from main hub airports for my 
holidays

287 2.96 1.280

I often decide to go on holidays because
 of cheap/promotional fares and/or last minute offers 
found while searching the internet

289 3.04 1.134

I always travel with scheduled carriers on my holidays 276 3.07 1.071
I often decide to go on extra holidays or mini-
breaks to different destination because of a low cost 
carrier fares

285 3.10 1.157

I always travel with charter airlines on my holidays 287 3.18 1.235
I receive email alerts for special airline offers to 
different destinations

282 3.33 1.000

My choice of airline affects my choice of
 accommodation (e.g. Low Cost Carriers and Budget 
Hotels)

285 3.62 0.908

My choice of airline is determined by the weight 
allowance 

285 3.72 1.197

I always travel with the same airline company 
on my holidays because I feel safer

284 3.79 1.023

My choice of airline is determined by the loyalty 
scheme

284 3.96 1.041



I always travel first class on my holidays 285 4.13 1.035
* (R) = reverse negatively listed attributes 
(N.B.: N represents the number of the respondents’ responses for 
each attribute)
(Source: Author)

Another determinant for airline choice is ‘seat classification’ in an attempt to 

identify  the  response of  leisure  travellers  to  in-flight  service  and  price 

relations. The results of this particular group of questions prove even more 

that  leisure passenger are sensitive to price, thus they choose to travel 

‘economy’ (ELFAA 2004) (mean 2.52). In the statement, ‘My choice of airline 

affects my choice of accommodation’ reveals that this does not affect the 

accommodation choice, with a mean score of 3.62. Additionally, a  factor 

that does not constitutes a determinant with regard to airline choice is the 

weight allowance which may involve sports equipment such as golf clubs, 

water sports equipment and bicycles. This question relates to the activities 

in  the destination where 12 respondents represents 4.0% (n =840) who 

played golf and only 1.7% (n =5) who were involved in cycling activities. 

Thus, for the respondents, weight allowance is not a factor that affects the 

airline  choice as  the mean score  was  3.72 (Neither  Agree nor  Disagree 

36.1%, Disagree 27% and Strongly Disagree 28.4%).

Thus,  plurality  in  the  airline  choice in  terms  of  service and  fares  is  a 

motivator  towards  taking more  holiday trips per calendar year (Graham 

2001; ELFAA 2004). Additionally, a cheap airline fare leads to more holiday 

trips  but  it  is  important  to  identify  the  extent to  which LCC  fares  can 

stimulate a greater demand for holiday trips (Graham 2006; ELFAA 2004; 



Ryan & Birks 2005; Franke 2007). Many studies suggest that the status of 

the  airline  industry  has  influenced more  people  to  travel  with  the  LCC 

carriers,  not  only to displace traffic  from traditional carriers, but also to 

generate new travel (Dennis 2004; ELFAA 2004). 

In terms of airline mode/type attributes, it is again revealing that tourists 

have no loyalty concerning the type of the airline they are willing to fly with 

for their holidays (Ryan & Birks 2005).  Evidently, the recent history of air 

transport has revealed that airline passengers are more than willing to trade 

off any additional services for a cheaper ticket (ELFAA 2004). It is vital to 

note and assess the influence of the internet in terms of airline choice. It is a 

powerful  tool  in  terms  of  retrieving  information  and  arranging  tourism 

itineraries. 

The replies to this question supports even further the previously mentioned 

results  that  the  internet  was  the  most  important  source  of  information 

concerning  this  particular  trip  to  Cyprus,  and  that  many  booking 

arrangements were accomplished electronically. In terms of online influence 

with regard to airline choice, it seems evident that most of the respondents 

did not receive any alerts for special airline offers, since they recorded a 

mean score of 3.33. This might be relevant to the fact that holiday travellers 

are not dedicated and loyal to any airline brand in particular, and they have 

flexible airline choices (Boopen 2006). However, some are highly influenced 



by  cheap airline  fares  that  can lead to  shorter  duration holiday breaks 

(ELFAA 2004; RAI 2006). 

In  the  case  of  ‘total  household  income’  groups,  there  is  a  statistical 

difference in the attributes ‘I always choose airlines with a positive brand 

image’ and ‘My choice of airline affects my choice of accommodation (e.g. 

Low Cost Carrier  and Budget  Hotel)’  with the ‘less than £10,000’  group 

having a higher mean score. In addition, the ‘more than £50,000’ group had 

a higher mean score with regard to ‘I often decide to go on holidays because 

of cheap/promotional fares and/or last minute offers found while searching 

the internet’. Finally, with regard to ‘the airport from which my flight is flying 

is  irrelevant to  me’  attribute,  there  was statistical  significance with the 

‘£30,000 – 49,000’ group recording a relatively high mean score (Table 8.11). 

The  above  discussion  has  presented  the  attitudes  of  leisure  travellers 

towards airline services. The analysis reveals that the main forces that affect 

decision-making are primarily the airport in terms of the distance to their 

place of  residence,  supplemented by  attributes  that  relate to  simplified 

check-in  procedures.  It  is  important  to  note  that  the  respondents  are 

interested in airline service at lower fares, and they are willing to trade off 

good service for a lower price. 

In general, holidaymakers are neither loyal to any particular airline company, 

dedicated to any particular airline brand, nor do they have a preference for 

one particular  type (e.g. LCCs). However,  they prefer  integrated holiday 



packages,  which are  a  ‘convenient  purchase’.  The  internet  is  the  most 

popular  source of  information and for  making all  the necessary booking 

arrangements. In general, the above discussion does not reveal a strict path 

in terms of the different attributes. Nevertheless, the main conclusion is that 

the consumer is looking for convenience and has the knowledge to decide on 

holiday trips. 



Table 8.11: Airline Attributes and Income - Kruskal Walls Test
General Airline Attributes N X² d Sig.

 
Overall mean 

I never travel  with the same airline for my holidays as I use for business travel (R)* 22
8

3.81
2

3 .282

I prefer to travel with the cheapest airline for my holidays 23
3

4.79
3

3 .188

I never travel with Low Cost Carriers for my holidays (R) 23
2

3.95
4

3 .268

My choice of airlines is usually determined by the package I buy 23
3

9.91
4

3 .019

I always choose airlines with a positive brand image 23
4

7.90
9

3 .048 >10.000 (UK£)

I prefer to travel with airlines which fly from the nearest airport to my place of residence 23
5

6.90
0

3 .075

I prefer to travel from regional airports for my holidays 23
3

6.38
1

3 .094

I prefer to travel with airlines that offer full service (bar & meals) 23
2

1.70
3

3 .636

The brand image of the airline I will fly with for my holidays is not important (R) 23
4

3.90
5

3 .272

I prefer to travel from main hub airports for my holidays 23
4

1.03
3

3 .793

I always travel with charter airlines for my holidays 23
5

1.03
6

3 .792

I often decide to go on holidays because of cheap/promotional fares and /or last minute 
offers found while searching the internet

23
8

13.2
23

3 .004 50.000(UK£)

I travel more frequently in comparison to the past because of more choices in terms of 
airlines

23
7

1.44
4

3 .695

I receive email alerts for special airline offers to different destinations 23
3

3.19
6

3 .362

My choice of airline is determined by the loyalty scheme 23
5

1.75
4

3 .625

I often decide to go on extra holidays or mini-breaks to different destinations because of 
a Low Cost Carrier fares

23
5

1.00
7

3 .800

I always travel economy on my holidays 23
5

3.11
8

3 .347

I always travel with scheduled carriers on my holidays 22
8

2.28
4

3 .516

I always book the airline ticket for my holidays directly from the internet 23
6

2.50
1

3 .475

The airport from which my flight is flying is irrelevant (R) 23
4

9.47
9

3 .024
30.000–  49.000 
(UK£)

I prefer to travel from airports with simplified check-in procedures 23 3.05



* (R) = reverse negatively listed attributes 
(N.B 1: Overall mean ranking – represents the statistical significance (p= and > to .05 no difference among the 
groups) and indicates which groups differs.

N.B 2: N represents the number of the respondents’ responses for each attribute (Source: Author)    



8.5 Multivariate analysis – Factor analysis 

As mentioned in Chapter Five, factor analysis (Table 8.12) is an effective 

method for segmenting British tourists in terms of a set of different airline 

attributes and for identifying different patterns among the sample. The main 

theme of the investigation is to understand the criteria for airline choice. 

Factor analysis groups together variables ‘by reorganising and reducing the 

amount of output’ by ‘data reduction’ (Schmidt & Hollensen 2006). In this 

particular research, Q.19 contains 26 variables, thus the total correlation 

matrix is 676 (26*26), which were reduced to 24 meaningful constructs (Jang 

et al. 2004:37). 

In this particular case, the suitability of factor analysis is indicative in the 

Correlation Matrix,  which reveals  that  the  correlation coefficients  of  the 

variables is more than .30 (Pallant 2003). The next step is to identify the 

KMO’s value which is .744 (Table 8.13), meaning that it is more than .6, 2/3 

(33%) of the common variance, thus factor analysis is suitable (Kazak et al. 

2002). The Barlett’s Test of Sphericity must be significant (Sig. Value equal to 

.05 or less). In this case it is significant with p=000. In addition, the sample 

size is more that 150 indicates that this approach is suitable (Pallant 2005). 

Table 8.12:  Analytical Steps 
Analytical 
Steps

Analytical method

Step 1 Suitability of the data for factor analysis (Kaiser-Meyer-
Olkin) (KMO) 

Step 2 Determination of the  number of the Factors –Scree Plot
Step 3 Orthogonal factor rotation  - Varimax rotation



Step 4 Final Factors – Analysis 
(Source: Author)

Table 8.13: KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy

.744

Bartlett's Test of Sphericity
Chi-
Square

df. S
ig.

1653.931 32
5

.
00
0

(Source: Author)

In order to determine the number of the factors to be extracted, the total 

variance table should be used in order to identify that the factors’ Eigen 

value  are  more  than  1.  In  this  particular  case,  eight  components are 

extracted (4.315, 2.828, 2.031, 1.462, 1.384, 1.252, 1.209 and 1.069). These 

eight components have a cumulative extraction sum of 59.804%, a high 

percentage  in  relation  to  the  input  of  variables.  The  Scree  Plot  is  an 

important indication of how many factors should be retained (Pallant 2005). 

Thus, it is more appropriate in factor determination to use the components 

above the ‘elbow’ of the plot, which, in this particular case, are three in 

numbers (Pallant 2005) (Figure 8.1). The next step is to rotate the three 

factors so that they can be interpreted in accordance with the common 

pathways and patterns.  Orthogonal factor  rotation is  employed with the 

Varimax rotation technique since it enables a better interpretation (Pallant 



2003). The results of the Varimax rotation are shown in Table 8.14, where 

only factor loadings greater that 0.30 are presented. 

Figure 8.1: Factor analysis – Scree Plot

(Source: Author)
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Variance distribution was re-adjusted and component one explains 13.67% of 

the variance, component two explains 11.116% and component three carries 

10.542%. The total variance is the same (35.285%) as it was before the 

rotation  (Table  8.14).  In  particular,  Factor  1  contained  13.627%  of  the 

variance, with an Eigen value 4.315 and groups together attributes related 

to service,  thus it is labelled as ‘customer service’. Factor 2 is labelled as 

‘Price Sensitive, Internet’, and contained 11.116% of the total variance, and 

an Eigen value of 2.828 with the attribute groups being particularly related 

to the purchase decision. Finally,  Factor 3 which explains 10.542% of the 

common variance with an Eigen value of 2.031, groups together attributes 

associated with ‘choice of airline business model/airport type’, and for that 

reason is labelled as ‘Selection in terms of travel behaviour’  Total airline 

attributes were decreased from 26 to 24. The responses of the two attributes 

were very low and, for that reason, they were not included in the factors 

extraction. 

The results of the factor analysis suggest that leisure travellers’  decision 

regarding airline trips is guided by three important parameters. The first is 

based on  ‘customer  service’  which  includes  attributes  in  terms  of  seat 

classification,  loyalty schemes, weight allowances and safety.  The second 

factor relates to airline price and online bookings and how they are related. 

In the final factor, the main parameter in terms of airline booking is ‘travel 

behaviour’, such as the different airline models and airports. The next part 

takes into consideration and segments British tourists into 3 main clusters in 

terms of airline attributes.



The  previous  discussion  revealed the  ability  of  tourists  to  create  ideal 

tourism deals by using the internet to both retrieve information and book 

holidays. The results of factor analysis are indicative and prove that tourists 

value  customer  service  on  the  part  of  the  airlines.  This  adds  to  the 

discussion  in  Chapter  Seven  with  regard  to  airline  innovation  as  an 

enhancement of customer service. Additionally, airline choice is guided by 

price that leads to an increase in the frequency of holiday trips with the 

destination being an important pull factor. In general, consumer behaviour 

with regard to the airline attributes has proved to be diversified, and indeed 

tourists are well informed on recent airline developments. 

Table 8.14: Factor analysis (Varimax rotation) ‘Airline attributes - 
holiday trips
                                                                                                 1 
2              3    
Factor 1 = Customer Service 
I always travel first class on my holidays .724
My choice of airline is determined by the loyalty 
scheme

.683

My choice of airline is determined by the weight 
allowance (sports equipment, luggage)

.676

I receive email alerts for special airline offers to 
different destinations

.575

I always travel with the same airline company on 
my holidays because I feel safer

.545

The airport from which my flight is flying is 
irrelevant to me

.508

My choice of airline affects my choice of 
accommodation (e.g.. Low Cost Carrier and Budget 

.450



Hotel)
I travel with the same airline for my holidays as I 
use for business travel

.385

Factor 2 =Price sensitive & Internet 
I often decide to go on extra holidays or mini-
breaks to different destination because of a low 
cost carrier fares

.652

I travel more frequently in comparison to the past 
because of the availability of more cheap flights

.647

I prefer to travel with the cheapest airline on my 
holidays

.629

I often decide to go on holidays because of 
cheap/promotional fares and/or last minute offers 
found while searching the internet

.579

I travel more frequently in comparison to the past 
because of more choice terms of airlines

.540

I always travel economy on my holidays .414
The brand image of the airline I fly with on my 
holidays is not important

.381

I always book the airline ticket for my holidays 
directly from the internet

.367

Factor 3 =  Selection in travel behaviour 
I always choose airlines with a positive brand image .632
I always travel with scheduled carriers for my 
holidays

.570

I always travel with charter airlines on my holidays .557
I prefer to travel from main hub airports on my 
holidays

.535

I travel with Low Cost Carriers on my holidays .462
I prefer to travel with airlines which fly from the 
nearest airport to my place of residence

.370

I prefer to travel with airlines which offer full 
service meals

.314

I prefer to travel from regional airports on my 
holidays

.286

Eigen Value 4.315   2.828  2.031
Common Variance explained
Cumulative Variance explained

13.627
%
13.627
%

11.116
%
24.743
%

10.542
%
35.285
%

 (N.B. 1: Negative Factors were reversed
 N.B.  2:  Statistics  are  associated  with  each  number  of  the 
statements to indicate correlation and co-efficiency of each factor 
explained for every attribute)
(Source: Author)



8.6 Multivariate analysis – Cluster analysis 

 
As mentioned in Chapter Five, ‘Two-Step’ Cluster analysis was conducted for 

British tourists travelling to Cyprus in an attempt to segment the market into 

homogenous groups (Jang et al.  2004) based upon the airline choice for 

holiday trips.  In  this  study, the purpose of  cluster  analysis  has been to 

explore the different attributes of specific group characteristics in a set of 

general  airline attributes  for  holiday travel. The use of  Two Step Cluster 

analysis is  particularly  appropriate for  this  particular  research,  given the 

number  of  respondents  (n  =  300)  with both categorical  and continuous 

variables (Norusis 2008; Brophy et al. 2006) (Table 8.15). 

Two-Step Cluster  is  an inductive method (Punj  & Stewart 1983:135)  that 

measures the distance between the situations based on both continuous and 

categorical  variables (SPSS 2006).  The results of  the cluster  analysis  are 

eliminated into 187 valid cases (62.3%) and excluded (113 cases 37.7%) as 

missing values. It accounts for 62.33% of the total sample which is more than 

half,  and  is  considered  to  be  sufficient  (Norusis  2008).  The  algorithm 

extracted  the  cases  and  categorized  them  into  three  main  clusters  in 

accordance with the demographics and airline attribute responses (Tables 

8.16, 8.17, 8.18). 

In particular, for a better definition of the cluster profiles, we have employed 

a Non Parametric test - Kruskal Wallis analysis (K independent samples) to 

test for significant differences in socio-demographic variables between the 



clusters and the airline attributes. The results indicate that there are no 

statistical differences for the three clusters (Table 8.16).

Table 8.15: Variable for Two- Step Cluster analysis
Categorical Variable Questio

n
Continuous Question 

First Visit to Cyprus (No, Yes) 1 Age 22
Gender (Male, Female) 21 Length of Stay 3
Only holidays  for  the  year? (No, 
Yes)

6 Travel Size 9

Annual Household Income 26
Airline Attributes 19
(Source: Author)

Table 8.16: Variable for Two- Step Cluster analysis –Travel Profile – 
Frequencies 

Cluster 1
Traditional

Cluster 2
Demanding/ 
Opportunists

Cluster 3
Ambivale

nt
Sign

.
p

N 61 68 58
% 32.6% 36.4% 31.0%

Mean Mean Mean
Average Travel size 3.52 3.04 5.31 .300
Age 41.64 39.35 38.21
Nights 11.52 10.26 10.36
Gender Number Number Number
Male 32 29 28
Female 28 39 30 .572
First Visit to Cyprus
No 39 37 36
Yes 22 31 19 .555
One holiday per 
year?
No 24 36 22
Yes 37 31 36 .986
Household Income 
Less than £10.000 1 1 0
£10.000-29.000 8 13 14
£30.000-49.000 18 18 20
More than £50.000 34 36 24 .255
(N.B: Sign. p value is calculated based on Kruskall Wallis test) 



(Source: Author)



Table 8.17: Clusters – Mean Scores & Kruskall Wallis Test
General Airline Attributes

Cluster 1
Traditiona

l

Cluster 2
Demanding/ 
Opportunisti

c

Cluster 3
Ambivalen

t

X²
P 

value

Overall 
mean
Ranking

I travel with the same airline for my holidays as I use for business travel (R)
1.62 1.01 1.91

24.88
2

.000 Cluster 2

I prefer to travel with the cheapest airline on my holidays 1.90 2.35 2.31 7.587 .023 Cluster 1

I travel with Low Cost Carriers on my holidays (R)
1.56 1.18 1.91

18.12
0

.000 Cluster 2

My choice of airlines is usually determined by the package I buy 2.89 2.76 2.29 5.585 .061

I always choose airlines with a positive brand image
2.69 3.16 2.45 11.84

5
.003 Cluster 2

I prefer to travel with airlines which fly from the nearest airport to my place of 
residence

1.51 1.62 1.71 2.023 .364

I prefer to travel from regional airports on my holidays 2.62 2.43 2.41 1.225 .542
I prefer to travel with airlines that offer full service (bar & meals) 2.51 3.00 2.57 7.574 .023 Cluster 2

The brand image of the airline I fly with on my holidays is not important (R)
2.21 2.71 2.12

12.64
6

.002 Cluster 3

I prefer to travel from main hub airports on my holidays 2.95 3.07 2.74 4.031 .133
I always travel with charter airlines on my holidays 3.13 3.38 2.95 5.553 .062
I often decide to go on holidays because of cheap/promotional fares and/or last minute 
offers found while searching the internet

3.61 3.24 2.83
14.59

6
.001 Cluster 1

I travel more frequently in comparison to the past because of more choices in terms of 
airlines

3.26 2.78 2.66
12.14

4
.002 Cluster 1 

I receive email alerts for special airline offers to different destinations
3.52 3.49 2.83 12.08

5
.002 Cluster 2

My choice of airline is determined by the loyalty scheme
3.98 4.63 3.31 76.67

7
.000 Cluster 2

I often decide to go on extra holidays or mini-breaks to different destination because of 
a Low Cost Carrier fares

3.41 3.00 2.88 6.450
.040 Cluster 1

I always travel economy on my holidays 2.79 2.24 2.67 9.653 .008 Cluster 1

I always travel with scheduled carriers on my holidays 2.98 3.43 2.91 7.605 .022 Cluster 2
I always book the airline ticket for my holidays directly from the internet 2.98 2.62 2.69 4.204 .122
The airport from which my flight is flying is irrelevant to me (R) 2.69 1.18 1.60 7.658 .022 Cluster 2
I prefer to travel from airports with simplified check-in procedures 2.31 2.21 2.26 1.185 .553

I always travel first class on my holidays
4.30 4.71 3.64

56.44
3

.000 Cluster 2

I travel more frequently in comparison to the past because of the availability of more 
cheap flights

3.23 2.51 2.57
18.09

2
.000 Cluster 1

My choice of airline affects my choice of accommodation (e.g.. Low Cost Carrier and 
Budget Hotel)

3.95 3.90 3.12
38.16

7
.000 Cluster 1

My choice of airline is determined by the weight allowance (sports equipment, 
luggage)

4.08 4.10 3.03 53.80
1

.000 Cluster 3

I always travel with the same airline company on my holidays because I feel safer
3.87 4.47 3.24 55.23

1
.000 Cluster 3



* (R) = reverse negatively listed attributes  
(N.B Overall mean ranking – represents the statistical significance (p= and > to .05 no difference among the 
groups) and indicates which groups differs.)
(Source: Author)                                                                                                                             



A  major  component  of  cluster  analysis  is  ‘cluster  definition’  of  ‘…clear 

guidelines  for  determining  the  boundaries  of  clusters’  (Punj  &  Stewart 

1983:136). Thus, cluster definition is subject to individual will or judgment 

without restriction (Punj & Stewart 1983). The criteria for the definition are 

established  in  accordance  with  the  ‘discipline  and  the  purpose  of  the 

researcher’  (Punj  &  Stewart  1983:136).  Different  alternative  statistical 

strategies and combinations were used so that the profile of each cluster 

could be defined (SPSS 2006; Dolnicar 2002; Norusis 2008). In particular, the 

Kruskal  Wallis  Test was employed in  terms of  the attributes  ‘reasons for 

choosing Cyprus as a destination for holidays’ (Table 8.18) and the ‘airline 

influence on choosing Cyprus on this particular trip’ (Table 8.18) and ‘general 

airline attributes’ (Table 8.17).

Cluster  1,  is  labelled  as  ‘Traditional’  (N=61),  cluster  2  as 

‘Demanding/Opportunists’ (N=68) and cluster 3 (N=58) as ‘Ambivalent’. The 

three  clusters  have  similar  characteristics  in  terms  of  demographics, 

destination accommodation choice, travel party,  and information for  this 

particular  trip.  In  terms  of  activities  undertaken  during  the  holidays, 

‘Traditional’ and ‘Demanding/Opportunists’  have the same characteristics, 

with cluster 3 ‘Ambivalent’,  differing in terms of the third activity (Table 

8.19). It seems that the ‘traditional’ group are more concerned with ‘price’ in 

relation to booking arrangements, whereas ‘Demanding /Opportunists’ are 

still concerned with price matters and they tend to search the internet and 

receive email alerts for special airline offers (Table 8.19). The ‘Ambivalent’ 

cluster  group tends to  be  guided in  choosing holidays by  the activities 



available  at  the  destination,  or  the  destination  as  such,  as  the  most 

important components in their decision-making (Table 8.19). 

Table 8.18: Kruskal Wallis Tests - Cyprus Attributes and Clusters 

X²
Asym
p. Sig.

Overall 
mean 

Ranking 
Reasons  to choose Cyprus for 

Holidays
I am interested in the wealth of cultural 
sites

.808 .668 > .05

The opportunity to combine with a cruise 
to the Greek islands and Egypt

19.025 .000
<.05 
Cluster 2

The cost of the holiday suited my budget 2.410 .300 >.05
Hospitality and service .039 .981 >.05
Convenient airlines linkages .049 .976 >.05
Due  to  the  short  distance  from  my 
country

5.721 .057 >.05

Due to  the  opportunity  to  visit  friends 
and relatives

6.537 .038
<.05 
Cluster 1

Due to past experiences .869 .648 >.05
I own a second home 4.466 .107 >.05
Sunny weather and warm sea

7.493 .024
<.05 
Cluster  3

Airline Influence 
The airline ticket was the cheapest 
available

9.316 .009
<.05 
Cluster 1

I found the flight  with the hotel when 
searching the internet 

8.481 .014
<.05 
Cluster 2

The airline did not influence my choice of 
Cyprus for this particular holiday

5.976 .050  =05

I received an advertisement for Cyprus 
from the airline with which I am a 
frequent flyer

40.484 .000
<..05 
Cluster 2

I found the ticket on an airline’s website 
32.641 .000

<..05 
Cluster 2

The departure airport influenced my 
choice of the airline for this particular trip

2.412 .299 >.05

The airline ticket was part of the 
integrated package I bought for this 

5.180 .075 >.05



particular trip to Cyprus
 (N.B: Overall mean ranking – represents the statistical significance 
(p= and > to .05 no difference among the groups and indicates 
which groups differs) 
(Source: Author)



Table 8.19. Clusters’ Profiles – Trip to Cyprus
Cluster 1 (N=61)

Traditional 
Cluster 2 (N=68)

Demanding/ Opportunists 
Cluster 3 (N=58)

Ambivalent 
Characteristic
s 

Travel in Groups Travel in Groups Travel in Groups

Early 40s Late 30s Late 30s
Average length of stay  11.52 
nights 

Average length of stay  10 .26 nights Average length of stay  10.36 nights

Equally to both genders Equally to both genders Equally to both genders
Holidays  1+ per year Holidays  1+ per year Holidays  1+ per year
Mid to Upper Income Mid to Upper Income Mid to Upper Income

Destination Paphos – Ayia Napa Paphos – Ayia Napa Paphos – Ayia Napa
Accommodati
on

Hotel - Villas Hotel - Villas Hotel - Villas

Travel Party Family Family Family
Information Internet Internet Internet 
Booking Booked directly with the airline by 

internet
Tour operator to buy a package Tour operator to buy a package

Tour operator to buy a package Booked directly with the airline by internet Other 
A tour operator to buy a flight online travel agency for flights only I booked directly with the airline by 

internet
Activities Sea, sun and bathing Sea, sun and bathing Sea, sun and bathing

Visited Natural Sites Visited Natural Sites Visited Natural Sites
Sports activities Sports activities Visited Archaeological Sites

Reason  for 
the choice

Sunny weather and warm sea Sunny weather and warm sea Sunny weather and warm sea

Airline influenced the choice Combine with a cruise 
The  opportunity  to  visit  friends 
and relatives

Airline 
Attribute

Chose the cheapest airline ticket Search the internet for airline flights Not influenced by the airlines

Received emails for cheap flights
Searched airline websites for cheap flights 

Travel with the cheapest airline Travel with LCC 



Choose airlines with a positive brand image
(Source: Author)



Table 8.20: Kruskal Wallis Test – Factor analysis and Cluster analysis 

Factors X²
Asymp. 

Sig.
Overall mean Ranking 

Customer Service
78.546 .000

Demanding/ 
Opportunists

Price Sensitive & 
Internet

21.615 .000 Traditional

Travel Behaviour
20.401 .000

Demanding/ 
Opportunists

 (N.B: Overall mean ranking – represents the statistical significance 
(p= and > to .05 no difference among the groups) and indicates 
which groups differs)
(Source: Author)

In an attempt to assess the differences among the cluster groups and the 

three airline factors, the data suggests that there is a statistical difference 

among the groups (Table 8.20). More specifically, in the ‘Customer Service’ 

and ‘Travel  Behaviour’  factors,  ‘Demanding/Opportunist’  tended to  differ 

from the other two segments with a higher overall mean rank. In ‘Price 

Sensitive & Internet’, a difference can be seen with regard to the ‘Traditional’ 

cluster of British tourists. 

8.7 Conclusion 

This chapter has explored the responses of consumers towards holiday trips 

based on airline and destination attributes.  The questionnaire  responses 

have led to useful conclusions with regard to the behaviour of tourists. It is 

rather revealing that leisure travellers can shift from one airline to another 

based on the trip and the destination, but with a central focus on the price 

level of the air ticket (Graham 2006). Convenience is the key element that is 

referred to in terms of the airport’s distance from home and/or simplified 

airport procedures.  Moreover,  destinations as such are  considered as  an 



important  pull  factor  when it  comes to  decision-making. In  the case of 

Cyprus and the British market, the results suggest the popularity of Cyprus 

as a tourism destination. However, the island has become more attractive as 

a result of the excellent and diversified airline network.

 The  above discussion  indicates  that  tourists  tend to  devise their  own 

itineraries directly with the suppliers, with the most popular channel being 

the internet (Yeoman et al. 2006).  The current holiday consumer is flexible 

and is able to compose the ideal tourist package online. This being the case, 

it is necessary for Cyprus to stimulate the interest of more carriers of all 

types  and  modes to  enter  the  market,  so  as  to  be  established as  an 

attractive and accessible destination, especially during the winter months. 

Additionally it is rather revealing that the island remains a popular sea, sun 

and sand destination with this as the main tourist activity. In general, the 

results  have  indicated  the  new  profile  of  tourists.  This  means  that  a 

diversified re-development of tourism on the island is needed. Consumers’ 

preferences imply the expansion of airline services and, at the same time, 

the need to strengthen the importance of tourism planning, based on the 

most important product, which is the triptych of sea, sun and sea. Thus, 

tourism development on the island should be compatible not only with the 

current EU and global trends in the airline industry, but also with consumer 

needs.



CHAPTER NINE

CONCLUSION

9.1 Introduction 

In this final chapter, the various strands of the research agenda are reviewed 

and synthesized,  and conclusions are  drawn in  respect  to  the  aim and 

objectives of the study. As mentioned in Figure 5.2 in chapter five, the aim is 

to examine the relationship between the airline and tourism industries. More 

specifically, the thesis has been concerned with providing an alternative way 

of  conceiving  and  understanding airline  and  tourism  policymaking and 

exploring the effect on consumption and production within the context of 

Cyprus. Put differently, the aim has been to identify  the convergence of 

theoretical and methodological standpoints underpinning airline and tourism 

policies,  and  to  explain  the  reciprocal  and  interactive  ways  they affect 



product developments, innovation and consumption (Figure 5.1, see section 

5.2.1). 

The focus of investigation has been to assess the role of the key social actors 

in  the  policy  process,  coupled  with  a  simultaneous exploration  of  the 

interplay of structural, social and economic dynamics endemic in the wider 

business environment (see chapters six and seven). Innovative practices and 

other emergent global and local dynamics have affected both industries (see 

chapters two and three) and their interrelationship in significant and novel 

ways. At  the same time, an attempt has been made to portray tourists’ 

perceptions  in  terms  of  the  decision-making processes  and  procedures 

pertaining to holiday trips, with an emphasis on airlines (see chapter eight). 

Having said this, the first part of the chapter considers the main findings of 

the research in an attempt to identify the results in respect to the research 

objectives. In parallel, it defines the contribution of this particular study to 

the  existing  body  of  tourism  and  airline  literature.  The  second  part 

summarizes and outlines the main research limitations, and the final part 

highlights some implications for future research.

9.2 Summary of main findings and research contribution 

This  research  has  covered  several issues  that  surround the  airline  and 

tourism industries, in an attempt to address the aim and related objectives 

(see  Figure  5.2).  In  particular,  the  research  has  sought  to  explore  the 



interplay of policy implications, production, and consumption processes in 

the airline and tourism domains. As was mentioned in chapter three, the 

existing literature indicates a lack of adequately determination by the state 

and a reciprocal effect on the two industries (Graham 2008, Forsyth 2008). 

There is also a lack of resources concerning an accurate measurement of 

interaction  and  influence  among  policy,  consumption,  and  production 

patterns. In general, the main contribution of the study is to add to the wider 

knowledge concerning the exact definition and nature of interaction between 

the two industries. 

In order for this to be achieved, policy initiatives, product developments, 

innovation and consumption patterns have been explored and taken into 

consideration. The results of the study enrich the existing theories by adding 

a  contextual  and novel dimension to the interplay of  the two industries 

within  the  European  framework  of  airline  liberalization  provisions.  In 

particular, the focus has been on island destinations, through consideration 

of  the  case  of  Cyprus.  Furthermore,  the  research  contributes  the 

investigation of  innovation as  a  new concept in  the  airline and tourism 

industries,  a  concept  which  lacks  an  accurate  definition  and  needs  a 

thorough examination (Hall & Williams 2008, Scheidegger 2003, Hjalager 

2002, Weiermair 2003, Shaw & Williams 2008, Coles et al. 2009). The next 

parameter of the study has been concerned with the stance of the consumer 

towards airline and tourism trips,  with the aim of  understanding current 

consumer behaviour. 



The research has managed to provide answers and insights to each of the 

objectives and,  at the same time, to fulfil  the research questions. In the 

airline industry, the concept of policy is the main factor that has affected the 

industry as such (objective one). In particular, management procedures in 

the industry derive primarily from a liberal environment as the main policy 

initiative of  the  European Community.  However,  the  airline  respondents 

emphasized the contribution of the new policy to the environment and to 

safety regulations (research question 1.1). The main drawback of the new 

policy is the inability of all member states to understand and to implement 

the EU guidelines appropriately (research question 1.2). 

In general, the deregulation provisions are the main force that changed the 

industry by the introduction of more airlines into the market. This connotes a 

low-fare  strategy,  enhanced customer  service  and,  at  the  same  time, 

strategies  to  respond  to  competition.  Thus,  the  airline  industry  is 

characterized by a diversified approach concerning operations and product 

developments (research question 1.3). Furthermore, a pertinent deployment 

of technology is a priority for the industry at all levels of the conducting of 

business. In  terms of  future  developments  concerning policy remits,  the 

main  outcome  indicates  the  likelihood  of  is  further  consolidation  and 

cooperation among the airline players (research question 1.4). 

As  discussed  in  Chapter  Two,  the  main  impetus  giving  rise  to  the 

homogenization of tourism destinations is attributable to the power of major 

tour operators by their development of identical tourism packages aligned to 



the concept of Fordism (Debbage & Ioannides 1997, Shaw & Williams 2002). 

The  results  of  the  study show the  transition  to  post-  and neo-Fordism, 

evidenced in tourism development that is characterized by a diversification 

of consumption and production patterns, with enriched tourism products and 

varied activities for the destinations (objective two). The main development 

in tourism is an enhanced focus on the way that a destination is experienced 

by the consumer, along with an attempt  to  gain an insight into unique 

dimensions for further development. The island of Cyprus is an indicative 

example of a tourism destination that necessitates a different pattern of 

development  commensurate  with the  emergent  demands of  the  market 

(research question 2.1). The image of the island as a sun, sea, and sand 

destination is no longer a viable locus of attraction. This can be ascribed not 

only to the emergence of new and novel, proxy and similar destinations, but 

also to a perfunctory and ad hoc development that cannot be sustained in 

the long run (research question 2.1). In the case of the tourism industry, the 

EU does not contribute a  direct  policy; however it  contributes indirectly 

within the wider context of the Lisbon Agenda (section 6.3.2). 

As far as the stance of the tourism policy towards the airline industry, it 

should be mentioned that, even with respect to the initial potential of policy 

formation that claimed an in-depth consideration of  airline strategy,  the 

outcome is rather distant (research questions 2.4 and 2.5). This leads to the 

conclusion that there is a gap between the two industries the two industries 

have a  gap and that  this has  been created because  there  is  a  lack  of 

‘cooperation, consideration, coordination and compatibility (4Cs)’ (research 



question 2.5). Notwithstanding the fact that the airlines are considered to be 

important  stakeholders in  the tourism industry,  tourism practitioners are 

rather separated from airline expertise. 

Thus, tourism planning in Cyprus does not thoroughly consider present and 

future  implications  for  the  airline  industry  in  terms  of  policy,  product 

developments and strategic responses. This gap becomes wider given the 

inability  of  the  tourism  industry  to  be  adaptive to  current  trends  and 

developments  –  something that  results,  as  we  have  already  seen,  in 

superficial  and  unsuccessful  planning  orientation.  This  inability  is 

documented by this study, which adds new insight and dimension into the 

existing literature,  and vindicates the complexity of  tourism both as  an 

industry and a system (see sections 4.5, 6.2 and 6.3). The incapacity to 

formulate and implement viable policies in island destinations, which are 

highly  depended  on  tourism,  engenders  many  threats  created  by 

competition. In terms of the airline industry, even if the results suggest a 

lack of consistency in the EU airline policy (see section 6.2), the overall 

impact is significant, because of the entrance of new airlines into the market 

and, at the same time, the flexibility and adaptation of existing carriers in 

adjusting to the new environment. 

Admittedly, the most important product development in the airline industry 

that has caused a reciprocal effect on consumption and production is the 

entrance and strategy of LCCs (see sections 3.5, 3.6 and 7.2) (objective 

four).  As has been illustrated in  chapter  three,  LCC models entered the 



market without being exclusively dedicated to the tourism industry, as in the 

case of charter airlines, but the whole strategy seemed ideal for leisure 

travellers (research question 4.5). Thus, the state of LCCs can be considered 

as  the  link  between  the  tourism  and  airline  industries  with  various 

implications for product developments and innovation, as well  as for the 

travellers. New trends in production for the airline industry have heralded 

the introduction of new customer services that enhance the experience and 

add a new dimension to the airline industry. The future of the airline industry 

indicates market consolidation via the formation of strategic alliances as a 

main  characteristic  of  the  post/neo-Fordism  remits  (see  section  6.2.2) 

(research question 1.4). This has various implications not only for better 

strategy of the carriers, but also for facilitating improved customer services. 

In the case of the tourism industry, the main impetus that has caused an 

alteration in production is the focus on niche products as described in the 

strategic plan of Cyprus (objective three, research questions 3.1 and 3.2). In 

particular, tourism development is associated with an aggregation of various 

activities for  the destination in accordance with a  diversified network of 

consumer choices. This trend reflects the notions of the neo-Fordism angle of 

production pertaining to enriched options for  products and services that 

provide both an opportunity for the consumer to have a powerful role, and 

the  ability  to  satisfy  all  the  required  needs.  The  results  of  the  study 

contribute further to the existing literature in terms of tourism development 

constituting  a  crucial  part  of  the  wider  context  of  the  policymaking 



imperative in tourism (Church et al. 2000, Costa 2001, Pforr 2006, Dredge & 

Jenkings 2007).

An  important  aspect  that  is  aligned  with  new  trends  in  production  is 

innovation. Thus,  this  piece  of  research  has  also  attempted  to  define 

innovation in airline and tourism industries as the primary characteristic of 

the business environment that instigates a defensive and proactive approach 

towards  competition  (research  question  4.2).  Innovation  in  the  airline 

industry  expands from the notion of  enhanced  customer service to  the 

exclusion of any other service, as is depicted via the LCCs’ strategy (see 

section 7.5.3) (research question 4.2). This highlights the current trends of 

consumption, with the consumer being able to switch swiftly to different 

choices and prices. In tourism, airline and tourism interviewees argued that 

innovation  takes  the  form  of  destination  management  and  pertinent 

policymaking and implementation  (see section  7.5.2) (research  question 

3.3). They further argued that planning and development is a priority for not 

only well-established destinations as in the case of Cyprus, but also for new 

and emerging ones.  However,  innovation  in  tourism in  Cyprus  is  not  a 

tangible concept because of the inability of the authorities to reposition the 

island on the tourism map. 

Destinations should be proactive in anticipating and strategically developing 

and  implementing  innovative plans  that  will  ensure  both  viability  and 

sustainability in a highly competitive tourism market. Differentiation is not 

the case in Cyprus because of its similarity as a tourism destination to other 



destinations, and thus the main focus is on the enhancement and provision 

of diversified tourism products of high quality (research question 2.3). This 

focus has many implications for the forces of consumption and production, 

by suggesting that the island should be alert to the market influences in 

order to be compatible to current trends.

The results of the interviewees’ responses suggest that innovation in tourism 

tends to be defined as a re-development of the destination that includes 

certain cultural characteristics (see section 7.5.2). Interesting examples of 

tourism innovation are the incorporation of the Cypriot culture in tourism 

products, or even the implementation of the policy under the framework of 

high quality standards. However, emphasis should also be given to the fact 

that airline participants stated that Cyprus is not at the stage of innovation 

as defined in chapter two (see section 2.4) under Schumpeter (1939), but is 

at the stage of renovation, given the degradation of the tourism product and 

the necessity behind this action. As a result, tourism innovation does not 

provide a substantial impact on the airline industry (research questions 3.4, 

3.5) (see section 7.5.3). 

As we have seen, the island of Cyprus constitutes an interesting case study 

because  it  is  at  the  threshold  of  changes  in  the  airline  and  tourism 

industries. The results of the study suggest that the two industries have a 

different orientation of development and a divergent manner of conduct. The 

main focus is the inability of the tourism authorities to take advantage of the 

full potential of the airline industry with respect to the re-development of the 



island as a tourism destination, given the changes that are taking place in 

the manner and style of consumption (see sections 6.3.1, 6.3.2). The need 

for proper planning in tourism is imperative because of the current profile of 

consumers  and,  at  the  same time,  because of  the  emergence of  new 

destinations that  intensify  competition. Policy  and planning  needs to  be 

prioritized for any destination that aims to remain competitive and to benefit 

from the positives aspects of tourism. In the case of Cyprus, tourism policy is 

a new concept that was dictated by the degradation of the tourism product 

and  the  fierce  competition  from  proxy  Mediterranean  countries.  As  a 

member of the EU, the community has not offered a particular policy in the 

case of the airline industry, but it acts on and affects the island in many 

direct and indirect ways. 

The results reveal that the present tourism business requires effort, and the 

government  should be the main player in  the market  to  coordinate the 

development in accordance with contemporary market trends. Technological 

diffusion  in  all  aspects  of  the  business  environment  and  information 

dissemination relate to an updating and evolution in all levels of business. 

Neo-Fordism characteristics reveal a complicated pattern of production and 

an even more  complicated mode of  consumption (see section 2.3). This 

contradict the existing literature as has been expressed by Shaw & Williams 

(2004), Mowforth & Munt (1998), Debbage & Ioannides (1997), and suggests 

that the plurality of services and choices in the market have established a 

consumption-centred  production  and  production-centred  consumption.  In 

other words, the rapid diffusion of new products in the market establishes 



both  consumption  and  production  as  the  primary  loci  of  power  in  the 

environment. Even if the consumers are powerful enough to dictate their 

needs, this  does not  imply  that  producers  do  not  have  power to  exert 

influence on and alter the scene. This interplay of power is indicative of the 

dynamic, unpredictable, and contingent nature of the market, and that is the 

reason that  a  context-specific  approach, capable of  analyzing subtleties, 

interrelations and contingencies, is crucial.

In terms of the relationship concerning the two industries, the results of the 

study  suggest  a  bipolar  method  of  policymaking  without  sufficient 

cooperation. There is a gap in the orientation of the policymaking processes 

germane to the two industries, whereby the airline industry is the leader and 

tourism an unsuccessful follower in respect to several strategic directions. 

More specifically, powerful stakeholders and organizations do not actually 

interact  pertinently  in  order  to  exchange  ideas  and  to  decide  on 

interconnected  and reciprocally  related issues.  The  results  of  the  study 

suggest that the airline industry is a truly commercial entity with the airlines 

being able to manipulate, adapt and invent new market strategies. Thus, the 

trend of the market is towards privatization, with the role of the government 

being  redefined towards  other  issues  that  are  also  considered  vital.  An 

exception to the rule are the national carriers – for example, the national 

carrier of the island, Cyprus Airways, suffers from economic losses, as the 

company starkly  demonstrates  an  inability  to  confront  competition  (see 

section  6.2.1) (research  question  4.1).  This  is  due  to  the  fact  that  the 

government owns half of the company, something that arguably acts as a 



disincentive  for  the  pursuit  of  increased  profits  and  for  enhancing the 

company’s competitiveness. 

This situation has further implications for the divergence between public and 

private  companies  that  seem  to  differ  in  terms  of  business  conduct, 

behaviour, and strategic execution. In particular, private stakeholders of the 

airline  and  tourism  industries  seem  to  have  more  advanced  and 

sophisticated methods of developing and introducing new products, since 

they try to overcome competition and to remain in the market. In contrast, a 

government-owned company is underpinned by obsolete and complicated 

bureaucratic  procedures  that  hinder  proper  evolution  and  delay  the 

execution of various plans. In the case of tourism and, in particular, when it 

comes to policymaking, planning is contingent on national interest. 

The case of Cyprus shows that the two industries differ in both structure and 

orientation. Tourism is  a national issue that contributes  to the economic 

viability of the island, and thus, a holistic involvement of the public and 

private sectors is imperative. The airline industry is essentially a commercial 

entity where the parties involved aim to increase profits and revenues by 

employing the best possible strategies. The future of the industry entails 

more  changes and an array of  diverse strategic  responses (see section 

6.2.2).  The  most  notable  alteration  is  the  relaxation  of  global  policy 

impediments and the introduction of a truly commercial global industry. This 

obliges Cyprus to be included as a tourism destination in the itineraries of 

non-European airlines. But, as mentioned repeatedly, only destinations that 



have a focus on the consumer and are able to develop those products that 

satisfy  consumers’  needs will  be  successful  in  the  tourism market.  The 

authorities  of  Cyprus  have  demonstrated an  inability  to  ensure  and  to 

stimulate  re-development  and,  at  the  same  time,  to  ensure  close 

cooperation not only with airlines but also with all important stakeholders. 

In terms of the impact of tourism policy on the tourism product, the results 

of the study indicate that, even if  there is a pertinent exploration of the 

different niche markets of development, the outcome is again delayed (see 

section 7.3). The island lacks not only differentiation, but also seems unable 

to adapt to the current methods of production. Undoubtedly, the tourism 

policy in Cyprus was planned in such a way as to reflect the current trends of 

consumption and production, which fall within the context of neo-Fordism. 

However, the results suggest a failure in the actual implementation of these 

parameters that aim to reposition the island on the tourism map with a new 

identity.  The  consumers  still  seek  the  sun  and  sea  products  from 

Mediterranean  destinations;  nevertheless,  a  diverse  and  sustainable 

development will have notable impact on the economy and the social life of 

the country.  

As far as the airline industry is concerned, European policy was the main 

force that led to the inauguration of new airline models and products (see 

section 7.2). This has had many implications for the island, with the most 

notable being the emergence of LCCs into the web of the airline network 

that enables direct online selling (see section 7.4). A diversified cohort of 



airlines engenders a plethora of choices pertaining to different parameters 

such  as  service,  fares,  and  airports,  and  this  consequently  affects  the 

competitiveness of Cyprus as tourism destination (research question 4.7). In 

the  case of  the  national  carrier  of  the  country,  the  results  suggest  an 

inability to respond adequately to the competitive environment (see section 

6.2.1). Therefore, an ability to respond it is deemed imperative to ensure its 

survival given its current quite deplorable niche in the Cypriot market and in 

the tourism industry.

Furthermore, a more effective airline industry has many implications for the 

competitiveness  of  the  island  as  a  tourism  destination,  with  particular 

reference to connectivity and the price of the package (research question 

4.7). In general, there is a reciprocal relationship between the tourism and 

airline industries, but nevertheless, in real terms the results of this study 

suggest  a  gap.  This  gap  reflects  a  lack  of  cooperation,  coordination; 

compatibility and consideration (see section 6.4). The tourism authorities 

represented by the Cyprus Tourism Organization do not play a dynamic role 

in the coordination of all  tourism stakeholders. This is the main issue of 

failure that has led to the gap and it  creates more problems within the 

industry.

The next concept under investigation has been the stance of the consumer 

towards recent airline and tourism changes (objective five). The results of 

both Cluster and Factor Analyses support existing literature by suggesting 

that the profile of the new consumer is characterized by an eager desire to 



be  offered  diversified  choices. In  addition,  the  results  suggest  that  the 

decision-making process of  consumers is  based on judgement  based on 

pertinent  information.  This  outcome  was  also  made  apparent  during 

interviews with the respondents, which repeatedly highlighted the power of 

the consumer in respect to the development of new products, both in the 

airline and tourism industries. The research provides a further insight into 

the concept  of  Fordism and,  in  particular,  neo-Fordism, by  arguing that 

current production patterns are flexible, and businesses, via the utilization of 

the  internet,  have  managed to  access individual  needs and  to  provide 

additional services to the consumer. The consumers exert enormous power 

over suppliers, given the existence of multiple choices and alternatives in a 

neo-liberal economic environment. 

The results suggest that tourists have become more destination-oriented 

and  tend  to  value  experience as  a  priority  in  their  holidays  (research 

question 5.2). Plurality in the airline services provides the opportunity for 

escapism, and the ‘tourism gaze’ (Urry 1990) becomes a reality and a fact. 

Additionally, the results enrich the existing theory which attempts to profile 

the consumer under the Fordism concept (Torres 2002, Ioannides & Debbage 

1997, Mowforth & Munt 1998). The most important attraction for Cyprus is 

the triptych of sea-sun-sand which guides the main activities concerning the 

destination (research questions 5.3-5.4). The main platform for consumers to 

access relevant information is the internet, which is considered to be the 

most effective and up-to-date source of information, and which, at the same 

time, enables the consumer to plan and devise travel itineraries (see section 



8.2) (research question 5.1). Tourists travelling to Cyprus use a diverse range 

of airline companies, which include scheduled airlines, charters, LCCs, and a 

Hybrid Model (see section 8.3) (research question 5.5).

The most important factor for airline choice is the airport and its location, in 

terms of convenience (see section 8.4) (research questions 5.6–5.7). Tourists 

travelling to Cyprus are familiar with the country because of its long tradition 

as a tourism destination, thus the main factor in the decision-making process 

is  the  destination  per  se.  The  role  of  the  airline  in  holiday  trips  is 

documented  by  using  Factor  Analysis  to  suggest  three  main  forces 

influencing holiday trips: ‘Customer Service’, ‘Price Sensitive’ & ‘Selection in 

travel behaviour’ (see section 8.5). Cluster analysis produced three broad 

categories  of  tourists’  profiles,  namely,  the  ‘Traditional’, 

‘Demanding/Opportunist’,  and ‘Ambivalent’  (see section 8.6) that explain 

and elucidate contemporary consumer profiles in relation to the concept of 

destination. In spite of the fact that these profiles have been adequately 

theorized (see Debbage & Ioannide 1998, Torres 2002, Mowforth & Munt 

1998), this study sets out for the first time some of the ‘real life’ features of 

the neo-Fordist tourist.

Destinations of the future will be the ones that will manage to be proactive 

in consumer behaviour and succeed in developing innovative products in the 

tourism context.  Tourism practitioners should more thoroughly consider the 

developments in the airline industry and act accordingly. The only thing that 

currently  matters  for  the  airlines  is  air-traffic,  something that  will  be 



generated and proliferated  within  the  framework of  sustainable tourism 

development.  Thus,  it  is  imperative  for  Cyprus  tourism  authorities  and 

stakeholders to facilitate the development and improvement of the tourism 

product.

9.3 Research limitations 

Upon the  completion of  the study, several limitations are  identified and 

considered. An important limitation has been the lack of sufficient funds that 

might have been used to expand the research both in time and sample size. 

This study would have benefited from several additions, most notably a 

larger sample in both quantitative and qualitative research. In particular, a 

more insightful sample including people outside of Cyprus would have been 

more appropriate and would have provided more insightful ideas. The lack or 

‘absence of voices’ and opinions of experts from various other foreign airline 

companies that operate or are planning to operate in Cyprus from Europe 

might  cause  the  results  of  the  study  to  be  biased  because  of  the 

participation only of people in Cyprus. However, these limitations pertain to 

all  single-case studies whose external  validity is  questioned due to their 

specific context and the difficulty in generalizing outcomes. Nevertheless, 

despite these limitations, single-case studies can provide significant insights 

into complex phenomena the exploration of which necessitates a contextual, 

and hence, a case-study approach (Bloor & Wood 2006) (see section 5.2.1). 



In the case of the airline policy, a limitation results from a sample that does 

not include any key policymakers from the area of the EU, who are directly 

involved in the process of regional policymaking. As well, the sample could 

have included people from the EU tour operators’ sector in order to get their 

opinions regarding the evolution of Cyprus as a package destination, so as to 

define  and  identify  the  differences  through  a  comparative  approach. 

Additionally, it can be argued that the exclusion of people from European 

countries  who  are  more  experienced  in  airline  policy  and  tourism 

management than their Cypriot counterparts can lead to a one-dimensional 

approach of expressing ideas. The reason for not accessing a non-based 

Cyprus sample is attributed, as also mentioned above, to lack of time and 

sufficient funds. 

In terms of the quantitative sample, a limitation also concerns the mono-

ethnic nature of the sample. The research would have been enriched by a 

wider and more diverse sample from different nationalities. A more diverse 

sample  enables  better  understanding  and  provides  the  opportunity  to 

compare and contrast national and inter-cultural differences. Additionally, an 

expanded sample can generate results that are more comprehensive and 

thereby enhance the validity of the research. Cultural differences among 

European countries seem to be a rather neglected factor since the inclusion 

of the countries under the umbrella of the EU. However, cultural differences 

are significant, and it would have been of great interest to identify national 

developments in different countries that have had an effect on consumer 

behaviour  in  relation  to  neo-Fordism-based  holidays.  Identifying  these 



differences will  have  several  implications for  the neo-Fordism debate in 

understanding the extent to which different cultural groups have embraced 

these ideas concerning holidaymaking. In addition, this can be an important 

source of  information for  the case of  Cyprus, as  it  has the potential  to 

provide a more nuanced picture as to which products should be developed in 

order to render the island a more diversified destination. Globalization does 

not  imply  homogenization,  and  therefore  a  western-centred  model  of 

analysis might not always constitute a valid and nuanced way of analyzing 

the ways that local cultures influence neo-Fordism consumption patterns and 

behaviours. 

An additional parameter that could potentially have enhanced the validity of 

the research, would have been the inclusion of another country, in order to 

compare  and  contrast  two  different  socio-political  contexts.  Thus,  the 

research would have been more informative if two or more EU countries (e.g. 

Malta)  were  presented,  resulting  in  better  and  more  comprehensive 

conclusions.  This  would  have  provided a  broader  understanding  on  the 

developments of  the two industries, as  more  valid conclusions could be 

drawn  and  considered.  Additionally,  this  would  have  provided  the 

opportunity to identify whether the results of the study can be generalized. 

Similarly, in the case of tourism policy, it would have been more valid if two 

case  studies  were  compared,  so  as  to  explore  the  process  of  policy 

implementation in more detailed and comprehensive ways. 



Another major limitation pertains to the necessity of further exploring the 

concept of tourism innovation, by taking into consideration the perceptions 

of  other  stakeholders  and  powerful  policymakers  in  more  than  one 

destination. The next drawback results from the political problem in Cyprus 

that remains unsolved and the subsequent inability of the Republic to take 

control over the occupied part of the island. In case of re-unification, both 

the  airline  and  the  tourism  industries  will  be  impacted  positively  as 

mentioned in chapter four (see section 4.10). In a scenario like this, the 

policy of tourism will change so as to include the whole territory, something 

that will render the island a novel tourism destination. In addition, the airline 

industry will expand with the inclusion of airlines of Turkish-Cypriot origin, 

coupled with the introduction of more international airlines that will seize the 

opportunity to diversify their destination network. Thus, given the current 

unstable and unresolved political situation, it can be argued that this piece 

of research constitutes an incomplete evaluation of Cyprus as a case study, 

since it does not include the whole island.  

Finally, there were some difficulties in turning detailed and tricky concepts 

into workable research questions and concepts, as in the case of innovation. 

In  general,  it  is  rather demanding to bring complex ideas into workable 

research questions and concepts and to disentangle the intricate ways that 

these  ideas  are  related  in  reciprocal  and  contingent  ways.  Given  the 

complexity of the issues at hand, it is worth considering whether some of the 

messages could be clearer if everyone was ‘speaking the same language’. 

Given the fact that the respondents are Greek, and hence, native speakers of 



the Greek language, this entails more difficulties since the research was 

conducted in English. When it  comes to language barriers, the message 

might be misunderstood or distorted, and consequently, the outcome of the 

research might be misleading and the quality of information might be poor. 

Thus, special  attention was required in order that all  the questions were 

understood and interpreted very carefully. Nevertheless, however cautious 

one might be, language barriers are a factor that constitutes in itself a major 

limitation in accurately conveying and interpreting meaning.

9.4 Implications for further research 

Based on the above limitations, it can be argued that this research can be 

set as a basis for further investigation and research. Furthermore, this study 

can act a repository for new ideas and new sources of investigation in the 

airline and tourism industries. Additionally, it provides an opportunity of an 

expanded research agenda, given the dynamic stance of both industries that 

are  characterized by a  non-static  posture  in  the worldwide  marketplace. 

Arguably, this study has been the first one to interrelate in such depth and 

magnitude the airline and tourism industries in terms of policy, production 

and consumption, and subsequently, both the methodology and the findings 

of the study can be useful for future research on other destinations.

More  specifically,  the  methods  used  for  addressing  the  aim  and  the 

objectives can be used in other cases which have similar characteristics to 

Cyprus. Such a case might be an island-state in Europe such as Malta, or 



SIDs anywhere in the world (Canaries, Balearics). Another useful focus of 

research of this kind would be in terms of comparative analysis that can 

contribute even further to the validation of existing theories (Bloor & Wood 

2006:29) on policy, consumption and production patterns.  

Moreover, given the complexity of the issues involved and the challenges 

that  the research has presented, this  thesis is  very much an unfinished 

business  that  arguably  offers  a  partial  and  incomplete  account.  This 

necessitates pursuing future research, related to the various issues raised 

and discussed, so that more valid conclusions can be drawn and implications 

evaluated. Particularly, continuous research is necessitated with regard to 

the context of Cyprus, for it is a country that is directly affected by both 

industries,  not  only  because  of  the  immense  importance  of  the  two 

industries for the island’s economy, but also because of their  impact on 

social life. 

In the future, the same research can be undertaken to compare the results 

through a  longitudinal  study.  Another  path of  research  is  to  assess the 

impact of the entrance of more carriers in Cyprus, in order to address the 

effect on both industries. Alternatively, the same research can be expanded, 

as mentioned above, to include supplementary and alternative interviews 

and questionnaire samples. The case of the UK can be set as an example for 

other  markets from the EU, or  it  can be used in  order to  compare  the 

responses from other nations. Additionally, in  the interview sample, the 



same research can be applied to include executives from the EU who are 

directly involved in the formation of the airline policy.

This research has brought together and blended several concepts as part of 

the investigation attempting to define and explore the interplay between the 

two industries. Further research implications call for a stronger focus on a 

single  strand  of  investigation  aimed  at  exploring,  for  example,  the 

interrelation  of  the  two  industries  in  the  area  of  policy  and  product 

developments. Additionally, consumption is considered to be an important 

theme that calls for future research, in order to gain a better insight into the 

consumer  patterns  and  behaviour of  both industries.  Another  important 

concept that necessitates an in-depth analysis is the concept of innovation 

as the cornerstone of competitiveness and differentiation in both industries. 

The latter  is  of  particular  interest  when examined within  the context  of 

Cyprus, whereby the ethnic  division of  the island has  not  only  political 

implications, but also raises a number of issues that need to be explored and 

discussed in terms of tourism innovation. A viable solution of the Cyprus 

problem would instantly render Cyprus a novel destination, as the island 

would regain half of its occupied territory, which for almost thirty-five years 

has been under the jurisdiction of the Turkish troops and the Turkish Cypriot 

pseudo-state. The immaculate natural beauty of the occupied part of the 

island has been widely publicized by the Turkish-Cypriot state, by illegally 

placing adverts in all the glossy travel magazines and weekend papers and 

supplements  in  the  UK,  promoting the pristine  character  of  the natural 



habitats of the occupied part of the island. These moves have major political, 

as well as tourism-related implications that need to be further discussed and 

explored. It has not been the purpose of this piece of research to touch upon 

these issues, but nevertheless, it is necessary to acknowledge the multiple 

impacts  that  the unresolved Cyprus  problem still  brings to  bear on  the 

recognized Greek-Cypriot  state,  in  both political  and economic (tourism-

related) terms. 

The  Turkish-Cypriot  pseudo-state  sells  itself  as  a  (relatively)  untouched 

destination, the more pristine part of Cyprus that has not been damaged by 

the ravages of  mass tourism like  the territory that  is  controlled by  the 

Republic, partly because of the immensely slow pace of its development in 

all aspects of the socio-economic sphere. The underdeveloped character of 

the occupied part can be partly attributed to the embargo imposed on it by 

the international community that hitherto has been reluctant to recognize 

the  pseudo-state.  Advertising  an  occupied  territory  as  a  novel  and 

untouched destination is a provocative and cynical political move, but it is 

also a very clever one. This is because it touches on all the things the UK 

and neo-Fordism travellers want (exclusivity, pristineness, sensitivity to the 

environment, under-development, less crowding and noise, yet lower cost) 

and keys into liberal sympathies for sustainable development. 

Unfortunately, the reality  in  terms of  the situation is  very far  from the 

advertisements. Notwithstanding the claims that they have maintained and 

preserved the natural landscape, they have at the same time destroyed the 



vast majority of the archaeological and religious monuments of the island in 

a politically astute move to annihilate any vestiges of the Greek identity of 

the island, dating from 9000 years ago. The above issues are very important 

and need to be discussed against the backdrop of the political synergies, 

and negotiations are currently taking place in order to challenge the political 

status quo and to achieve a viable solution of the Cyprus problem. A possible 

solution will not only reunify the island, but also will also reinvent Cyprus as 

a novel destination, bringing together the vibrant character of the free part 

with  the  developing  and  relatively untouched natural  landscape of  the 

occupied part. In addition, a solution will herald both the reinstatement of 

human rights on the island and the reinstatement of consumer rights to 

enjoy  a  unified  and  novel  destination,  without ‘green  lines’  and  illegal 

border-crossing checking regimes. It remains to be seen whether a solution 

will be feasible in the foreseeable future, along with the extent to which such 

a solution will be utilized in effective and efficient ways in alignment with 

current international tourism and airline trends. This piece of research gives 

ample scope and ideas for  future  research and comparative longitudinal 

insights.

  

9.5 Management implications of the research 

This  piece  of  research has ample  implications in  terms  of  management 

procedures and applications, since it  has attempted to address concepts 

such as innovation, consumption and production. In the case of  tourism 

policymakers, the primary issue is the threat of the inability to reposition 



Cyprus on the tourism map, thus implying further consequences with respect 

to  competition.  Additionally,  this  causes  the  imperative  need  of  the 

implementation of new management procedures that focus on consumer 

needs. The main outcome of the research is that tourism managers should 

maintain a more powerful role as far as tourism policy is concerned and, at 

the  same  time,  should  cooperate  and  collaborate  with  all  tourism 

stakeholders in order to implement the policy. This will consequently have a 

great  impact  on  the  airlines  flying  or  planning  to  fly  into  Cyprus  by 

establishing the island as a more diversified destination.

 As a matter of course, an island destination should prioritize and be well 

informed  on  airline  developments,  and  this  can  be  achieved by  direct 

contact with the airline practitioners. The airline industry should be seen as 

an  example that  depicts  current  developments  in  both  production  and 

consumption.  In  particular,  emphasis  should  be  placed  on  consumer 

behaviour toward holiday trips in relation to their reaction to different routes 

and destinations. As well, emphasis should be placed on the role and impact 

of new airlines entering the market, and their implications in the broader 

context of the tourism industry with particular reference to travel behaviour. 

 In general, the results of  the study reveal not only the inability of  the 

tourism  policymakers  to  transform  the  image  of  Cyprus,  but  also  an 

unwillingness to take any drastic and powerful action towards this end. As an 

important parameter of the tourism industry, the airline strategy should be a 

vital issue with particular reference to the responses of the consumer. As this 



study revealed, the primary issue for the choice of airline in holiday trips is 

the destination and convenience in the airline service, which relates to the 

airports into which the airline is flying. This highlights the imperative need 

that  the people responsible for  tourism management  should ensure that 

Cyprus is attractive as a tourism destination by the establishment of various 

and diverse air connections within the EU. 

As this study has revealed tourism development in any destination is guided 

by strict policymaking and planning in order to avoid past mistakes. Thus, 

Cyprus, as an experienced destination in the tourism market, should be a 

step ahead and able to grasp all the opportunities. This can be made more 

feasible by the involvement of all stakeholders in the tourism process with 

an active role not only in policy formation, but also in policy implementation. 

Additionally, as part of the management of the destination, the concepts of 

innovation,  differentiation  and  diversification  constitute  important 

parameters that should be taken into thorough consideration.

The dynamism of the tourism components necessitates an active and an 

updated interaction with management procedures that exist in the business 

environment. Tourism practitioners should maintain the role of monitoring 

new  trends  in  the  market  with  the  aim  of  ensuring  that  Cyprus  is  a 

contemporary tourism destination which has all those factors that satisfy the 

consumer.  This  might  include some or  all  of  the  characteristics  of  the 

Fordism aspects, which should exist in a destination. The plurality of choices 

in the European leisure market has been facilitated by the implementation of 



liberal procedures in the airline industry that have indicated a change in 

production and consumption. 

The internet is a powerful tool in business transactions that had affected 

airline  and tourism industries.  The role  of  the  tour  operators  has  been 

redefined in response to new technological jigsaws that have led to direct 

contact  of  airlines with the consumer and the capability of  online travel 

arrangements.  This  corresponds  to  the  entrance  of  LCCs  that  have 

introduced direct-booking methods through the internet as the sole way for 

making bookings. Thus, tourism destinations should maintain an attractive 

stance  in  the  market  with  continuous online  access  that  will  diversify 

consumer choices. 

9.6 Executive summary

This research has attempted to identify the relationship between the airline 

and  tourism  industries  in  Cyprus  based  on  policy  remits,  in  order  to 

understand  the  impact  on  dimensions  such  as  product  developments, 

innovation, and consumption patterns. The wider conclusion is that the two 

industries differ in their methods of policymaking and implementation, with 

these differences having ample implications on their interaction. Tourism, as 

a complex phenomenon, has a complicated method of conduct in terms of 

policy which is, most pertinently, developed theoretically rather than in the 

practical  aspect.  In  the  case  of  airlines  and  the  constitution  of  policy 

formation,  the  aftermath  is  more  tangible  than  immediate  actions and 



effects. This intervenes in the relationship of the two industries and creates a 

gap, which is related to the patterns of consumption and production.

In  general,  in  the production  angle, the  primary focus is  concerned  on 

fulfilling  and  satisfying  consumer  perceptions  and  preferences.  External 

factors,  such as  globalization and utilization of  technology, link the two 

industries  and  have  a  number  of  effects  on  their  coexistence  in  the 

marketplace. In the case of production, in respect to product developments 

and innovation, the airlines are more vibrant and able to adapt, and even to 

create  new market  conditions.  Consequently,  there  is  an  effect  on  the 

tourism industry because of the role of airlines in the tourism process. Even 

if  innovation  is  copied among the  airline  players,  there  are  still  novel 

practices that influence the method of conduct in the wider context of the 

business environment. However, this does not depict the case of tourism, 

because the multi-dimensional stances with different actions in the supply 

chain are divergent and a hindrance to holistic development and innovation. 

Consumers have become more powerful and have the ability to dictate the 

forces of production. This is evident in their response towards new airline 

developments and procedures, as well as in the case of tourism with the 

move from mass activities toward more diversified activities. The recent 

airline  developments have shown that  an  ability  to  compile  their  travel 

itineraries in the most convenient way and in accordance with the airport 

that  is  closest  to  the consumer’s  place of  residence is  very important. 



Additionally, destinations have a prominent role in travelling and are the 

most important aspect in the making of holiday decisions. 
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APPENDIX ONE: Interview Protocol / TOURISM
PhD Thesis in Tourism and Airlines
Thank you in advance for your assistance and please be 
assured that your answers will be confidential! 

Interview Protocol / TOURISM
Project: PhD in Tourism Management – University of Exeter
Date of the interview:
Place:
Interviewee:
Organization:
Position:

Introduction : Some brief opinions

 How many years of experience do you have in the airline/tourism industries?
 What is your professional background? 
 What are the main duties of your position?
 What are the most recent developments in the tourism/airline industries, with 

respect to Cyprus?

SECTION  1
Part A 

Theme: Tourism, Policy, Planning and Development 

1. How and why did Cyprus tourism policy and planning evolve?   
 How? 
 In terms of tourism products variety
 Tourism development      
 What is it purpose and why?
 Which are the main parameters that contributed to this 
           development? 

2. What are the distinctive challenges Cyprus faces in terms of Policy and
planning of the tourism industry?

 Competition
 Environmental concerns 

3.  What are  the most distinctive/Important mechanisms/plans for  the 
implementation of the current tourism strategy?

4. Do you think that the Tourism Strategic Plan (2003-2010) is 
successfully implemented? 
 If NOT which are the main reasons?



5. What do you believe is/has been the role of the EU on the Cyprus tourism policy? 
 Accession
 Are there any ongoing projects funded by the European Union for Cyprus 

Tourism. If YES: Give some examples
 What is the contribution of ‘The new EU cohesion policy (2007 - 2013)’ on 

Cyprus Tourism?



 What are the main plans of the Union for tourism in Cyprus? i.e. DGXXIII

 6. What is the degree of interest/commitment in sustainable tourism?
 How supportive is in the Strategic Plan? Examples

7. What are the current challenges Cyprus faces in terms of the future tourism 
planning and development?

8. How does Cyprus differentiate in terms of tourism policy and planning 
in comparison to other similar destinations? 

 Can you provide some examples?

9. How do political issues affect the tourism and airline policies of the 
Republic?

 Tourism development in the Occupied part
 Airline industry of the Occupied part
 Impact on tourism a potential solution 

Part B
Theme: Tourism Policy impact on the tourism product development in 

Cyprus

10. What is the impact of tourism policy on the current product 
development for Cyprus as a tourism destination?                                       

11. What have been/will be the most important trends in the tourism development 
in recent times/the near future?

12. What is the role of tourism policy and planning on tourism innovation?
 How do you define innovation in tourism?
 Can you provide examples from Cyprus of an innovative 
           approach in tourism? 

13. In which ways the international tourism sector has innovated in recent years?

14. What are the most important trends in the current product 
development plans in particular for the public and private sectors of the 
tourism industry? 

 Hotels
 Cyprus Tourism Organization   
 Attraction Sites  
 Tourism Activities  
 Airline Industry 
 How do they innovate? (EXAMPLES)

15. What new technologies are being adapted by the tourism entities? 



 What is the likely effect on Cyprus as a tourism destination?
 To what extent are they a result of tourism policy?



SECTION 2  
Part A

Theme: Tourism, Policy, Planning and Development / Impact on the airline
 Industry in Cyprus 

16. How do you think the tourism policy,  planning and development 
have affected the airline industry in Cyprus?  

17. Does tourism policy development take into consideration the airline 
policy?            

 If YES to what extent? HOW?          
 If NOT WHY?                                

         18. What would be the implications of the focus on quality in the   
          strategic plan for tourism in Cyprus, on airline operations? 
             

 LCCS
 Local carriers 
 International carriers

19. How have environmental concerns and constraints affected the 
tourism planning and development and what has been the impact on the 
airline industry? 

 Climate change, water, power, land, carrying capacity/damage 
      cultural heritage sites.

Part B
Theme: European Airline Policy impact on the Tourism Development in 

Cyprus

20. How has European airline liberalization affected /and is likely to 
affect the tourism industry in Cyprus?  

 In terms of new airline entrances
 In terms of the tourism arrivals
 In terms of the diversification of the airline network to other 
       origins
 In terms of opening up to new origins

21. How can the airline policy assist the development of sustainable tourism?      
 Do you consider that the airline policy can contribute towards 
         the development of sustainable tourism?
 If YES How? Examples/Evidence         
 If NOT why?

22. Do you believe that the new airline policy will affect the 
competitiveness of Cyprus as a tourism destination?



 If YES in what ways? Examples (on what scale, internationally? i.e. Med, 
Eastern Med, Europe, World?)         

 If NOT why?

23. How does environmental policy affect the airline industry and what is the 
likely impact on the tourism industry.



SECTION 3
Part A

Theme: Tourism product development impact on the airline industry in 
Cyprus

24. What role has tourism innovation played in recent airline change?
 Effect on airlines operations

25. How will the new product development /tourism development affect the 
airline industry based on:    

 Focus on quality
 Sustainability
 Diversification of the tourism product
 Seasonality/yield management                

26. Do you believe that the current tourism policy and panning will 
stimulate the interest of new airlines to enter the market? 

 If YES, HOW?               
 If NOT, WHY?

Part A
Theme: Airline operations impact on the tourism industry in Cyprus

27. How has the entrance of new carriers especially LCCs affected and 
will affect the tourism industry in Cyprus? 

28. What can be the role of the airlines in seasonality and tourism yields?  

29. What is the role of the charter airlines and what is the impact on the tourism 
package? 

30. What role has airline innovation played and will play in tourism policy?
    What is  airline  innovation? Examples (Strategy,  CRM, Service, new 

equipment i.e. aircraft manufacturing)
 What new technologies are being adapted and what effects do they have 

on operations efficiency?  
        

31. What has been/is the impact of the World Wide Web on the airline 
strategy and how it affects the tourism industry and tourism yields?

Thank you for the valuable information!



   
APPENDIX TWO: Interview Protocol / AIRLINES
PhD Thesis in Tourism and Airlines Policies
Thank you in advance for your assistance and please 
be assured that your answers will be confidential! 

Interview Protocol / AIRLINES 
Project: PhD in Tourism Management – University of Exeter
Date of the interview:
Place:
Interviewee:
Organization:
Position:

Introduction : Some brief opinions

 How many years of experience do you have in the 
                      Airline/tourism industries?

 What is your professional background?
 What are the main duties of your position? 
 What are the recent developments in the airline industry, with    

                      respect to Cyprus? 

SECTION 1
Part A

Theme: European Airline Liberalization Policy

1. How have European airline liberalization policies affected the 
airline industry?    
 In terms of new airline entrances
 In terms of airline operations
 In terms of airline fares 
 In terms of expansion to new destinations
       Do you believe that there is a coherent airline policy which is 

followed in the European Union? 

2. Overall which do you consider to be the main strengths of:
a. the new EU airline policy

               b. its implementation 

3. Overall which do you consider to be the main weaknesses of:
a. the new EU airline policy

               b. its implementation 

4.  What do  you  believe was/is and will  be  the  role  of  the 
European Union on the Cyprus Aviation Policy on the following:



 Common Aviation Market
 Open Skies Agreement
 Safety regulations (Eurocontrol)
 Environmental Policy
 Other



5. What is the airline policy in Cyprus with respect to: 
 non-EU countries?
 EU countries?

6. How do you think the future airline policy will evolve in the 
EU?  

 Cooperation with third countries –
 Open Skies agreement 
 Environmental constrains– 
 Climate, Emissions,
 Slot capacity 
 Taxes
 Fees
 Other  

                                         
7. How do political issues affect the tourism and airline policies 
of the Republic?
 Tourism development in the occupied part
 Airline industry of the occupied part
 Impact on tourism and airline industries  a potential solution 

Part B
Theme: European Airline Policy impact on airline operations and product 

development

8.  How  does  Cyprus  Airways  respond  to  the  new  competitive 
environment?       
                      
9. How have the airlines innovated in response to the changing 
Air travel environment?
 How would you define airline innovation?
 Strategy
 Service a. level – quality, b. what is offered?
 Customer relations
 Operations  -Destinations  network  (i.e.  Expansion  to  Eastern 

Europe)
EXAMPLES 

10.  How  do  the  airlines  compete  (type  of  competition i.e. 
destructive,  innovative)  after  the  introduction  of  the 
liberalization policies? 

 EXAMPLE

        11. How the UK and Greek routes were affected? 
        
       





SECTION 2
Part A

Theme: European Airline Policy impact on Tourism Development in Cyprus

12. How has European airline liberalization affected /and is 
likely to affect the tourism industry in Cyprus?  

 In terms of new airline entrances
 In terms of the tourism arrivals
 In terms of the diversification of the airline network to other 
       origins
 In terms of opening up to new origins

13. How can the airline policy assist the development of sustainable 
tourism?      

 Do you consider that the airline policy can contribute towards 
         the development of sustainable tourism?
 If YES How? Examples/Evidence         
 If NOT why?

14. Do you believe that the new airline policy will affect the 
competitiveness of Cyprus as a tourism destination?

 If YES in what ways? Examples (on what scale, internationally? 
i.e. Med, Eastern Med, Europe, World?)         

 If NOT why?

15. How does environmental policy affect the airline industry and what 
is the likely impact on the tourism industry.

Part B
Theme: Tourism Policy, Planning and Development/ Impact on airline 

industry in Cyprus

16.  How  do  you  think  the  tourism  policy,  planning  and 
development have affected the airline industry in Cyprus?  

17. Does tourism policy development take into consideration 
the airline policy?            
 If YES to what extent? HOW?          
 If NOT WHY?                                

         18. What would be the implications of the focus on quality in 
the strategic   
         plan for tourism in Cyprus, on airline operations?

o LCCS
o Local carriers 
o International carriers



19. How have environmental concerns and constraints affected 
the tourism planning and development and what has been the 
impact on the airline industry? 

 Climate change, water, power, land, carrying capacity/damage 
      cultural heritage sites.



SECTION 3
Part A

Theme: Airline operations impact on the tourism industry in Cyprus

20.  How  has  the  entrance of  new  carriers especially  LCCs 
affected and will affect the tourism industry in Cyprus? 

21. What can be the role of the airlines in seasonality and tourism 
yields?  

22. What is the role of the charter airlines and what is the impact on 
the tourism package? 

23. What role has airline innovation played and will play in tourism 
policy?

    What is airline innovation? Examples (Strategy, CRM, Service, 
new equipments)

 What new technologies are being adapted and what effects do 
they have  

        on operations efficiency? 

24. What has been/is the impact of the World Wide Web on the 
airline strategy and how it  affects the tourism industry and 
tourism yields?

Part B
Theme: Tourism product development impact on the airline industry in 

Cyprus

25. What role has tourism innovation played in recent airline 
change?

 How do you define innovation in tourism?
 Can you provide examples from Cyprus of an innovative 
         approach in tourism? 
 Effect on airlines operations

26. How will the new product development /tourism development affect 
the airline industry based on:    

 Focus on quality
 Sustainability
 Diversification of the tourism product
 Seasonality/yield management                

27. Do you believe that the current tourism policy will stimulate 
the interest of new airlines to enter the market?                           

 If YES, HOW?               
 If NOT, WHY?

   Thank you for the valuable information!





APPENDIX THREE: SURVEY QUESTIONNAIRE
THIS WILL ONLY TAKE 10 MINUTES OF YOUR TIME
Hello, I am a PhD student from the School of Business and Economics at 
the University of Exeter in the UK. I wonder if you could help me in my 
research by taking the time to complete this questionnaire. Thank you in 
advance  for  your  assistance  and  please  be  assured that  your 
answers will be confidential! 

Please answer by ticking  the relevant box or writing in any answers 
where required. Not every question may apply to you so please follow the 
instructions carefully.

SECTION 1: VISIT IN CYPRUS

1. Is this your first visit in 
Cyprus? 

2. If No how many times have you visited Cyprus before? ______

3.
4. What was the duration of this trip to Cyprus? ______Nights

5. Where did you stay? (Please tick all that apply)  

6. At which destination did you stay? (Tick all that apply)

□ Nicosia □ Larnaca □ Ayia 
Napa/Protaras

□ Troodos Mountain

□ Limassol □ Paphos □ Polis □ Pissouri/Episkopi
 □ Other (please specify):_____________________

7.       Is your holiday to Cyprus your main/sole holidays for this 
calendar year?

8. If No how many times will you go on holiday this year? _________

9. Which one of the following best describes your travel party? (Please tick 
all that apply)  

□ Alone (Go to question 
10)

□ Family

□ Group □ Friends

10. What is the total size of the number of your travel party, including 

yourself? --

□ Yes □ No (Go to question 

2)

   
□

Hotel Star ___ □ Friends & Relatives □ Owned  (2nd ) Home

□ Apartment □ Villas □ Other: _________________

□ Yes □ No



11. What source/s of information did you use to find out  about this particular 
trip to Cyprus? (Please tick all that apply and/or add other)

   □ Special Offer □ Advertisement □ Word of Mouth
□ Tour Operators’ 

Suggestion 
□ Internet/Websi

te
□ Other: _____________



12. How did you arrange this trip to Cyprus? (Please tick all that apply and/or 

add other)

I used an online travel agency for 
package

□ I booked directly with the airline by 
phone

□

I used online travel agency for flights 
only 

□ I booked directly with the airline by 
internet 

□

I used online travel agency for hotel 
only

□ I used a tour operator to buy a package □

I booked directly with the hotel by 
phone

□ I used a tour operator to buy a flight □

I booked directly with the hotel by 
internet 

□ I used a tour operator to book a hotel □

Other (Please specify)_____________________________________ □

13. Would you please rate the following reasons for choosing Cyprus a 
destination for holidays? (Please circle only one number for each 
statement. Please answer all statements) 

I choose Cyprus for holidays 
because:

Very 
Important

 Importan
t 

Neither
Important 

or
Unimportan

t 
Unimporta
nt 

Very 
Unimportant

 of the sunny weather and 
warm sea 1 2 3 4 5

 I am interested in the rich 
wealth of cultural sites 1 2 3 4 5

 of the opportunity to 
combine with a cruise to the 
Greek islands and Egypt 1 2 3 4 5

 the cost of holidays suited 
my available budget 1 2 3 4 5

 of the hospitality & service 1 2 3 4 5
 of convenient airlines 

linkages 1 2 3 4 5
 of the short distance from 

my country 1 2 3 4 5
 of the opportunity to visit my 

friends and relatives 1 2 3 4 5
 of past experiences 1 2 3 4 5
 I own a second home 1 2 3 4 5
 of a particular activity (i.e. 

Golf) 1 2 3 4 5

14. Which of the following activities have you undertaken on this particular 
trip to Cyprus? 

            (Please tick all that apply and/or add other)       



Sea, Sun and bathing          □ Cycling activities □
Attended a Conference □ Sports activities (i.e. water sports) □
Attended a business meeting □ Spa activities in a hotel □
Visited Archaeological sites □ Played Golf        □
Visited religious sites (i.e. churches) □ Agro/ farm activities    □
Visited natural sites  □ Visited Theme Parks □
Obtained medical  treatment □ Attended an event (concert, 

theatre)
□

Other (Please specify)__________________________________________________ □



SECTION 2: YOUR FLIGHT TO CYPRUS

15. From which airport did you fly to Cyprus on this particular trip? 
___________Via _________

16. What is you final airport destination for today: 

17. Which airline did you use: 
             a) to fly to Cyprus? Please specify: ______________________
             b) to fly from Cyprus to home?

18. If you have visited Cyprus before, which airline/s did you use? (Tick all 
that apply and/or add others)

□ British Airways □ Cyprus 
Airways

□ Eurocypria □ Aegean Airlines

□ Lufthansa □ Austrian 
Airlines

□ Monarch □ Thomas Cook

Other (Please specify): __________________________
Other (Please specify): __________________________

    
19. Please rank the following criteria whether the airline influenced you 

choice to travel on this particular trip to Cyprus. (Please circle only one 
number for each statement. Please answer all statements).

           

Strongly 
Agree

Agree
Neither 
Agree or 
Disagree

Disagree
Strongly 
Disagre
e

The air ticket to Cyprus was the cheapest available 1 2 3 4 5
The main reason to fly to Cyprus was that I found the 
flight when searching the internet with the hotel

1 2 3 4 5

The airline did not influence my choice to choose 
Cyprus for this particular holiday

1 2 3 4 5

I received an advertisement for Cyprus from the 
airline that I am a frequent flyer

1 2 3 4 5

I found the ticket on an airline’s website as a special 
offer

1 2 3 4 5

The departure airport influenced my choice of the 
airline for this particular holiday to Cyprus

1 2 3 4 5

The airline ticket was part of the integrated package 
I bought for this particular trip to Cyprus 

1 2 3 4 5

□ Same □ Other (Please specify):_______________ Via _____________

□ Same □ Other (Please specify):______________________ 





SECTION 3: GENERAL QUESTIONS ABOUT AIRLINES
20. Please rank the following attributes when you choose an airline for your 

own personal travel on holidays. (Please circle only one number for each 
statement. Please answer all statements)

Strongl
y 

Agree
Agree

Neither 
Agree 

or 
Disagre

e

Disagre
e

Strongly 
Disagree

I never travel with the same airline for my holidays as I use 
for business travel

1 2 3 4 5

I prefer to travel with the cheapest airline fare for my 
holidays

1 2 3 4 5

I never travel with Low Cost Carriers for my holidays 1 2 3 4 5
My choice of airline is usually determined by the package I 
buy

1 2 3 4 5

  I always choose airlines with positive brand image 1 2 3 4 5
  I prefer to travel with airlines fly from the nearest airport     
  to my place of residence

1 2 3 4 5

  I prefer to travel from regional airports for my holidays 1 2 3 4 5
  I prefer to fly with airlines that offer full service (bar and 
  meals)

1 2 3 4 5

The brand image of the airline I will fly for my holidays is not 
important

1 2 3 4 5

I prefer to travel from main hub airports for my holidays 1 2 3 4 5
I always travel with Charter Airlines for my holidays 1 2 3 4 5
I often decide to go on holiday because of 
cheap/promotional fares and/or last minute offers, found 
while searching the internet

1 2 3 4 5

I travel more frequently in comparison to the past because 
of more choices in the airline service

1 2 3 4 5

  I receive email alerts for special airline offers to different   
destinations

1 2 3 4 5

My choice of airline is determined by the loyalty scheme (i.e. 
Oneworld, Star Alliance) to which I belong

1 2 3 4 5

I often decide to go on extra holidays/mini breaks to 
different destinations because of a Low Cost Carrier fares

1 2 3 4 5

  I always travel on economy seats for my holidays 1 2 3 4 5
  I always travel with Schedule Carriers for my  
  holidays 

1 2 3 4 5

  I always book the airline ticket for my holidays directly 
  from the internet (airline’s website or E-travel agency) 

1 2 3 4 5

  The airport from which my airline is flying from is     
   irrelevant to me

1 2 3 4 5

  I prefer to travel from airports with simplified check in 
  procedures

1 2 3 4 5

  I always travel on first class seats for my holidays 1 2 3 4 5
  I travel more frequently in comparison to the past  
  because of the availability of more cheap flights

1 2 3 4 5



  My choice of airline affects my choice of   
  accommodation (i.e. Low Carrier and Budget Hotel)

1 2 3 4 5

  My choice of airline is determined by the weight   
  allowance (sports equipment, luggage)

1 2 3 4 5

  I always travel with the same airline company for my 
  holidays because I feel safer

1 2 3 4 5



SECTION 4: INFORMATION ABOUT YOU

21. What is the country of your main/usual residence?
□ United 

Kingdom        
□ Other(Please specify ):_____________                  

22. What is your 
gender?

23. What is your age? _______

24. What is your highest educational/qualification? _________________________

25. What is your occupation? _________________________________________

26. If retired what was your occupation before? ___________________________

27. What is your total annual Household income (Approx) for all wage 
earners?

UK Pounds (£) Euros (€)
□ Less than 10,000 (UK£) □ Less than 14.000(EUROS)
□ 10,000 – 29,000 (UK£) □ 14.000- 42.000 (EUROS)
□ 30,000 – 49,000(UK£) □ 44.000 – 72.000 (EUROS) 
□ More than 50,000 □ More than 73.000 (EUROS) 

Thank you for your feedback once again! Have a safe trip home! 
Hope to see you again in Cyprus.

              If found please return to the Airport’s Information Desk. 
 

□ Male □ Female
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